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ABSTRACT

This research aimed to (1) study the factors influencing the purchase decision of Tiger
Brand mortar among construction contractors in Bangkok Metropolitan Area, and (2) examine the
relationships among marketing mix factors, social and environmental factors, and innovation
factors affecting purchase behavior of contractors. The sample consisted of 400 construction
contractors, selected through accidental sampling. Data were collected using questionnaires and
analyzed by descriptive statistics and multiple regression analysis. The results revealed that the
influencing factors on the purchase decision of Tiger Brand mortar included (1) product, (2) price,
(3) place, (4) promotion, (5) social and environmental factors, and (6) innovation. The regression
model was statistically significant and appropriate (R =0.510, R? = 0.260, F = 42.87, Sig. <
0.001), indicating that all independent variables together explained 26.0 percent of the variance in
purchase decision behavior. Among the variables, innovation was found to be the most influential
factor, followed by product quality and price value. Contractors emphasized ease of use, product
consistency, certified standards, and innovative formulas that reduce work time and labor
requirements. Moreover, experienced contractors (over 5 years) demonstrated a higher tendency
toward repeated purchase than less-experienced ones, implying that product reliability and brand

trust play a crucial role in building long-term customer loyalty within the mortar market.

Keywords: Purchase Decision, Tiger Brand Mortar, Construction Contractors, Marketing Mix,

Innovation
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