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Business Demand and Operation of manufacturer company construction
material service business towards
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ABSTRACT

Business Demand and Operation of manufacturer company construction material service
business towards decision to buy products
The research purpose and to study 1) demand of the market, 2) Sale, 3) business operation and
4) strategic management by collecting data from target customers and entrepreneurs or executive
as well as the information related to business operations
Results show that

Market demand The researcher divided the target market into 2 groups as follows: Group 1
Retail customers Is a group of general customers with product requirements Construction materials
In the area of mueang District, phitsanulok Province. Group 2 Wholesale customers are customers
who are shops in the outer district. Of phitsanulok and nearby provinces The company has an
investment of approximately 6,000,000 baht.profit per product sales in 2019 = 3.44%. Preliminary
profitability in 2019 The preliminary yield is 18%. Business operations Product and service
strategies, selling products, construction materials There are many types of products. There is
sufficient quantity to provide services to customers. Price strategy The company has a policy to set
the product price relatively low, with prices close to the products of large retailers. Distribution
strategy Is the sale of the storefront Directly to general consumers Wholesale strategy There are
cases when customers come to buy at the store. and provide delivery service to the place
marketing and sales promotion strategies By reducing the price if buying large quantities Strategic

management Service The company operates its business with a focus on good service. In



wholesale, there is a delivery service for customers to the place. and provide other products that
are not available in the store for customers as needed In finance, the company has a plan to set
up a financial accounting system and inventory management system to be standard. can use the
accounting system for use in business operations and using the inventory system to manage both
the storefront and stock products In the collection of data from the target group of business The
researcher surveyed the online questionnaire on the topic of the needs and operations of the
construction material services business towards the decision to buy products. Collecting a total of
200 samples, summarizing the results as follows General information of respondents found that 32
percent of women, 68 percent of women, behavior of buying construction materials in retail stores
The shop for construction materials that customers have used the most is home pro. Purpose of
buying construction materials Found that most of them were to repair the products that
customers chose to buy. Sanitary products The frequency of buying the most construction
material products is 1 time per 6 methods. For each product payment, most of the customers will
pay in the purchase of construction materials for customers that you consider. Most of the
products will focus on good quality, cheap price. And the needs of customers in deciding to
purchase construction material products via online channels Found that most customers want the
construction material store to have attractive promotions all the time to be an incentive to
choose products for construction materials The after-sales service of the company that the
customer wants Is to provide technicians for home repairs In the aspect of customer inquiries to
be used to adjust the marketing strategies of the company, including The house design that
customers are most interested in Found that most customers want to renovate their homes both
inside and outside the house. In the part of installing the electrical equipment that most
customers are interested in Is asking to have electrical wiring service inside and outside the house
Home improvement that customers are most interested in Is the work of adjusting the plumbing
system and customers like to order construction materials Which channels are most common
mostly contact the sales staff directly. And what you want the shop to make the most
improvement is the delivery of goods on time and fast delivery The suggestion to increase from
the respondents is want to get a standard product, fair price, not broken With correct receipt and
fastservice

Key words: operational requirements, construction materials, home appliances, contractors,

business plans, construction materials products
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