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Abstract

This research was a quantitative research. The purpose was (1) to explore personal charac
teristics, customer behavior of spun micropile business in Thailand (2) to formulate marketing strategy
affecting customer loyalty of spun micropile business in Thailand. The study was small and large

entrepreneurs 460 sample who used spun micropile in the past year by using a questionnaire to
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collect data. The data analysis with frequency statistic, percentage, arithmetic mean and the
standard deviation to explore personal characteristics and multiple regression statistic for formulate
marketing strategy. The results of the research were as follows: 1) personal factors of spun micropile
customers in Thailand were males, between 20-39 years old, Bachelor degree, job level was Manager or
Marketing Manager, 6-10 years of experience, the number of employees is 5-30 people, and the
period of business operation is 5 - 10 years 2) price marketing mix factors affecting customer
loyalty of spun micropile business in Thailand. Customer relationship management factor found
that there were 3 independent variables consisting of building relationships through specialized
education, building relationships with added value and building relationships according to contract terms
affecting customer loyalty of spun micropile business in Thailand. Content marketing factors, the five
independent variables were books, videos, podcasts, web pages and info-graphics affecting customer

loyalty of spun micropile business in Thailand.

Keywords: Marketing Mix; Customer Relationship Management; Content Marketing; Customer Loyalty;

Spun Micro Pile Business
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R’= 0.35, SEE = 0.34, F = 81.32, Sig. of F = 0.000, Durbin-Watson = 1.89, * p = 0.05, ** p = 0.01,
% 0 = 0,001
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R’= 0.48, SEE = 0.30, F = 83.49, Sig. of F = 0.000, Durbin-Watson = 1.75, * p = 0.05, ** p = 0.01,

% 0 = 0,001

a a ¢ | )
1NANS19N 10 HANISIATIZINUI AUS
BaTLINUIU 5 1 Usenaumie nilsde Iale faned

§ @ a a a £
71 U hazdulnsWn @unsaeSuren1sauwls
VBINIUTANUAD AUANAVDINGUAIBE1GNAITINT
vanduatiulalasing ludsewmalnalaoningiu losee
ay 48 NNAILUTAUTIWIUNIVUA 5 67 LaaskUs

e gﬁ v aa a ! v 1 a @
FUNY 5 Addnsnalunisuinseilusnueg1elue

n1saAUsI8Na

nags@UsTAINIMATN TSlEMSNasionIw
AndvesgnAngsiaanduatululasineg lulszwmelne
nu31 Yadenusian 18nsnasieainuinfvesgnan
Tumemsetudnu silugruauiionela fusauad
Favanuagnnstodudreiosnin ganaaduatiy
Lilaslwdifugsiafideanuninsgiunisining sy
whiufaesdinistenevhlitladediuannindslaild
Judadendn dumeiusiaanilinnudidyreu
ﬁi’hmmLﬁaqmﬂgﬂé’wﬁ’aﬂwLﬂwﬁummﬁaa%ﬂﬁ
AemuANsIAIN1sneassleglusunisneasne us
nsldnagnésumdesmniisnaiigsninganind
wihlignawiululdaufaninansnedu aonades
udadeiunwiAnnagnsaiuyszaun1snain Kotler
and Keller (2016) wag Havaldar (2012) 91398984
Ahmad (2020), Badi (2019), Chukwuemeka (2017),
Mahmood et al (2017), Alecsa and Popescu (2015)
wudn Jadedrulszaunisnaiafiidnsnananiny
fnfvesgnAtlsenaume duUseaun1Tna1n Laun
(1) wandaet (2) 9181 (3) YoINNITTNUE kA
(@) nMsdaasunisnan nedadefindeutufetade
AU 917 WA NARAY YOI1INITTINUNY LAy
msdaiaunsmann lidenadosiu 1osan ssfaie
dnatiulalasing 1ugshenduddesiininsgiunia

mMuuadsazdIndmuele wazdlugaziinisdonuu

o
[

Buduazddndmedueg

QAU N15FREIINITNAINLAT YD

MoLileeegnA3aN

fabalalimaugn
$179N159RINUNY

dfynaadAfiszau 0.05 fie wilade (t = 10.53) 3dle
(t = 4.70) WoaAaY (t = 4.40) IULWA (t = 3.65) uay
dulwngdin (t = 2.17) awnsa@suannisweinsallu
sUAziuuAUlARsd
ANufnfAvasgnAgsiaanduadululas
Iwa = 1.56 + 0.17 (uidsde) + 0.15 (3Ale) + 0.14

(WonA1a) + 0.12 (Buna) + 0.07 (Bulvnsiin)

Nagnsn1sInN1sanAFuNUs Nilansna
! v a ¥ a < s
seauinAvesgnaAtgsivaduatululasing lu
Usewmelng wudn nsadieanuduiusalenisv
ANUANIZANY NTAT1IANNFUNUSAIEAMALTY

[ =]

wagn1sadanudius muteulvdyaiisnia
e AudnfveInguileggnAlgsnaadvaly
lulaslna staduanufisnsla Auiimuafideuan
LLazé’mmi%aauﬁw?ﬂLﬁaﬂaﬂﬂé’ﬂwmzqiﬁaLﬂuqiﬁa
{39 engineering uaziinistedeosfidecandonis
nswaniasuanuinisresennudstunaziu 39
anédslianududyfuissdunislinnuiiey
nsiiusydaaaneg diesesennuluadediag U
AAARBINY N1IIANTITANAIFURUS IINUUIAAYDS
Rapp and Collins (1996) %aﬂéndwmﬁmmiqﬂﬁ’]
s 1 4 guuuy il 1) wuudiassnmsaiisaany
duiusaieseda 2) wuudnaeenisasanuduiug
aueulvdan 3) wuusiaeenisadieaudug
sequeiiy 4) wuudiassnisadismuduiug
AIENITIANIIANIEAIY LAavARAAR 83 UIY
U619 fiAetes Wy Marcella, Raissa, Lucas,
Denise. (2018), Taylor, Steven; Hunter, Gary (2014),
Waheed, Abdus, Imran, and Hasan (2011) fiwuin
N133nNIsANNFURUSaNANEBVENaseAUANAYDS
andlndsknunissudamnin lumsideadeilitade
fdussduszneuiidrdguestadunisinnisgndn
durius Bsusznausne (1) mIadanruduiude
%8 (2) msareanuduiusaudeuludyy (3)

]

nsasaANUFNRUSAIEAMALAL (4) N15a519AY

v @

wiusmensiiausianiedu

EAU HERITAGE JOURNAL Vol. 13 No. 3 September-December 2023

Social Science and Humanities



nagnsMInaInlullevniiBnsnasenuing
vosgnagsnaaduatululasing ludszmelve wu
4 &2 a cad & ¢ 2 a N
1 dedeiud Inte fennra uimawazBulnnsiiin

a |

Tdnsnwasie AudnfvesgnAme auauianela

€

VUAUARITIUIN AIUNISTRAUAIDIHDIR N 1T

A v (%

AU UN A UIAINT T Iums%a'ﬁuﬁwaqqﬂﬁw

)

9

=) e} ho}

o &

sndudsamdeyanaisq au ielinaiuula

v Y a

AudwanIlaunsgIu wazdulsziunudesiny
NI Iﬁﬁuqﬂﬁwlﬁﬁﬂﬁgﬂﬁamaaammmm‘hﬂaﬁ
nswanegetsainaueielinisioaisladumud
gnilgauileutsduiuguaals aonadesiu uuidnnns
AaaLiev Kotler and Keller (2016) 7inan131 113
aaatienidumaianisaatalunisadrailont 7
AliAeaTeseenndasiuitevhmsmeunsidom ns
aaniildiiomusznaudae 1) sulwnsiin 2) Suwe
3) flonmayi 4) Ao uag 5) nilsde uavaennasiu
317378989 Ahmed (2019), Monika (2019), Ahmed
(2019), Ruibin, Shichao, Xi Chen and Danyang.
(2019), Mayank (2018) finun Msarndaiemi
WiNzauidnSnaneauinAvesgne

Jolauauuy

NAN1SITY WUIN @IUUTTENNITRAINAIY
597 N15IANITPNANENTUS Laznsmaadaiiom
fidvnarennuinfvesgndnanduadululasing
Tusginelne ﬁaﬁfumﬂﬁﬂszﬂaumi fBIN1TA519
anunAlfAaTuA sy YR

Jatduauuzidaulyuny

1. fuszneuntsgsnaaduatululasing ans

muuaulsuemunagnsladudiudssaunisnain lng

<

Wumunsusmsseimgauiugunniiyaaing
finesAnnunalnsiainain nsdnnisgnAnduiusil
szuuiiiszansamlunsdniagnénsieyana uay
namaadadiomansiitnnsnainfiguadiunisda
yuilonn nsdeasdomlvidFangugndutvine
ileruinfvesgnaneesdsdy

2. gimiiedagneasalsslanaounin

£

ﬁ%%g‘d ATINUAULE U8R TUSIAT M EDARADINUE]

U

Uszneumsiaduiiielrissiaiulnededsduluse
iy

Jarauauusdau]inng

1. msuuldnagnsladediulszaunisnain
Frusialagnssasaliivnzautunuain n1ss
smieuafaaaandu warn1slilasindmiugnan
fifinstoiduusgd

2. mysiidlinagnsnisdanisgnenduiuseie
nslinuaniuiugnélunistemifuusiazadsig
nsfulssfuanudemeainnishadaaidy uasns
fAanssusmdsassdiugnanessainase

3. avswdunisldnagninisdanisanenduius
aensiinisiianusianizauiugndn Iaensli
ANUSANANABITUNUFINIINMIEIMINTIN uaY
waluladiiefuianduuaznisfingg

4. pratiunslinagnsmanaindadeninis
TWaulnnsiin Inennslddulsingiin lunsdeans
Tayan undniue 9101 auaud® vila Ussianns
T4 wazU3NITIN HiuYena Buma 3ile way
Aodsfunisngg

T —

1MFETIMINTUIIN AL DaATULeLTY

U 13 atufl 3 Ussdudou fueeu-5unaN 2566

atudsnumansuwavuyveaans



References

Arezou, S. R., & Behrouz, P. (2013). Evaluating the relationship between customer loyalty and
marketing strategies in Iranian biotechnological production companies. European journal of
experimental biology, 3(6), 290-297

Buaphanwilai, S. (2014). Factors affecting the decision to purchase construction materials from cement
stores Thai home mart consumption in Bangkok. Bangkok: Siam University. (in Thai)

Bank of Ayudhya Research Center. (2017). Construction business. Retrieved from https://www.krungsri.
com/bank/getmedia/ (in Thai)

Cochran, W. G. (1977). Sampling techniques. New York: Wiley.

Cronbach, L. J. (1990). Essentials of psychology testing. (5" ed.). New York: Harper Collins Publishers, Inc.

Department of Business Development Ministry of Commerce. (2017). Income from the pile business
year 2017. Retrieved from https://smelink.net/frontend/home.htmtl (in Thai)

Doktalyong, S. (2015). A study of consumer decision patterns affecting make a purchase decision
products in new construction materials stores (Modern Trade) in Bangkok and its vicinity.
Bangkok: Kasetsart University. (in Thai)

Fongjun, K. (2015). Models and strategies of building materials retail business operations of retail
entrepreneurs Sub-district in Kamphaeng Saen District Nakhon Pathom Province. Nakhon
Pathom: Silpakorn University. (in Thai)

Fan, C. (1982). The item analysis table. Princeton: Educational Testing Services.

Frese, M. (2000). Success and failure of micro business owners in africa: A psychological approach.
United States of America: Greenwood Publishing Group.

Geraint, H., & Jennifer, R. (2014). Business to business digital content marketing: Marketers’” perceptions
of best practice. Journal of research in interactive marketing, 8(4), 269-293 doi: https://doi.
org/10.1108/JRIM-02-2014-0013

Hinkle, D. E., William, W., & Stephen, G. J. (1998). Applied statistics for the behavior sciences.
(4™ ed.). New York: Houghton Mifflin.

Jindasakchai, S. (2014). The decision to purchase construction materials of the company’s customers.
Samut Prakan: Pornchai Materials Co., Ltd. Dhonburi Rajabhat University. (in Thai)

Jinkan, C. (2015). Product factors in integrated form. understanding of consumer behavior and
Comprehensive marketing communication that affects purchasing decisions construction
materials in modern building materials retail stores (Modern Trade) of consumers in the area
Bangkok and its vicinity. Bangkok University. (in Thai)

Jennifer, R. (2008). Journal of marketing management, 24, 5-6. n.p.

Kotler, P. (2000). Marketing management: The millennium edition. United States: Prentice Hall.

Kotler, P., & Armstrong, G. (2012). Principles of marketing. (12" ed.). University of Minnesota Libraries
Publishing.

Kotler, P., & Keller, K. L. (2009). Marketing management. (13" ed.). United States: Prentice Hall.

Kanchanangkulphan, P. (2014). Factors affecting decision-making behavior in purchasing construction

materials in distribution channels. Lampang: Nation University. (in Thai)

EAU HERITAGE JOURNAL | Vol. 13 No. 3 September-December 2023
Social Science and Humanities



Limratchamon, S. (2019). Understanding consumer behavior in the era. “No Brand Loyalty” with 5 ways
when customers disloyalty. Retrieved from https://www.brandbuffet.in.th/2019/08/brand-
disloyalty-is-new-normal-in-brand/ (in Thai)

Maneerattanarungroj, C. (2014). Adjustment of family business in construction material retail in Nakhon
Ratchasima Province. Nakhon Ratchasima: Suranaree University of Technology. (in Thai)

Pattarabunjerd, S. (2011). Characteristics of a successful entrepreneur. Retrieved from http://www.
pattanakit.net/index.php?lay=show&ac=article&ld=538705672&Ntype=124. (in Thai)

Phasatan, N. (2013). Strategies for building SCG brand image through game creation program
communication arts marketing. Bangkok: Thammasat University. (in Thai)

Pruekjat, P. (2015). Image perception and marketing mix of product companies and construction
materials Co., Ltd. (CPAC). Bangkok: Thammasat University. (in Thai)

Silas, B. (2014). A review of changes in the UK construction industry: Their implications for the
marketing of construction services. Wolverhampton UK: University of Wolverhampton
Schiffman, L. G., & Kanuk, L. L. (2010). Consumer behavior. (10" ed.). Upper Saddle River, NJ: Pearson

Education.

Taylor, S. A., & Hunter, G. (2014). Journal of consumer satisfaction dissatisfaction & complaining
behavior, 27, 24-42

Uphaad, N. (2015). Marketing strategies to increase sales for kitcharoen concrete shop. Chum Phae
District. Khon Kaen Province Master of Business Administration, Khon Kaen University. (in Thai)

Waheed, A, Abdus, S. A, Imran, A., & Hasan, A. (2011). Factors affecting customer loyalty in Pakistan.
Journal of business management, 5(4), 1167-1174.

Warsaw. (2014). Content marketing handbook - simple ways to innovate your marketing. Retrieved
from www.cmex.eu

Wanichbuncha, K. (1999). Analysis of decision statistics. (4" ed.). Bangkok: Chulalongkorn Wittayalai
Printing House. (in Thai)

Wanichbuncha, K. (2008). Using SPSS for windows to analyze data. (Print No. 11). Bangkok: Book Center
of Chulalongkorn University. (in Thai)

Wongthongthong, N. (2014). Content marketing tells to click to turn brands to be famous. Bangkok:
Nation International Addutainment. (in Thai)

Wongmahaset, T. (2018). Content marketing exposure for online consumers in the region Bangkok
metropolitan administration. Journal of the association of private higher education institutions
of Thailand under the royal patronage of his majesty the King HRH Princess Maha Chakri
Sirindhorn Princess Maha Chakri Sirindhorn’s 7" year, special edition for the month of
January - June 2018 (in Thai)

Yongpraphat, P. (2015). Strategies to increase sales of construction materials of 3B material shop.

Khon Kaen: Khon Kaen University. (in Thai)

<

&
g % g

) ) 1MFETIMINTUIIN AL DaATULeLTY
. o oo o
U 13 aUun 3 Useanmou NUeIgU-5uNAN 2566

atudsnumansuwavuyveaans



