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The mix of service marketing that affects the loyalty of the customers who use

the services of the construction material business
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Abstract

This research aims to study the mix of service marketing that affects the loyalty of the
customers who use the services of the construction material business. There were 400
respondents using questionnaires and a program to assist in the research process. From the
research, it was found that 400 respondents classified by personal factors were mostly female, 211
people, representing 52.8%, aged 21-30, number 159, representing 39.8%, having a career in
private companies, 184 people thought. is 46 percent, average monthly income 10,000 — 30,000
baht, amount 196 or 49.5% .Type of products purchased are bedding, consumer goods, gift-shops,
home appliances, stationery, 139 people, or 34.8%. In the purchase to build a building, 140 people
accounted for 35 percent, the amount used per time was less than 3,000 baht, the number of 119
people accounted for 29.8%. The results of the research found that consumers with different
personal factors. Different people have different loyalty to building materials business. When
considering each aspect, it was found that The affected areas were age and occupation. And in
terms of service marketing mix, it affects the loyalty of those who use the services of a business.
When considering each aspect, it was found that .The affected side is the product side. distribution
channel Promotion, personnel

Therefore, conducting this research has made it possible to know the mix of service
marketing that affects the loyalty of those who come to use the services of the construction
material business. Use the research results to modify, improve or apply for maximum efficiency.

Keywords: marketing mix, loyalty
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