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ABSTRACT

This research aims to study the impact of the marketing mix and brand equity in business-to-
business (B2B) context. The qualitative research used an in-depth interview with open-ended
questionnaire with specific interviews, 10 samples of companies, distributors and entrepreneurs
experienced in the supply and used aluminium window and door brand ‘A’ .The research has done
during the period between November 2021 and March 2022.

The study found that marketing mix factors including product, price, personnel, place,
promotion and process factors of brand ‘A’ influenced B2B'’s purchasing decision, and found that brand
equity factors including brand awareness, brand association, brand quality and brand royalty factor also
affected B2B’s purchasing decisions.

It was also found that the B2B buyer have to respond to the end-user's needs in each
purchasing process, so the marketing communication is very important for brand to make users who are

project owners and architects aware of the brand value.

Keywords: Brand equity, Marketing mix, B2B purchase decision
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