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ABSTRACT

The objectives of this independent study were 1) to study the factors affecting the decision to purchase
metal sheet roofing for housing in Chonburi province 2) To study the guidelines for creating an online
marketing strategy to expand the customer base of the metal roofing business of MBA Metal Co.,Ltd.

This independent study was qualitative research using the In-Depth Interview method. The
researcher collected data by using in-depth interviews from a group of 10 contractor technician customers.
Who used the industry of MBA Metal Co., Ltd. The results of the study revealed that the Integrated Marketing
Communication strategy (IMC) in public and relations, advertising, sales promotion, personal selling, and
direct marketing, influence the contractors’ decision to purchase a metal sheet roof. After analyzing each
aspect, the Integrated Marketing Communication that affected buying decisions at the high level were
marketing personal selling. Which provide good suggestions about the metal sheet roof structures. followed
by public relations, sales promotion, advertising, and direct marketing, respectively.

In addition, the researcher found that Integrated Marketing Communication (IMC) is a marketing
strategy for competitiveness advantages of construction business. which design the business strategy and

select the channel of marketing communications to reach the target audience effectively.

Keywords: Discission of contractor to purchase the Metal sheet roofing / marketing communications IMC
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