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Abstract

This study examines the determinants of outdoor flooring purchase decisions among two
key decision-making groups in Bangkok’s housing market: homeowners and building contractors.
The objectives are (1) to investigate how marketing-mix factors and consumer attitude influence
purchase decisions of homeowners, (2) to examine the same determinants for contractors, and
(3) to compare the decision structure between the two groups. The conceptual framework
integrates the Theory of Reasoned Action (TRA), the Theory of Planned Behavior (TPB), and the
Marketing Mix (4Ps), treating the 4Ps as external stimuli and attitude as a psychological mediator
leading to purchase behaviour.

A quantitative survey was conducted using a structured 5-point Likert questionnaire with
126 qualified respondents who had purchased or installed outdoor flooring within the previous 12
months (76 homeowners, 50 contractors). Instrument quality was verified through content validity
and Cronbach’s alpha values between 0.84 and 0.93. Data were analysed using descriptive
statistics, independent-samples t-tests, and multiple regression at the 0.05 significance level.

Results show that respondents rate all factors product, price, place, promotion, attitude,
and purchase decision—at high levels, with product and place scoring highest. Mean comparisons
reveal no significant differences between homeowners and contractors, indicating similar
perceived importance of the factors. However, regression analyses show different weighting
patterns. In the pooled model (R? = 0.584), product, place, and attitude significantly predict
purchase decision, while price and promotion do not exert direct effects and function more as
decision accelerators. In group-specific models, homeowners’ decisions are strongly influenced
by place and attitude (R? = 0.725), whereas contractors’ decisions are driven mainly by product
performance (R? = 0.540). The findings confirm TRA/TPB propositions and highlight the need for
role-specific marketing strategies in the outdoor flooring market.

Keywords: marketing factors, outdoor flooring materials, homeowners, contractors, purchase

decision
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