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ABSTRACT

The main objective of the study is to analyze the relationship between marketing mix 4Ps (product, price, place, promotion) and customer purchase intention of Seinyadanar Automatic Concrete Brick in Myanmar. Marketing mix 4Ps such as product, price, place and promotions are independent variables while customer purchase intention is the dependent variable in this study. Both primary should offer free calculation of for the required number of bricks according to the projects of customers during promotion events and secondary data are used in this study. Primary data are collected from 200 customers of Seinyadanar Automatic Concrete Brick factory by simple random sampling method. Structured questionnaire with 5-point Likert scale is used to collect primary data. Online survey method is applied to collect the data. Reliability test, descriptive statistics and regression analysis methods are used to analyze the data. Findings indicate that all marketing mix 4Ps have significant and positive effect on customer purchase intention. Among them, promotions of the factory is the most effective factor on customer purchase intention. To improve customer purchase intention, Seinyadanar Automatic Concrete Brick factory. Furthermore, the factory should offer flexible payment schedules based on the request of the customers. It should emphasize production processes to achieve the desired hardness and durability. Finally, the factory should partner with truck owners to deliver the products across the country. 

Keywords: Marketing Mix, Customer Purchase Intention, Seinyadanar Automatic Concrete Brick Factory
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CHAPTER I
INTRODUCTION

 	The 21st century has brought about significant changes in the marketing tactics that institutions and organizations use to help them remain sustainable and highly successful in the competitive market. Customers today can choose from a large variety of goods and services. They base their choices on the value, quality, and perception of the goods and services.
	A crucial data source for marketing managers to forecast future sales and evaluate the effects of their strategies on consumer purchasing behavior is the stated purchase intentions of customers. Purchase intention is the willingness of a buyer to purchase a particular good or service (Jamieson & Bass, 1989). One important marketing metric is purchase intention. When creating marketing campaigns or innovations, purchase intention is a useful metric. An organized guidance on how to approach a marketing campaign can be created by analyzing the purchase intents of a customer base.
	As a result of growing global competition, businesses must constantly adjust to shifting circumstances. To address this, businesses need to expand their involvement in the marketing process in order to boost sales. Businesses may influence consumer behavior by changing goods, pricing, place, and promotion. (Farid et al, 2023). Marketers worldwide have used the classification of marketing mix variables, which comprises product, price, place, and promotion (McCarthy, 1964). According to Leadley and Forsyth (2004), the marketing mix consists of all the elements that are used to reach the target market.
	As investors seek to profit from economic liberalization, Myanmar's construction sector is expected to emerge as a key engine of economic growth. Over the years, Myanmar's building industry's biggest market has been residential construction. In recent years, one of the industries with the quickest growth has been Myanmar's construction materials market. The country's growing infrastructure and building projects are driving the market's expansion. Since infrastructure construction has started in earnest with the rapid economic development, Myanmar needs a lot of secondary concrete products (bricks and blocks) because of the significant rise in construction and public engineering projects. Brick makers are in fierce competition with one another as the industry expands. Brick makers must so concentrate their marketing efforts to draw in and encourage consumer purchasing intentions that may result in actual purchases. 
	The research study on the effect of the marketing mix on consumers' intentions to purchase concrete from Seinyadanar Automatic Concrete Brick Factory is described in this proposal. Small and medium-sized businesses commonly use the marketing mix, a crucial component of marketing strategy, to effectively engage their target market segments and thereby influence buy intentions. This study will make use of both qualitative and quantitative research approaches. 

1.1	Background of the Study 
	The willingness of people to buy a product or service is called purchase intention. Numerous internal and external factors influence it (Keller, 2001). Purchase intention gauges how consumers feel about investing in a specific good or service. The intention of consumers to make a purchase is crucial to marketing. It works well for creating marketing and promotion campaigns. Purchase intention-based marketing initiatives aid in boosting a company's sales volume. One of the most crucial elements that guarantees the longevity of any firm is purchase intention.
	Marketing managers use purchase intention to predict sales. Purchase intention is a key factor in deciding how a marketing manager will behave to affect consumers' purchasing decisions. In the age of competition, manufacturers concentrate on consumers' intentions to buy in order to improve their brand and foster more market goodwill. Brand-loyal consumers ensure the company's expansion and continued existence (Younus et al., 2015). Because consumers can go to another brand, it is crucial for businesses to retain their current clientele. When making a purchase, customers have their own opinions and past experiences. Purchase intention has a greater impact on a company's sales and growth than anything else. As a result, it is critical that the business investigate the elements influencing consumers' intentions to buy.
The Seinyadanar Automatic Concrete Brick Factory became Myanmar's most prominent manufacturer of quality concrete bricks when it opened its doors for business on October 31, 2016.  It is capable of producing concrete bricks, which are blocks of a regular size and shape that are cube-shaped. These bricks are employed in constructions of varying sizes in a manner that is comparable to that of conventional clay bricks.  Bricks and blocks that are equalized and advanced are being produced in large quantities by Seinyadanar, which has manufacturing plant facilities that incorporate technology from Germany and Korea.  The manufacturing facility makes use of this technology in order to expedite the delivery of construction materials to the market in Myanmar.  Seinyadanar aims to develop itself as a significant firm that supervises the housing market, safety, and aesthetics of cities in Myanmar. This will be accomplished by taking the lead in offering a variety of concrete goods.
The manufacturing facility keeps a close eye on its marketing mix strategies in order to gain a competitive advantage.  Therefore, it focuses on creating high-quality items at reasonable costs, in handy places, and with promotions that are both eye-catching and appealing to consumers in order to improve customer awareness and intent to purchase.  Customers' perspectives on the marketing efforts of the firm present a big challenge for marketers, particularly when it comes to employing the appropriate marketing strategies in order to meet and exceed the expectations of customers. 
Through the use of this approach, managers may have a better understanding of the principles of the appropriate product, the right pricing, and the right place.  Moreover, in order to elicit the responses that are wanted from their target audiences, marketers employ a variety of different tactical approaches.  The state of having the potential, will, intention, or willingness to purchase a product or service in the future is referred to as purchase intention because it is a state that people are in.  It is possible that the likelihood of actually making a purchase will increase as a consequence of this rise in the desire to buy.  Schiffman and Kanuk's (2007) research. 
McCarthy presented the four elements that make up the marketing mix to the marketing education community in the year 1960. These elements are product, price, promotion, and place.  McCarthy asserts that these four aspects are essentially accessible to marketers and can be utilized by them in the process of developing a marketing strategy and a marketing plan.  Even in modern times, companies and marketers continue to make use of the four Ps of marketing in order to promote their products effectively. 

1.2 	Problem Statement of the Study 
	By implementing an open-door policy, Myanmar's external trade volume significantly rose. Because of this, international brands can easily and affordably enter the Myanmar market through franchising, licensing, or distribution. Amid the expansion in the concrete brick industry, brick kiln owners have voiced their displeasure over declining pricing brought on by an increase in imports from nearby nations. 
	The ability of a corporation to comprehend and influence the purchase intention of its customers is the foundation of its success. Because businesses aim to increase sales of a certain product in order to maximize their profit, it is extremely important. In order to calculate sales of current or new goods and services, marketing managers are interested in the purchase intentions of consumers. Information regarding buy intentions may aid managers in making marketing decisions relating to market segmentation, product demand, and promotional techniques. Marketers are more successful in influencing customers' purchasing decisions when they have a deeper grasp of consumer behavior (Kurti Shah 2009). In order to comprehend how customers react to a company's marketing plan, which has a significant impact on the company's success, businesses must examine purchase intentions. In order to better anticipate how customers will respond to marketing initiatives, a company should develop marketing mix plans that satisfy their needs.
	Many concrete brick companies originate from nearby nations including China, Taiwan, Korea, and Thailand. Numerous local concrete brands are also available. The contemporary brick market is therefore quite competitive. The construction industry is still expanding, which is driving up demand for bricks. According to Kumar (2004), consumers' attitudes on the purchase of products vary due to the constant changes in living standards, fashion, trends, and technology. With regard to product, price, location, and promotion, local brick manufacturers must so concentrate their marketing efforts. Seinyadanar, a concrete maker, is up against more fierce competition in the market. Seinyadanar must comprehend how each component of the marketing mix affects consumers' intentions to buy in the cutthroat cosmetics industry and develop efficient management strategies by combining these components. The purpose of the research project is to determine the extent to which the marketing mix influences consumers' intentions to buy concrete bricks from Myanmar's Seinyadanar Automatic Concrete Brick Factory. 
	Investigating a clear analysis of customers' buying intentions in relation to the marketing mix (4Ps) is the goal of the proposed study. It is also expected that the study's conclusions will provide insightful information for Myanmar's concrete brick industry. The results will create fresh opportunities to improve the marketing mix and boost customer intention to buy.

1.3 	Objectives of the Study  
	The main objective of this study is focus on; 
a. To identify the marketing mix of Seinyadanar Automatic Concrete Brick in Myanmar
b. To investigate the impact of marketing mix on customer purchase intention of Seinyadanar Automatic Concrete Brick in Myanmar
c. To analyze the  impact of marketing mix on customer purchase intention of Seinyadanar Automatic Concrete Brick in Myanmar

1.4 	Research Questions of the Study 
	The research questions of this study are as follow: 
a. What is the marketing mix of Seinyadanar Automatic Concrete Brick in Myanmar?
b. How does the effect of marketing mix on customer purchase intention of Seinyadanar Automatic Concrete Brick in Myanmar?
c. Which factors are effects of marketing mix on customer purchase intention of Seinyadanar Automatic Concrete Brick in Myanmar? 

1.5 Scope of the Study 
It would have been appropriate to examine the entire concrete brick business in Myanmar, but due to time and financial constraints, the researcher chose to concentrate on the impact of the marketing mix on customers' buy intentions of bricks from Seinyadanar Automatic Concrete Brick. The data will be collected from customers who visit Yangon's Seinyadanar Automatic Concrete Brick Factory.
Customers' purchase intents for Seinyadanar Automatic Concrete Brick will be better understood thanks to the current study. Only Yangon city clients are included in the survey. The study will only focus on 200 clients, therefore the sample size is modest. The research study's conclusions would only cover specific aspects of Seinyadanar Automatic Concrete Brick Factory in Yangon's marketing mix. As a result, the conclusions and findings can differ for other brick factories in Myanmar.  

1.6	Organization of the Study
	This research comprises five distinct chapters. Chapter 1 encompasses the study's motivation, objectives, scope, methodology, and organizational structure. Chapter 2 addresses the theoretical foundation, prior research, and the conceptual framework of the study. Chapter 3 presents the marketing mix and profile of Seinyadanar Automatic Concrete Brick Factory. Chapter 4 analyzes the marketing mix and customer satisfaction of Seinyadanar Automatic Concrete Brick Factory. Finally, Chapter 5 concludes with findings, observations, recommendations, and suggestions for further research.











CHAPTER II
LITERATURE REVIEW

This chapter introduces with importance of marketing, and theories regarding marketing mix 4ps and customer satisfaction. It concludes with preceding investigations and the study's conceptual foundation. 

2.1	Importance of Marketing
	A marketing strategy serves as a compass in the commercial world. An firm can effectively communicate its goods and services to the target market by following this well-organized method. Essentially, think of it as a road map for a prosperous adventure. According to Sychrova (2008), marketing is a technique for acquiring market data in which businesses attempt to distribute and advertise goods, spot trends, and forecast or affect the actions of rivals and customers. Successful concept commercialization requires marketing expertise, which businesses cannot afford to overlook in the current fragile and globalizing market (Jaakkola, 2006).Creating value for the company's owners as well as its customers is the goal of marketing (Mortanges & Riel, 2003).
	The marketing department helps companies interact with their target audiences. Nonetheless, the scope of marketing activities is quite broad, and the significance of various marketing activity types is mainly influenced by a company's strategies and characteristics. Conversely, their importance and role are partly influenced by management’s perspectives on marketing (Chimhanzi, 2014).
A marketing strategy offers a definitive structure for interacting with customers. It guarantees that every marketing initiative communicates a unified message and brand identity. This reliability fosters trust and familiarity among customers, which is crucial for enduring brand loyalty. Consumers tend to prefer a brand they know and have confidence in (Solcansky & Simberova, 2010). Marketing plays a crucial role in conducting business. Most companies cannot thrive without marketing initiatives. Creating, communicating, providing, and trading offerings that benefit consumers, clients, partners, and society as a whole is marketing (Babu & Ramamoorthy, 2020).
2.2	Marketing Mix 
	Kotler and Armstrong (2004) described Marketing strategy as the marketing rationale through which the firm aims to deliver customer value and establish lucrative customer relationships. From the definition provided, it is clear that a marketing strategy emphasizes long-term company objectives and fosters enduring relationships with customers, serving as a way to achieve the company's articulated goals. Marketing strategy includes two essential inquiries: which customers will we cater to (segmentation and targeting)? How will we generate value for them (by differentiating and positioning ourselves)? The company then creates a marketing strategy based on the four Ps that provides the desired value to the targeted consumers. 
In any business, recognizing the user of products and services while simultaneously creating value with the customer is essential for the company's success. The marketing strategy determines target market segmentation, positioning, marketing mix, and budget allocation.  Marketing strategy comprises selecting and analyzing target market(s) and creating and maintaining a marketing mix that fits corporate and market needs. The marketing mix is the combination of factors a company uses to satisfy a certain consumer group (Dunn & Barban, 1982).  The marketing mix is a company's marketing tools for targeting the target market (Kotler, 2000).  A firm uses the marketing mix, a set of controlled instruments, to encourage its target audience to act.  The 1953 American Marketing Association presidential address introduced "marketing mix".  The Four P's—product, pricing, distribution, and promotion—make up the 'Marketing Mix'.  These are the primary components of a marketing strategy, helping implement marketing planning.  McCarthy (1960) proposed the four P's initially.
	Marketers devise marketing strategies aimed at enhancing the chances or frequency of consumer actions, like visiting specific shops or buying certain items. This is achieved by creating and showcasing marketing mixes aimed at specific target markets (Peter & Olson, 1990). McCarthy (1996) stated that the marketing mix comprises external elements that affect buyers' attitudes and purchasing decisions, and it can serve as a marketing tool to help implement the marketing strategy. The marketing mix consists of four Ps: product, price, place, and promotion.
	Referring to it as a blend helps marketers to balance the components.  Marketing managers may handle the four Ps under internal and external marketing environment restrictions.  To generate perceived value and evoke a positive response, focus on the four Ps for target market consumers.
The Marketing Mix is the variety of marketing tools a firm uses to reach its market goals (Kotler et al., 1999).  Marketing mix is the combination of controllable marketing factors a manager uses to implement a marketing plan to meet the firm's goals in a certain target market (Boyd et al., 2002).  The marketing mix includes the company's tools for targeting the market. 
 These tools fall within the four Ps of marketing: product, pricing, location, and promotion (Kotler, 2003).  A corporation uses product, pricing, place, and promotion to generate the desired response from its target audience (Kotler & Armstrong, 2004).  Marketers may adjust and improve the marketing mix elements in Figure 2.1.
Figure (2.1) The Four P Components of the Marketing Mix
[image: ]
Source: Kotler (2003)
The marketing mix includes a complete array of strategic marketing instruments used by companies to achieve the intended reaction from their targeted audience. It includes all the activities a business engages in to attract customers and provide value (Kotler et al., 2023). The marketing mix acts as a strategic tool that enables marketers to determine a product’s possible offerings and develop an effective product launch plan (Marc Lim, 2023). Decisions regarding the marketing mix have a considerable impact on trade channels and consumer behavior, allowing companies to make quick changes to prices, sales team size, and marketing budgets, whereas long-term changes involve altering product development and distribution channels (Kotler, 2000). The marketing mix includes the adjustable elements that marketers use to affect purchasing behavior, consisting of price, product, place, and promotion (Farid et al., 2023). Attaining the best blend of product selections, marketing tactics, pricing, and distribution methods is essential for successfully converting detailed analysis into practical marketing initiatives (Proctor, 2014).
2.2.1	Product 
	The marketing mix starts with the company's product.  Products have concrete and intangible qualities including packaging, color, price, quality, brand, and seller reputation (Goi, 2009).  Since marketing's main goal is to meet consumer requirements, customers are buying more than simply physical attributes.  They buy product benefits to satisfy desire.
Products are tangible items and services.  Variety, quality, design, features, brand names, marketing, packaging, sizes, services, warranties, and returns are product components.  Quality products sell themselves by benefiting customers.  Anything that meets a market need is a product.  Advertised items include commodities, services, experiences, events, people, places, assets, organizations, and ideas (Kotler, 2000).
Products act as the main way to satisfy consumer desires and requirements (Kotler, 2000). The word "product" includes all the offerings that a company provides to its intended market, such as tangible items, digital products, services, solutions, and experiences (Kotler et al., 2023). Starting product development with a definite comprehension of product tiers, presenting the idea of the Product Life Cycle, making knowledgeable new product choices, and understanding the complexities of product mix management are crucial factors (Andaleeb & Hasan, 2016). Organizations determine product-related choices by thoroughly evaluating factors such as quality, functionality, customization alternatives, aesthetics, brand identity, packaging design, product size, related services, warranty conditions, and return policies (Proctor, 2014).
Churchill and Peter (1998) indicated that a product comprises certain elements of an organization's product strategy that can influence consumer purchasing behavior. Items that are promoted encompass tangible items, services, individuals, locations, institutions, and concepts. Kotler and Armstrong (1996) defined a product as anything that may be advertised, purchased, used, or consumed to meet a need.  Item includes more than tangible goods.  Products are anything that may be sold, used, or consumed to meet a need or demand (Kotler et al., 1996).
Product quality is a product's comprehensive collection of attributes that fulfill consumer expectations (Ivy, 2008).  Quality level is a product's intrinsic quality, whereas quality consistency is its constancy across time. It can likewise be contrasted with rival products. The features that consumers consider significant in purchasing and using the product are referred to as "product benefits." Hawkins et al. (1998) noted that the product is the component of the marketing mix that signifies the fundamental offering provided to consumers. Additionally, the criteria of consumers are typically based on the features and advantages that buyers look for in the products they purchase (Willaims & Slama, 1995).
2.2.2	Price
As stated previously, price is the second element of the marketing mix and is likely the most crucial decision in marketing regarding pricing. This is partly due to the fact that price can influence sales volumes. As stated by Kotler and Armstrong (1996), if the price is excessive and the competition in the market is strong, sales could similarly decline. In fact, numerous economists view price as the primary factor influencing sales volume. Conversely, numerous advanced marketers have discovered methods to lessen the effect of pricing. 
Pricing has historically been viewed as a standard factor in marketing strategy. Setting effective prices is challenging, even in the most advantageous circumstances. Numerous internal and external factors need to be examined systematically before a price can be determined. The responses of a competitor frequently emerge as a crucial factor in formulating pricing strategy. Thus, to set a product pricing, you must measure production costs against rivals and client feedback.  Pricing needs innovation, time, research, quality recordkeeping, and flexibility (Goi, 2009).
 According to Kotler and Armstrong (1987), pricing is the cost of a product or service.  More generally, pricing is the sum of all the values people sacrifice for the benefits of having or using the product or service. Traditionally, price has been the primary influence on buyer decisions. This remains valid in less affluent countries, within low-income communities, and regarding basic goods. Nonetheless, non-price elements have gained greater significance in consumer decision-making in recent years.
Consumers will determine a product's worth based on the prices set by rival brands for comparable items. Competition-oriented pricing has two primary types: In going-rate pricing, the company establishes prices according to what its competitors are charging. Sealed-bid pricing compels the firm to determine prices according to their expectations of the competition's charges. Consequently, a business needs to understand the pricing and quality of its competitors' proposals and utilize them as a baseline for its own pricing strategy. There are three strategies for pricing: competitive pricing, cost-plus-profit pricing, and value-based pricing.
Marketers can initiate price competition by frequently providing products at the lowest possible price, paired with minimal services; companies may either include the necessary profit in the pricing strategy known as cost-oriented or enhance the product's worth through value pricing. Pricing strategies and decisions can set suitable prices and track the competitive market landscape. Nonetheless, companies typically do not establish a uniform price; instead, they adopt pricing adaptation strategies.
As stated by Kotler and Armstrong (1996), marketers must understand price elasticity, which measures how demand responds to price changes. Consumers are less sensitive to prices when the item they are purchasing is one-of-a-kind or possesses high quality, status, or exclusivity. They are also less sensitive to prices when alternatives are difficult to locate or when comparing the quality of substitutes is not easy. Ultimately, consumers are not as sensitive to prices when the overall spending on a product is minor compared to their income or when the expense is divided with someone else.
Price signifies the financial value that consumers trade for a product or service, subject to modifications based on current competitive and economic circumstances. It may also be organized through deferred payments or installments (Kotler et al., 2023). Price has a considerable impact on customers' intention to buy, and even prices that are low might not discourage customers who view the product or service as providing exceptional quality, status, or value (Farid et al., 2023). To confirm customer readiness to buy, marketing strategies must thoughtfully evaluate pricing elements like the competitive environment, manufacturing expenses, profit margins, pricing approaches, and location factors (Amelia et al., 2015). Pricing is a vital component of the marketing mix, requiring a systematic strategy that combines data-driven analysis, strategic choices, and intuitive insights to realize successful results (Andaleeb & Hasan, 2016).
2.2.3	Place
	It is the third marketing mix element.  It consists of networked enterprises that supply goods and services to consumers (Ivy, 2008).  Marketers should choose distributors that best interact with clients and other intermediaries to improve distribution, according to Kotler (2000).  The purpose of distribution channels is to efficiently deliver items to the most people while minimizing distribution and selling expenses. The distribution field comprises two separate branches: the channel of distribution and physical distribution, which are elaborated upon below.
Place involves all the choices related to delivering the "correct" product to the intended market's location (Perreault & McCarthy, 1999). Location is where producers can anticipate locating their customers and, as a result, where the transaction takes place. Place encompasses company actions that ensure products reach target consumers and services are provided (Kotler, 1997). A distribution channel (or place) is described by Kotler and Armstrong (1994) as the collection of businesses and people that take ownership or help in transferring ownership of the specific product or service as it travels from the producer to the end consumer.
The different efforts the company engages in to ensure the product is reachable and available to its intended consumers (Kotler, 2000). Next, the product needs to be accessible at the appropriate location, at the correct time, and in the right amounts. Location transcends simple convenience. As a result, at times the location is integral to the product, implying that there are advantages linked to the place utility of distribution.
Elements within the place component include channels, coverage, assortment, location, inventory, transportation, and logistics. Thus, placement decisions refer to those linked with distribution channels that act as the methods for delivering the product to the intended customer. Distribution system functions include transactional, logistical, and enabling responsibilities, market coverage (inclusive, selective, or exclusive), inventory management, warehousing, order processing, and. Location is a key element in the marketing mix, and it can denote the distribution strategy a company employs to compete against other rivals (Peter & Olson, 1990).
Place involves the company's efforts to make products available to customers, increasingly using digital channels like the internet and mobile devices to supplement or substitute traditional physical locations (Kotler et al., 2023). Distribution channels denote the intermediaries that aid in the transfer of goods and services from producers to consumers, such as retailers, wholesalers, and online platforms (Shokrani et al., 2019). Place also includes the strategic planning and implementation of product launch and distribution processes, from production to consumption. It comprises two essential elements: (1) distribution channels, which indicate the route that products and services take from the seller to the consumer; and (2) market logistics, which pertains to the oversight of the physical transportation and storage of goods and materials (Wongleedee, 2015).
2.2.4	Promotion  
	Marketing managers use the five sorts of promotional mix—advertising, personal selling, sales promotion, publicity, and public relations—to influence present and potential consumers' impressions of the company's goods and brands.  Besides attracting new consumers, these elements can assist retain existing ones and make them happy with their purchase (Palmer, 2000).  After the product is designed and priced, potential clients must be informed.  Marketers use promotion to inform, convince, and remind customers about a product (Stanton et al., 1994).  Promotion includes sellers providing information with potential purchasers or distribution channel participants to influence attitudes and actions (Perreault & McCarthy, 1999).  Consumers are informed about the company's products and encouraged to try them.
Promotion involves marketing educating consumers and encouraging purchases (Nickels, 1999).  Within the marketing mix, promotion included marketing communication, primarily product information to improve consumer perception and reaction. Promotions raise product awareness and educate buyers.  Advertising, promotional sales, personal selling, publicity, direct mail, and PR are included (Miller, 2001).  Sales promotions, advertising, sales teams, PR, and direct marketing are promotional tactics.  Promotion also conveys product quality and encourages purchasing.  Advertising, sales promotion, public relations, and personal selling comprise the marketing communication mix, often known as the promotional mix.  Product characteristics, consequences, pricing, and locations are advertised in marketing campaigns.  This data reduces search costs, saving customers time and money (Kotler, 1997).
Promotional activities are efforts that clarify the advantages of a product and encourage potential customers to buy it (Kotler et al., 2023). Promotions can inform customers about their choices or clarify product advantages in relation to measurable factors like operating costs, warranty duration, or time saved. A marketing objective is to guarantee that sales and advertising agents do not make promises that exceed what the organization can actually deliver (Perreault & McCarthy, 2002). Promotion encompasses a range of communication strategies between sellers and buyers aimed at developing favorable attitudes and purchasing behavior, aiding marketing objectives through advertising, personal selling, sales promotions, publicity, public relations, and direct marketing, which consists of online marketing (Wongleedee, 2015).
2.3	Purchase Intention
	According to Saleem et al. (2015), the term "purchase intention" refers to the likelihood that a consumer would become a purchaser of a product or service. Another term for "readiness to buy" is "purchase intention."  According to Yeung and Yee (2010), it is also referred to as a purposeful strategy that is developed by an individual in order to make an effort to purchase a brand.  In the field of behavioral research, the concept of purchase intention is frequently utilized and has its origins in the field of psychology.  The term "purchase intention" refers to a behavioral tendency that indicates that a customer is likely to acquire the product. This behavior serves as a crucial predictor for the ultimate choice that the consumer will make about their purchase.
According to Dodds et al. (1991), the term "purchase intention" describes the possibility that a consumer would indicate a desire to purchase the product.  According to Rahman et al. (2012), the term "purchase intention" relates to the buyer's readiness to buy, future plans to buy, and the prospect of purchasing again in the future.  It is possible for consumers to develop their intention to acquire a thing if they have a larger demand for the product and a greater drive to buy it.  According to Zwass (1998), the term "purchase intention" refers to the willingness of customers to engage in the exchange relationship on shopping websites. This includes the sharing of information, the maintenance of business ties, and the performance of business transactions.
One of the most important metrics for forecasting customer behavior is the consumer's personal preference toward a certain product, which is referred to as the consumer's purchase intention.  In accordance with the observations made by Warshaw (1980), the indication of the forthcoming purchasing decision is the purchase intention.  According to Miller and Gienter (1979), the word "purchase intention" describes a consumer's desire for a product in the short term, the potential of their likely need to buy, or their readiness to commit to getting a certain item.  A customer's purchase intention is a representation of their propensity to desire to make a purchase; if this propensity is present, the consumer will make a decision to make a purchase.  Individuals are said to have buy intention if they have the chance, want, objective, or are inclined to acquire a product or service in the future. There are a number of factors that contribute to this.  Because of this increase in the desire to buy, there is a larger likelihood of actually making a purchase.  (1991, Dodds and colleagues).
An individual's desire to acquire a certain brand is referred to as purchase intention. Purchase intention may also refer to the decision-making process that occurs when a customer develops a pull to connect with a brand.  (Wells and colleagues, 2011).  There is also the possibility for researchers to investigate customer behavior by utilizing purchase intention.  Consumers that have a favorable intention to buy are loyal to a brand, which indicates that the brand is enticing and advantageous to the consumer.  In accordance with Schiffman and Kanuk (2007), this encourages customers to make an acquisition.
Marketing managers make strategic decisions on new and current goods, as well as marketing activities, based on the data they collect indicating consumers' intentions to make product purchases.  According to Morwitz et al. (2007), it is helpful in idea assessments to determine whether or not a concept qualifies for further development, as well as in product evaluations to determine how successful the introduction of new products will be.  Purchase intention is a term that describes a customer's proclivity toward a certain product or service, which is often evaluated based on the frequency with which it is consumed.  According to Kung et al. (2021), a client's strong purchase intention indicates that there is a larger likelihood that the consumer will acquire a specific item.  There is a strong correlation between buying intention and purchase behavior, as stated by the theory of planned behavior (Jaharuddin & Wahab, 2014).
 	The purchase intention of consumers is a reflection of how the general public is drawn to acquire branded quality items. It also emphasizes crucial aspects that are essential for understanding the purchasing intents of customers.  The purpose of this study is to aid in determining which of these variables have a substantial effect on the purchase intentions of customers.  In this fantastic world, where entering the market in the presence of rivals is fairly difficult and demanding, it is of the utmost importance to determine the specific characteristics that customers are looking for.  This will be of great assistance to marketers in focusing their attention on the aspects of the goods that are significant and have a positive link with the consumers' intents to make a purchase.  An strategy that is centered on the client is applied in order to obtain a clear understanding of the preferences and desires of users by gaining an understanding of their perceptions.
2.4	Review of Empirical Studies
	Thu (2019) examined how marketing mix components affect buying intentions.  The marketing mix includes product, price, place, and promotion.  A structured questionnaire was given to 160 Yangon shoppers from eight supermarkets and shopping malls.  Thu (2019) validated findings using descriptive and quantitative methods.  Description statistics were used to describe participants' demographics and consumption data, while multiple regression analysis examined the marketing mix's effects.  Primary and secondary data were used.  Structured questionnaire interviews collected primary data.  Textbooks, journals, articles, websites, and theses provided secondary data.  This study found that product and promotion significantly affect consumer purchase intention using multiple regression.  Promotion strongly influences consumers' cosmetic product purchases, according to research.
According to Sari and Belgiawan (2024), the factors that influence an individual's decision to purchase household appliances have been discovered.  It was determined that the four aspects of marketing that were investigated were the product, the pricing, the location, and the promotion.  In this study, there were a total of 234 persons who participated. These individuals met the requirements of being of working age, residing in West Java, and having a consistent income.  For the purpose of analyzing the data, SEM-PLS was utilized, and the results revealed that just three elements from the marketing mix had an impact on the customers' intention to make a purchase in the home appliances industry.  Place does not have any influence on a person's desire to make a purchase; the elements that influence it are the product, the price, and the promotion.  The firm may choose to concentrate on these three aspects when developing plans to improve the level of competitiveness in the market.
Huang (2003) identified key components of the marketing mix that have an impact on the purchasing intentions of Chinese consumers in metropolitan Beijing for Haier electric water heaters. Additionally, Huang (2003) investigated the links that exist between each component of the marketing mix and the intention to buy Haier electric water heaters purchased by Chinese customers.  As this group is more likely to become genuine purchasers of electric water heaters in the near future, the demographic that was targeted consisted of Chinese customers who were above the age of 22 and who resided in the metropolitan region of Beijing. Additionally, they had the intention of purchasing a new electric water heater within the following two years (2003-2004).  According to the findings, there is a substantial connection between the intention to acquire a Haier electric water heater and eight different factors: product quality, brand name, after-sale service, quality guarantees, pricing, advertising, sales promotion, and store location.  There is a considerable association between the price element and the intention to purchase, even if there are eight different criteria to consider.  To add insult to injury, the only component that has a negative association with purchase intention is price, whereas the other seven elements have a positive association with it.
2.5	Conceptual Framework of the Study  
	A conceptual framework is crucial to an empirical investigation.  The conceptual framework functions as a guiding and stabilizing force for research.  The study's conceptual framework was established based on literature surveys and theoretical foundations.  The study's conceptual framework is illustrated in Figure 2.2.
Figure (2.2) Conceptual Framework of the Study
[image: ]
Source: Researcher (2024) 

	As illustrated in Figure (2.2), the marketing mix's 4Ps are independent variables, whereas customer purchase intention is the dependent variable. This research determines the impact of various marketing mix elements on consumers' intention to purchase concrete bricks from Seinyadanar Automatic Concrete Brick Factory.













CHAPTER III
RESEARCH METHODOLOGY 

The approach used for the study is presented in this chapter. It describes the methodology and framework of the investigation. First, the research methodology is presented. It then describes the data collection process. A data analysis technique is then shown. Finally, it presents the sampling strategy for gathering primary data.

3.1	Research Methods
Quantitative and qualitative approaches in data analysis are two methods that may be utilized while doing research for a study or research project.  Surveys and experimental designs are the primary concentrations of the quantitative approach.  According to Nenty (2009), quantitative research is unique from qualitative research in that it employs methods such as surveys, systematic observations, or experiments.  In order to accomplish the task of conducting a statistical analysis of numerical trends, attitudes, or views, it is necessary to examine the data using both the population as a whole and a sample of the population.  
It is possible to use quantitative methodologies in order to draw generalizations about the population based on the replies of the participants (Saunders et al., 2016).  On the other hand, qualitative research takes into account the subjective interpretations of the researcher and makes use of these interpretations as the primary method for data collection. This can be accomplished by the examination of documents, the observation of behaviors, or interviews with participants (Creswell, 2009).  As a result, this study makes use of quantitative methodologies in order to ascertain which aspects of the marketing mix have an impact on the customers' desire to acquire concrete bricks from Seinyadanar Automatic Concrete Brick Factory.
This study investigates the aspects of the 4P marketing mix (price, product, location, and promotion) through the use of fixed-response questions in the survey. Additionally, we will inquire about the purchasing intentions of potential interviewees.  When developing the survey instrument, significant consideration was given to ensuring that it adhered to established marketing theories and relevant empirical studies on subjects that are comparable.  Participants that are interested in being interviewed will be asked closed-ended questions that will investigate the four components of the marketing mix (pricing, product, place, and promotion), as well as customer attitudes and intentions to make purchases.  Respondents are able to make rapid selections with the assistance of closed-form surveys, which allow them to pick from a variety of alternative possibilities.  
Variations in the manner in which questions are presented and responses are provided help to lessen the likelihood of making a mistake.  Known marketing theories and relevant empirical research on issues that are comparable were taken into consideration during the development of the survey instrument, which was meticulously created.  As part of this investigation, a Likert scale with five points was utilized to evaluate the variables. On this scale, a score of one indicated significant disagreement, while a score of five indicated strong agreement.  For the purpose of evaluating the study constructs, items that were changed from tools and definitions found in prior literature were utilized.  A total of five items were used to conduct an analysis of the marketing mix components as well as the intention to purchase intention.

3.2	Research Design
	This descriptive study examined how the marketing mix (4Ps) affects consumer purchase intentions for Seinyadanar Automatic Concrete Brick Factory concrete bricks.  Descriptive research uses coordinated methods to provide statistical insights about a population (Coghlan & Miller, 2014).  Thus, it is conclusive study.  When studying qualities, frequencies, trends, classifications, and individual behaviors, descriptive research is appropriate (Saunders et al., 2007).  Descriptive research seeks to accurately and methodically depict a population, circumstance, or event.  It can explain what, where, when, and how but not why.  This research uses descriptive methodology to accurately describe a phenomenon or group.
 	The researchers choose a survey methodology because it best answers the study's questions and aims.  Survey research examines a group of people or products by collecting and evaluating data from a representative sample.  In other words, a subset of the population is studied and its findings applied to the total (Nworgu 1991).  According to McBurney (1994), surveys use questionnaires and sampling to assess public opinion or personal attributes.
Sampling in research entails selecting a smaller group from a larger population to collect data and draw conclusions regarding the population (Kish, & Leslie, 1965). It is a statistical method that allows researchers to analyze a sample group of units or cases from a specific population. The goal of sampling is to ensure that the selected sample accurately represents the characteristics of the entire population, enabling any results obtained from the sample to be applied to the whole population. The approach of sampling, referred to as the sampling technique, is a statistical method used to select a sample that accurately represents a population (Zodpey, 2004). In this study, simple random sampling is employed as it seeks to collect information from the easiest and most convenient group of participants. Simple random sampling removes bias through its distinct approach to choosing variables.

3.3	Data Collection Method
	Gathering, measuring, and analyzing precise data is data collection.  Data gathering techniques are usually classified into major and secondary categories.  Primary and secondary sources help this study attain its aims.  Primary data is collected using a 5-point Likert scale questionnaire.  Data is acquired via online questionnaire. Secondary data is gathered from reports of Seinyadanar Automatic Concrete Brick Factory, relevant textbooks, previous research papers, and online resources. This research employs descriptive statistics along with multiple regression analysis. The collection of data occurred between December 1, 2024 and December 7, 2024.
3.4	Data Analysis Method
	Analyzing data involves using statistical and/or logical methods to describe, summarize, and evaluate it.  Research outcomes are strengthened by data analysis.  Data analysis methods turn raw data into useful information.  Every strategy works for various data and challenges.  We start with dependability analysis in this investigation. Subsequently, the main data gathered from Citizens Pay users is examined using descriptive analysis and multiple regression analysis.


3.4.1	Reliability Test 
	The reliability of an assessment instrument is the degree to which it produces consistent and dependable results. When research methodologies consistently produce the same results over several iterations, this is known as research reliability. In both research and real-world settings, increased reliability results in better monitoring of measurement changes and increased accuracy of individual measurements. Table (3.1) displays the different Cronbach's alpha coefficient values together with the dependability levels that correspond to them.
Table (3.1) Range of Reliability 
	Sr. No.
	Coefficient of Cronbach’s Alpha
	Reliability Level

	1
	More than 0.90
	Excellent

	2
	0.80 - 0.89
	Good

	3
	0.70 - 0.79
	Acceptable

	4
	0.60 - 0.69
	Questionable

	5
	0.5 - 0.59
	Poor 

	6
	Less than 0.59
	Unacceptable


Source: Gliem & Gliem (2003)
	A score of 0.7 or greater is considered satisfactory by a Cronbach's alpha analysis, suggesting that the scale has strong internal consistency. If the score is less than 0.5, the scale should occasionally be revised and the questions should be changed or revised.
3.4.2	Descriptive Statistics
	In essence, descriptive statistics show or clarify data qualities.  Descriptive statistics numerically reflect data set characteristics.  Descriptive statistics are essential for basic data processing and inferential statistical testing.  Good research techniques need consistent reporting of the best descriptive statistics to avoid misleading results.
To phrase it another way, it acts as a summary of the information that was acquired.  In addition to providing a quantitative analysis of the information through numerical or visual representations, they provide a summary of a specific group of numerical information or many groups of numerical information.  A quantitative dataset, such as survey responses, may be summarized and analyzed using descriptive statistics, which provide insights into significant properties of the dataset.  The following are examples of descriptive statistics that are often used: counts, maximum and minimum values, averages, values that occur most frequently, median values, and variable values.  The outcomes of this study are provided using five different statistical measures: frequency, percentage, mean, and standard deviation.
The collection of primary data for the purpose of determining the impact of experiential value on customer satisfaction and loyalty was accomplished through the use of structured inquiries that were based on a Likert scale with five points: 1 for strongly disagreeing, 2 for disagreeing, 3 for neutral, 4 for agreeing, and 5 for strongly agreeing.  Using the average rating scale that was developed by Best (1977), the average rating scale that is shown in Table (3.2) is presented.
Table (3.2) Mean Rating Scale
	Sr. No.
	Score Range
	Mean Rating

	1
	1.00 -1.80
	Strongly Disagree

	2
	1.81 -2.60
	Disagree

	3
	2.61-3.40
	Neutral

	4
	3.41- 4.20
	Agree

	5
	4.21-5.00
	Strongly Agree


Source: Best (1977)

Best (1977) identified five average rating scales to examine the survey data, as shown in Table (3.2). Based on the range of mean scores, he developed five grading systems. The mean score in this study is interpreted using Best's (1977) mean rating scale.
3.4.3	Multiple Regression Analysis 
One statistical technique for determining correlations between variables is regression analysis (Bowerman et al., 1990). Creating a mathematical model that links dependent and independent variables is the primary objective. A multiple linear regression model with n observations is defined formally as follows:
[image: ]
In the least squares model, the optimal line for fitting observed data is determined by reducing the total of squared vertical distances from each data point to the line (with zero deviation for points lying on the line). Because deviations are squared first and then summed, there is no cancellation between positive and negative values. The estimators of linear regression functions' least squares b0, b1, ... bp are typically computed using dedicated statistical software.

3.5	Ethical Consideration 
	The researcher was granted permission to conduct study by the Seinyadanar Automatic Concrete Brick Factory.  In addition to informing the participants about the purpose of the study, the researcher inquired as to whether or not they would be interested in taking part in the research.  After receiving assurances that the data obtained for this research would only be used for academic reasons, participants were given the assurance that the data would be kept private, confidential, and utilized only for this study.  Additionally, the identities of the clients are not requested in the form in any way.  The identities of the respondents and the specifics of their responses were kept fully confidential, and the information gathered from this survey was used solely for the purpose of conducting research.











CHAPTER IV
DATA FINDINGS AND ANALYSIS

The demographic profile of the respondents is presented in this chapter. The results of the variables' reliability analysis are then shown. Customers' purchase intentions are displayed after the descriptive statistics of the marketing mix (product, price, place, and promotion). Lastly, the results of the regression analysis of the dependent variable (consumer purchase intention) and independent variables (marketing mix 4Ps) are shown.

4.1	Demographic Profile of Respondents 
The respondents' diverse demographic traits are examined in this section. The respondents' demographic profile in this study includes their age, gender, marital status, level of education, and employment.

4.1.1 	Gender
	Knowing the respondents' gender can serve as a parameter and help surveys understand how gender influences personal decisions. The gender distribution of 200 respondents is shown in Table (4.1), which also shows the number of respondents and their corresponding percentages.

Table (4.1) Gender of Respondents
	Sr. No.
	Gender
	No. of Respondents
	Percentage

	1.
	Male
	174
	87.0 

	2.
	Female
	26
	13.0

	Total
	200
	100.0


Source: Survey Data (January, 2025)

According to Table (4.1), of the 200 responders, 174 are men (87.0% of the total), and 26 are women (13.0%). Given that the majority of the contractors at Seinyadanar Automatic Concrete Brick Factory are men, the survey's findings indicate that the majority of the company's customers are men.

4.1.2	Marital Status
Because it can significantly influence a person's preference or choice of concrete bricks, a person's marital status is important to consider in research. Both the total number of respondents and their respective percentages are shown in Table (4.2), which also shows the marital status of 200 respondents.
Table (4.2) Marital Status of Respondents
	Sr. No.
	Marital Status
	No. of Respondents
	Percentage

	1.
	Single
	128
	64.0

	2.
	Married
	72
	36.0

	Total
	200
	100.0


Source: Survey Data (January, 2025)

128 respondents, or 64.0% of the 200 total, are single, and 72 respondents, or 36.0% of the total, are married. The majority of Seinyadanar Automatic Concrete Brick Factory's clients are single people, according to the results.

4.1.3	Age 
The respondents' age can also be quite important because it affects how people view a phenomena or event. In addition to providing information on the number of participants and their respective percentages, Table (4.3) displays the age distribution of 200 respondents.








Table (4.3) Age of Respondents

	[bookmark: _Hlk67782536]Sr. No.
	Age (Years)
	No. of Respondents
	Percentage

	[bookmark: _Hlk68726262]1.
	below 20
	12
	6.0

	2.
	20-30
	27
	13.5

	3.
	31-40
	87
	43.5

	4.
	41-50
	45
	22.5

	6.
	Above 50
	29
	14.5

	Total
	200
	100.0


Source: Survey Data (January, 2025)

There were 200 responders, of whom 87 (43.5%) were between the ages of 31 and 40, 45 (22.5%) were between the ages of 41 and 50, and 29 (14.5%) were over the age of 50. 13.5 percent of the participants, or 27 people, are between the ages of 20 and 30. The minority is made up of those who are 20 years of age or older, making up 6.0% of all respondents. The majority of the Seinyadanar Automatic Concrete Brick Factory is obviously between the ages of 31 and 40.

4.1.4	Education Level
Respondents' educational backgrounds can provide valuable information about their attitudes and understanding of Seinyadanar Automatic Concrete Brick Factory. The educational status of 200 participants is shown in Table (4.4) together with the corresponding percentage and frequency.
Table (4.4) Education Level of Respondents
	[bookmark: _Hlk67827688]Sr. No.
	Education Level
	No. of Respondents
	Percentage

	1.
	Undergraduate
	42
	21.0

	2.
	Graduate
	105
	52.5

	3.
	Post Graduate
	18
	9.0

	4.
	Master
	9
	4.5

	5.
	Other
	26
	13.0

	Total
	200
	100.0


Source: Survey Data (January, 2025)

Regarding education, 105 respondents (52.5 percent of all respondents) have doctoral degrees, 42 have undergraduate degrees, and 26 have just completed high school, accounting for 21.0% and 13.0% of the total respondents, respectively. Furthermore, 18 responders, or 9.0% of the total participants, have postgraduate degrees. Finally, the remaining nine responders made up 4.5% of the total respondents. It may be deduced that bachelor's degree holders make up the bulk of Seinyadanar Automatic Concrete Brick buyers.

4.1.5	Job Type
Respondents' perceptions of Seinyadanar Automatic Concrete Brick Factory may vary depending on their occupation. The job type of 200 respondents is shown in Table (4.5) along with the percentage of respondents.

Table (4.5) Job Type of Respondents
	Sr. No.
	Occupation
	No. of Respondents
	Percentage

	1.
	Company Employee
	126
	63.0

	2.
	Government Staff
	17
	8.5

	3.
	Business Owner
	54
	27.0

	4.
	Retired
	3
	1.5

	Total
	200
	100.0


 Source: Survey Data (January, 2025)

Regarding employment type, 126 respondents (63.1%) work for firms, while 54 respondents (27.0%) are entrepreneurs. Three respondents are retired, making up 1.5% of the total, and 17 respondents are government employees, making up 8.5%. The majority of people who buy Seinyadanar Automatic Concrete Bricks are presumably workers for the construction firms.

4.2 	Reliability Analysis of Variables 
Statistically speaking, a reliability study of variables evaluates how consistently a group of linked variables measure the same underlying notion. To evaluate the internal consistency dependability of a scale or a collection of test items, Cronbach's coefficient alpha is computed. It indicates how well the various test items measure the same underlying concept and yield consistent findings when taken together. This study's Cronbach's Alpha values for the variables are shown in Table (4.6).
Table (4.6) Reliability Analysis
	[bookmark: _Hlk71229549]Sr. No.
	Variables
	No. of item
	Cronbach Alpha

	1
	Product
	5
	0.908

	2
	Price
	5
	0.912

	3
	Place
	5
	0.924

	4
	Promotion
	5
	0.917

	5
	Customer Purchase Intention
	5
	0.937


Source: Survey Data (January, 2025)
	
Cronbach's Alpha coefficients have been determined for each variable (product, price, place, promotion, and customer happiness) using the reliability test. Every variable has a score ranging from 0.80 to 1.00. The results of this study can be regarded as highly credible based on the range of Cronbach's Alpha values provided by Hair et al. (2010).

4.3 	Descriptive Analysis on Dependent and Independent Variables
Descriptive statistics, like the mean and standard deviation, are used to describe and summarize one or more variables in a sample of data. This part presents the findings of the descriptive analysis with regard to customer purchase intention and the four Ps of the marketing mix: product, price, location, and promotion.

4.3.1	Product 
This section poses five statements that explore consumer perceptions of Seinyadanar Automatic Concrete Brick Factory's products. The mean values and standard deviation of the customers' opinions of Seinyadanar Automatic Concrete Brick Factory's goods are displayed in Table (4.7).

Table (4.7) Customer Perception of Product
	[bookmark: _Hlk69849084]Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	Seinyadanar Automatic Concrete Brick Factory produces variety of bricks. 
	3.62
	0.74

	2
	Seinyadanar Automatic Concrete Brick Factory offers high-class quality bricks. 
	3.59
	0.75

	3
	Seinyadanar Automatic Concrete Brick Factory makes customized brick size. 
	3.72
	0.68

	4
	Seinyadanar Automatic Concrete Brick Factory makes customized brick color. 
	3.75
	0.62

	5
	Seinyadanar Automatic Concrete Brick Factory gives free brick design ideas to meet customer’s needs. 
	3.71
	0.60

	Overall Mean
	3.68
	


Source: Survey Data (January, 2025)

As indicated in Table (4.7), the overall mean score for customer views on the product from Seinyadanar Automatic Concrete Brick Factory is 3.68. According to Best (1977), it reflects a consensus among customers about the brick products from Seinyadanar Automatic Concrete Brick Factory. It can be said that customers are in favor of personalized brick color, tailored brick size, complimentary brick design, a range of product options, and premium quality bricks. Based on the highest mean score of 3.75, customers concur that Seinyadanar Automatic Concrete Brick Factory offers customized brick colors that align with their preferences. Moreover, clients receive tailored brick dimensions. The lowest average score is 3.59, indicating that customers concur that the bricks are of premium quality due to the factory employing advanced technology and skilled professionals. Based on these results, it can be broadly inferred that customers hold favorable views regarding the brick products provided by Seinyadanar Automatic Concrete Brick Factory.


4.3.2	Price
Five statements are presented in this part to discuss consumer perceptions of Seinyadanar Automatic Concrete Brick Factory's pricing. The price perceptions of consumers from Seinyadanar Automatic Concrete Brick Factory are displayed in Table (4.8), together with the mean values and standard deviation.

Table (4.8) Customer Perception of Price
	[bookmark: _Hlk71229115]Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	I review the prices of brick before deciding on which brand to purchase.
	3.72
	0.62

	2
	Brick price of Seinyadanar Automatic Concrete Brick Factory is reasonable.
	3.73
	0.58

	3
	Brick price Seinyadanar Automatic Concrete Brick Factory is negotiable.
	3.72
	0.59

	4
	Brick price of Seinyadanar Automatic Concrete Brick Factory is cheaper than that of other factories. 
	3.68
	0.63

	5
	Brick price Seinyadanar Automatic Concrete Brick Factory is affordable.
	3.71
	0.67

	Overall Mean
	3.71
	


Source: Survey Data (January, 2025)

According to Table (4.8), the overall mean score for customer perception of product costs from Seinyadanar Automatic Concrete Brick Factory is 3.71. As per Best (1977), the score suggests that  customers concur on the pricing arrangements of Seinyadanar Automatic Concrete Brick Factory. The peak average score of 3.73 indicates that customers concur with the fair brick pricing at Seinyadanar Automatic Concrete Brick Factory. Other average ratings suggest that customers concurred they would check brick prices and negotiate prior to purchasing bricks from Seinyadanar Automatic Concrete Brick Factory. Consequently, they view the brick prices at Seinyadanar Automatic Concrete Brick Factory as reasonable. According to the minimum average score of 3.68, customers believe that the brick prices at Seinyadanar Automatic Concrete Brick Factory are lower than those at other brick factories. In general, it can be said that customers have favorable opinions about the brick prices at Seinyadanar Automatic Concrete Brick Factory.       

4.3.3	Perceived Place
	Five statements are used in this section to examine consumer opinions regarding Seinyadanar Automatic Concrete Brick Factory's location or distribution strategies. The mean values and standard deviation of the customers' opinions regarding the location or distribution channels of Seinyadanar Automatic Concrete Brick Factory are displayed in Table (4.9).

Table (4.9) Customer Perception of Place 
	[bookmark: _Hlk71229255]Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	Seinyadanar Automatic Concrete Brick Factory has many wholesale outlets. 
	3.71
	0.38

	2
	Outlets are opened at accessible area for customers.
	3.20
	1.10

	3
	Seinyadanar Automatic Concrete Brick Factory can deliver bricks all over the country. 
	3.78
	0.61

	4
	Delivery truck for bricks is easily available.
	3.61
	0.60

	5
	Customers can easily order bricks at online.
	3.65
	0.62

	Overall Mean
	3.74
	


Source: Survey Data (January, 2025)

According to Table (4.9), the overall mean score for customer perceptions of the location or distribution channels of Seinyadanar Automatic Concrete Brick Factory is 3.74. According to the average interpretation range of Best (1977), it suggests customer approval of the organizational setup and distribution methods of Seinyadanar Automatic Concrete Brick Factory. The average score of 3.78 indicates that Seinyadanar Automatic Concrete Brick Factory is capable of supplying bricks nationwide. Other average results suggest that the factory possesses numerous wholesalers and online sales outlets. Moreover, customers consent to the factory organizing delivery trucks to their locations. Conversely, the lowest average rating of 3.20 indicates that customers moderately agree that the locations of Seinyadanar Automatic Concrete Brick Factory are conveniently situated for customers. It can be generally concluded that clients have favorable opinions about the location or distribution methods of Seinyadanar Automatic Concrete Brick Factory.

4.3.4	Perceived Promotion
	Using five statements, this section explores consumer perceptions of Seinyadanar Automatic Concrete Brick Factory's promotions. Customers' opinions about Seinyadanar Automatic Concrete Brick Factory promotions are displayed in Table (4.10) together with the mean and standard deviation.

Table (4.10) Customer Perception of Promotion 
	[bookmark: _Hlk71229394]Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	Seinyadanar Automatic Concrete Brick Factory offers promotions through different media.
	3.81
	0.58

	2
	Seinyadanar Automatic Concrete Brick Factory gives premiums (gifts or other offer products).
	3.72
	0.59

	3
	Presence of rich and well-designed product information on a dealer’s website positively influences my preference of the brand.
	3.81
	0.63

	4
	Frequent social media promotions of Seinyadanar Automatic Concrete Brick Factory are attractive. 
	3.70
	0.63

	5
	Seinyadanar Automatic Concrete Brick Factory gives Bonus packs (extra quantity).
	3.74
	0.63

	Overall Mean
	3.76
	


Source: Survey Data (January, 2025)

As shown in Table (4.10), the overall mean for the customer perceived value of promotions at Seinyadanar Automatic Concrete Brick Factory is 3.76. Best (1977) indicates the level of customer agreement regarding the promotions of Seinyadanar Automatic Concrete Brick Factory, which include bonus packs, appealing advertisements across various media, and premiums, among other things. The highest mean score of 3.81 suggests that customers concur that the factory promotes through diverse media. Customers also concur that the factory shares extensive information about its products through online media. Other average scores indicate that customers are in agreement about promotional bonus packs like additional bricks and gifts. The lowest average score of 3.70 suggests that customers recognize appealing social media promotions, and this aspect also indicates the respondents’ level of agreement. It can be generally inferred that customers hold positive views regarding the promotions of Seinyadanar Automatic Concrete Brick Factory.

4.3.5	Customer Purchase Intention
This section uses five statements to illustrate what customers think about Seinyadanar Automatic Concrete Brick Factory's marketing. The mean values and standard deviation of the customers' opinions regarding the promotions offered by Seinyadanar Automatic Concrete Brick Factory are displayed in Table (4.11).
Table (4.11) Customer Purchase Intention
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	I prefer Seinyadanar Automatic Concrete Brick over any other brick brands.
	3.76
	0.62

	2
	I plan to purchase Seinyadanar Automatic Concrete Brick whenever I need bricks. 
	3.78
	0.58

	3
	I intend to continue buying bricks from Seinyadanar Automatic Concrete Brick factory. 
	3.82
	0.59

	4
	I intend to look for the new products of from Seinyadanar Automatic Concrete Brick factory.
	3.73
	0.63

	5
	I would strongly recommend others to buy Seinyadanar Automatic Concrete Brick.
	3.79
	0.67

	Overall Mean
	3.78
	


Source: Survey Data (January, 2025)
As per Table (4.11), the overall mean for customer purchase intention regarding Seinyadanar Automatic Concrete Brick is 3.78. Best (1977) states that a maximum mean score of 3.82 suggests that customers are in agreement about their intention to keep purchasing bricks from Seinyadanar Automatic Concrete Brick due to the availability of customized bricks. Customers also concur that they would highly recommend others to purchase the Seinyadanar Automatic Concrete Brick. Results indicate that customers intend to buy Seinyadanar Automatic Concrete Brick whenever they require bricks. Additionally, customers concur that they favor Seinyadanar Automatic Concrete bricks more than any other brick brands. A minimum average score of 3.73 suggests that customers tend to seek out new products from the Seinyadanar Automatic Concrete Brick factory. Thus, it can be broadly stated that customers intend to purchase bricks from the Seinyadanar Automatic Concrete Brick factory.

4.4 	Multiple Regression Analysis of Marketing Mix and Customer Purchase Intention
A multiple regression analysis in a thesis is a statistical method used to explore the simultaneous influence of diverse independent variables (predictors) on one dependent variable (outcome), allowing the researcher to understand the overall impact of multiple factors on a particular phenomenon in the research field; essentially, it assists the researcher in forecasting the value of a dependent variable that is affected by the values of numerous independent variables.
This research conducts a multiple regression analysis to assess the impact of various determining factors (product, price, place, and promotion) on customers’ purchasing intentions. Table (4.12) displays the results from the multiple regression analysis.

	Table (4.12) Analysis of Correlation

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.756a
	.571
	.562
	.25118

	a. Predictors: (Constant), Image, Quality, Price, Agent, Value


Source: Survey Data (January, 2025)

	R-squared indicates the effectiveness of a regression model in accounting for changes in the dependent variable by considering the collective influence of various independent factors. As illustrated in Table (4.12), the R-square value is 0.571, signifying that the present model accounts for 57.1% of the variation in customer purchase intention through its elements (product, price, place, and promotion).

	Table (4.13) Analysis of Customer Purchase Intension Model

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	16.389
	4
	4.097
	64.941
	.000b

	
	Residual
	12.303
	195
	.063
	
	

	
	Total
	28.691
	199
	
	
	

	a. Dependent Variable: Customer Purchase Intention

	b. Predictors: (Constant), Product, Price, Place, Promotion


Source: Survey Data (January, 2025)
	
The F-statistic serves as the test statistic for the analysis of variance (ANOVA) method to evaluate the model's significance. As shown in Table (4.13), the F-value (F-statistic) typically suggests that the model is statistically significant, as the F value is significant at the 1 percent level. It can be inferred that the model is reliable.

Table (4.14) Impact of Marketing Mix on Customer Purchase Intensiion
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	(Constant)
	.739
	.187
	
	3.957
	.000

	Product
	.124
	.045
	.154
	2.757
	.006

	Price
	.217
	.059
	.237
	3.659
	.000

	Place
	.092
	.033
	.148
	2.743
	.007

	Promotion
	.371
	.054
	.416
	6.846
	.000


Source: Survey Data (January, 2025)

	Product has a significant and positive effect on customer purchase intention at the 1 percent level. The outcome of the regression analysis indicates that higher levels of product customization lead to increased customer buying intention. If the Seinyadanar Automatic Concrete Brick factory's product quality changes by 1 unit, the intention of customers to purchase will be influenced by 0.124 unit. As a result, brick products are crucial for achieving customer purchasing intention.
Price has a significant and positive effect on customer purchase intention at the 1 percent level, given that its significance value is under 0.01. Results show that a more sensible and budget-friendly price leads to increased customer buying intention. If the advantageous price of Seinyadanar Automatic Concrete Brick factory is modified by 1 unit, it will similarly affect customer buying intention by 0.217 unit. As a result, a reasonable or justified price is crucial in influencing customer buying intentions. 
Place has a significant and positive effect on customer buying intention at the 1 percent level since its significance value is below 0.01. The notable impact suggests that a better location or distribution channel leads to a rise in customer purchase intent. If the more effective location or distribution channel changes by 1 unit, it will also affect customer purchase intention by 0.092 unit. Consequently, location or distribution channel plays a crucial role in achieving customer purchase intention.
Promotion has a significant and positive effect on customer purchase intention at the 1 percent level, as its significance value is 0.01. The notable impact suggests that a more appealing promotion leads to a higher likelihood of customer purchases. If the more appealing promotion changes by 1 unit, it will also affect customer purchase intention by 0.371 unit. Therefore, advertising for the Seinyadanar Automatic Concrete Brick factory is crucial for achieving customer buying intention. 
Promotion is thought to have the biggest impact on customers' intentions to buy from Seinyadanar Automatic Concrete Brick Factory, according to the Standardized Coefficient (Beta) score of.416, which is based on this data. Due to the factory's alluring promos, clients concur that they plan to purchase bricks from Seinyadanar Automatic Concrete Brick Factory.









CHAPTER V
CONCLUSION 

Discussions and findings are presented in this chapter. It additionally contains advice and ideas to enhance the intention of customers to purchase from the Seinyadanar Automatic Concrete Brick plant. Lastly, it highlights the necessity of additional study.

5.1	Findings and Discussions
	This study examines Myanmar Seinyadanar Automatic Concrete Brick customers' purchasing intents in relation to the marketing mix's four Ps: product, price, location, and promotion.  200 Seinyadanar Automatic Concrete Brick factory customers gave main data via random sampling.  Primary data is collected using a 5-point Likert scale standardized questionnaire.  An online questionnaire collects data.  Data is analyzed using multiple linear regression. 
	As far as the demographic information of the respondents is concerned, the vast majority of the clients are male.  The majority of the customers are people who are not married and are between the ages of 31 and 40.  Graduates who are now working for businesses make up the vast bulk of the clientele, followed by company owners as the second greatest demographic.  The Seinyadanar Automatic Concrete Brick factory was the store from where they had previously purchased customized bricks.
As a result of the fact that bespoke bricks are provided in accordance with the specifications of the client, the majority of the participants in the descriptive statistics on the decisive variables are in agreement with the brick products that are manufactured by the Seinyadanar Automatic Concrete Brick factory.  In addition, they are in compliance with the pricing agreements that have been established by the Seinyadanar Automatic Concrete Brick Factory.  Customers are allowed to negotiate prices and choose a price that is appropriate for them within their financial constraints.  Therefore, the majority of those who participated in the survey acknowledge that they feel they are getting a good deal for their money when they purchase bricks from Seinyadanar Automatic Concrete Brick Factory.  In addition, participants are in agreement that Seinyadanar Automatic Concrete Brick Factory is able to sell bricks across the entire country since it has a large number of wholesale sites.  When it comes to promotions, the participants are in agreement that the factory makes use of a variety of media for promotional purposes, and they are aware of the promotional activities that the factory engages in.  As a consequence of this, clients have favorable opinions regarding the many promos that Seinyadanar Automatic Concrete Brick Factory has to offer.  The findings indicate that they intend to continue purchasing bricks from Seinyadanar Automatic Concrete Brick till further notice.
The multiple regression analysis shows that product, price, place, and promotion positively and significantly affect customer purchase intention.  The regression findings suggest that advertising affects consumer purchase intention the most among marketing mix factors.  Participants are more inclined to buy bricks from Seinyadanar Automatic Concrete Brick manufacture due to discounts and more quantity.

5.2  	Suggestions and Recommendations
Through the process of analyzing the outcomes, the Seinyadanar Automatic Concrete Brick factory is able to increase the likelihood that customers would purchase its products.  It is imperative that the Seinyadanar Automatic Concrete Brick factory places a high priority on its promotional endeavors, given that marketing is the aspect that has the most impact on the purchasing intentions of customers.  It would be beneficial for the manufacturer to continue to give away extra packs and more bricks as presents.  In addition to this, it should market its offerings through a variety of media outlets and wholesalers of construction materials, such as PRO 1 Global house Center, which is the most popular shopping destination in Myanmar for house building and living items.  Additionally, during promotional events, the Seinyadanar Automatic Concrete Brick factory need to offer free estimations for the required amount of bricks based on the projects that customers are working on.  The intention of customers to acquire Seinyadanar Automatic Concrete Bricks will rise as a result of this.
When it comes to pricing, the Seinyadanar Automatic Concrete Brick factory needs to make sure that they are always monitoring the prices that are established by other brick manufacturers that are in competition with them.  As a consequence of this, the Seinyadanar Automatic Concrete Brick factory will offer bricks to clients at prices that are comparable to those offered by other factories.  In addition to this, the manufacturing facility has to offer flexible payment options in accordance with the requirements of the customers.  In addition, it is required to make use of cutting-edge technology and severe quality control methods in order to reduce the number of faulty items.  Through the reduction of the quantity of things that are deemed faulty or rejected, the manufacturing facility is able to reduce its expenditures and provide consumers more competitive pricing.  The buyers will demonstrate a better propensity to purchase Seinyadanar Automatic Concrete Bricks if they adhere to these guidelines.
Concerning the product, the plant that manufactures Seinyadanar Automatic Concrete Bricks needs to concentrate on manufacturing processes in order to achieve the needed level of hardness and strength.  Additionally, this process need to offer individualized choices for the bricks in terms of both color and size.  A 3D system has to be utilized by the factory in order to make a demonstration product available to the customers.  Additionally, the factory is required to continually monitor the preferences of customers as well as the developments in the market in order to guarantee that it can offer a wider range of items to the market audience.  Bricks may be purchased by clients in this manner, taking into consideration their individual tastes and requirements.
In terms of location, the Seinyadanar Automatic Concrete Brick factory ought to work together with truck owners in order to deliver the goods over the entire country.  Additionally, in order to broaden their geographic reach across the country, the manufacturer must carefully select the distributors and retailers that will sell their products.  Additionally, the Seinyadanar Automatic Concrete Brick factory has to build a friendly online sales staff that will enable clients to readily ask questions about goods and price.  Customers who live in areas that are geographically remote from the merchants and wholesalers of the Seinyadanar Automatic Concrete Brick plant would profit from this.  Bricks manufactured by the Seinyadanar Automatic Concrete Brick factory may be ordered by customers in a simple manner through the plant's website.  By sticking to these guidelines, the manufacturer will be able to give new stores, both real and virtual, which will increase the likelihood that customers will make a purchase of the Seinyadanar Automatic Concrete Bricks.

5.3 	Needs for Further Research
	This study focuses solely on the marketing mix and customer buy intents for Seinyadanar Automatic Concrete Bricks. Not a single other concept is being investigated.  In Myanmar, there are further brick makers that are not included.  Therefore, in order to cover all brick firms in Myanmar, future research should concentrate on the marketing mix and client purchase intents of other brick factories in Myanmar. This will allow for a wide range of brick companies to be covered.  In addition, more research should be conducted to investigate the attitudes and preferences of consumers. This will allow Seinyadanar Automatic Concrete Brick Factory to build marketing strategies that are more likely to be effective in increasing purchasing intentions for bricks. 


   
 










[bookmark: _GoBack]



 REFERENCES

Amelia, S., Salamah, H., & Sofyan, M. (2019). Effect of Marketing Strategy and Service Quality against the Decisions of Parents. Ilomata International Journal of Management, 1(1), 31-37.
Andaleeb, S. S., & Hasan, K. eds. (2016). Strategic Marketing Management in Asia: Case Studies and Lessons across Industries. Emerald Group Publishing Limited.
Babu, V. P., & Ramamoortthy, R. (2020).  A Study on Social Media and Digital Marketing. Malaya Journal of Matematik, S(2), 3193-3195.
Boyd, H. W., Walker, O. C., Mullins, J. & Larre´che´, J-C. (2002). Marketing Management, A Strategic Decision-Making Approach. Columbus, OH: McGraw-Hill/Irwin.
Chimhanzi, J. (2004).The Impact of Marketing/ HR Interactions on Marketing Strategy Implementation. European Journal of Marketing, 38(1/2), 73-98.
Churchill, G. A., & Peter, J. P. (1998) Marketing: Creating Value for Customers. Boston, MA: Irwin/McGraw-Hill.
Coghlan, D., & Brydon-Miller, M. (2014). Sage Encyclopedia of Action Research. Sage. ISBN 9781849200271.
Creswell, J. W. (2009). Research design: Qualitative, Quantitative, and Mixed Methods Approaches. California: SAGE Publications, Inc.
Mortanges., C. P., & Van Riel, A. (2003). Brand Equity and Shareholder Value. European Management Journal, 21(4), 521-527.
Dodds, W. B., Monroe K. B., & Grewal, D. (1991). Effect of Price, Brand, and Store Information on Buyers Product Evaluation. Journal of Marketing Research, 28(3), 307-319.
Dunn, S. W., & Barban, A. M. (1982). Advertising: Its Role in Modern Marketing. (5th ed.). Newyork: Dryden Press.
Farid, Md. S., Cavicchi, A., Rahman, Md. M., Barua, S., Ethen, D. Z., Happy, F. A., Rasheduzzaman, Md., Sharma, D., & Alam, M. J. (2023). Assessment of Marketing Mix Associated with Consumer’s Purchase Intention of Dairy Products in Bangladesh: Application of An Extended Theory of Planned Behavior. Heliyon, 9(6). 
Goi, C. (2009). A Review of Marketing Mix: 4Ps or More? International Journal of Marketing Studies, 37(8), 2-15.
Groucutt, J., Leadley, P., & Forsyth, P. (2004). Marketing: Essential Principles, New Realities. (1st ed.). Kogan Page Publishers.
Hawkins, D.﻿ I., Best, R. J., & Coney, K. A. (1998). Consumer Behavior:  Building Marketing Strategy. New York: Irwin/McGraw-Hill.
Huang, C. H. (2003). An Analysis of Factors in Marketing Mix Influencing the Purchase Intention of Haier Electric Water Heater: A Study of Chinese Consumers in Beijing Urban Area. Bangkok: Assumption University of Thailand.
Ivy, J. (2008). A new higher education marketing mix: the 7ps for MBA marketing. International journal of educational management, 13(3), 288-299.
Jaakkola, M. (2006). Strategic Marketing and Its Effect on Business Performance: Moderating Effect of Country-specific Factors. Master’s thesis Helsinki School of Economics.
Jaharuddin, N. S., & Abd Wahab, N. S. (2014). The Effect of Attitude Factors on Consumer Purchase Intention of Counterfeit Products. In 3rd International Conference on Management, Economics and Finance (ICMEF).
Jamieson, L. F., & Bass, F. M. (1989). Adjusting Stated Intention Measures to Predict Trial Purchase of New Products. Journal of Marketing Research, 26(3), 336-345.
Keller, K. L. (2001). Building Customer-Based Brand Equity: Creating Brand Resonance Requires Carefully Sequenced Brand-Building Efforts. Marketing Management, 10(2), 15-19.
Kish, L. (1965). Survey Sampling. New York: J. Wiley.
Kotler, P. (2000). Marketing Management Millennium Edition (10th ed.). New Jersey: Pearson Custom Publishing.
Kotler, P. (2003). Marketing Management (11th ed.). New Jersey: Prentice Hall International Editions.
Kotler, P., & Armstrong, G. (1987). Marketing: An Introduction. Englewood Cliffs, New Jersey: Prentice Hall.
Kotler, P., & Armstrong, G. (1994) Principles of Marketing. (6th ed.). New Jersey: Pearson-Prentice Hall. 
Kotler, P., & Armstrong, G. (1996) Principles of Marketing. (7th ed.). Englewood Cliffs, New Jersey: Prentice Hall.
Kotler, P., & Armstrong, G. (2004) Principles of Marketing. (10th ed.). New Jersey: Pearson-Prentice Hall. 
Kotler, P., Ang, S. H., Leong, S. M., & Tan, C. T. (1999). Marketing Management: An Asian Perspective. (2nd ed.).  New Jersey: Prentice Hall.
Kotler, P., Armstrong, G., & Balasubramanian, S. (2023). Principles of Marketing (19th ed.). Pearson Education Limited.
Kumar, V., Aaker, D., & Day, G. (2004). Marketing Research. (8th ed.). John Wiley and Sons.
Kung, M. L., Wang, J. H., & Liang, C. (2021). Impact of Purchase Preference, Perceived Value, and Marketing Mix on Purchase Intention and Willingness to Pay for Pork. Foods, 10(10), 2396.
Marc Lim, W. (2023). Transformative Marketing in the New Normal: A Novel Practice-Scholarly Integrative Review of Business-To-Business Marketing Mix Challenges, Opportunities, and Solutions. Journal of Business Research, 160, 113638.
McBurney, D. (1994). Research Methods. (3rd ed.) California: Brooks/Cole Publishing Company.
McCarthy, E. J. (1960). Basic Marketing: A Managerial Approach. Illinois, USA: Richard D. Irwin.
McCarthy, E. J. (1964). The 4P Classification of the Marketing Mix Revisited, Journal of Marketing, 56(4), 83-93.
Miller, G. A. (2001). The Development of Indicators for the Promotion of Sustainable Tourism: A Dissertation for Ph.D. United Kingdom: University of Surrey.
Miller, K. E., & Ginter, J. L. (1979). An Investigation of Situational Variation in Brand Choice Behavior and Attitude. Journal of Marketing Research, 16(1), 111-123.
Morwitz, V., Gupta, A., & Steckel, J. H. (2006). When Do Purchase Intentions Predict Sales? International Journal of Forecasting, 23, 347-364. 
Nenty, H. J. (2009). Writing a Quantitative Research Thesis. International Journal of Educational Sciences, 1(1), 19-32.
Nickels, W. G. (1999). Marketing: Relacionamentos, Qualidade, Valor. Hessen, Germany: LTC.
Nworgu, B. G. (1991). Educational Research: Basic Issues and Methodology. Ibadan Owerri, Nigeria: Wisdom Publishers Ltd.
Palmer, A. (2000). Principles of Marketing, 1st Ed, Oxford Press.
Perreault, W. D. & McCarthy, E. Y (2002) Basic Marketing: A Global Managerial Approach. (14th ed.). New York: McGraw-Hill.
Perreault, W. D. & McCarthy, E. Y. (2010). Basic marketing: A Global Managerial Approach (18th ed.). New York: McGraw-Hill/Irwin. 
Peter, P. J., & Olson, J. C. (1990). Consumer Behavior and Marketing Strategy. (2nd ed.). Chicago: R. R. Donnelley.
Proctor, T. (2014). Strategic Marketing. (1st ed.). London: Routledge. 
Rahman, M. Z., Haque, Md. M., & Khan, A. H. (2012). A Conceptual Study on Consumers’ Purchase Intention of Broadband Services: Service Quality and Experience Economy Perspective. International Journal of Business and Management, 7(18), 1833-3850. 
Saleem, A., Ghafar, A., Ibrahim, M., Yousuf, M., & Ahmed, M. (2015). Product Perceived Quality and Purchase Intention with Consumer Satisfaction.
Sari, D. P., Belgiawan, P. F. (2024). The Effect of Marketing Mix on Purchase Intention in the Home Appliance Industry in West Java. EKOMBIS REVIEW: Jurnal Ilmiah Ekonomi Dan Bisnis, 12(2).
Saunders, M., Lewis, P, & Thornhill, A. (2007). Research Methods for Business Students. (4th ed.). Edinburgh Gate, Harlow: Financial Times Prentice Hall.
Saunders, M., Lewis, P., & Thornhill, A. (2016). Research Methods for Business Students. (7th ed.). Harlow: Pearson.
Schiffman, L.G., & Kanuk, L. L. (2007). Consumer Behavior. (9th ed.). New Jersey: Prentice-Hall Inc.
Shah, K. & D’ Souza, A. (2009). Advertising & Promotions an IMC Perspective. New Delhi: The McGraw-Hill Companies. 
Shokrani, M., Haghighi, M., Paricheh, M., & Shokrani, M. (2019). A Comparison of Statistical and Decision-Making Techniques in Marketing Mix Evaluation. Journal of Management Development, 38(10), 847-863.
Solcansky, M. & Simberova, I. (2010). Measurement of Marketing Effectiveness. Journal of Economics and Management, 15, 755-773.
Stanton, W. S. (1994). Foundation of Marketing. (10th ed.). New York, McGraw- Hill.
Sychrova, L., 2012. Measuring the Effectiveness of Marketing Activities Use in Relation to Company Size. Acta Universitatis Agriculturae et Silviculturae Mendelianae Brunensis, 61(2), 493-500.
Thu, T. M. (2019). The Influences of Marketing Mix Elements on Consumer Purchase Intention of Cosmetic products. Yangon: Department of Commerce, University of Economics.
Warshaw, P. R. (1980). Buying a Gift: Product Price Moderation of Social Normative Influences on Gift Purchase Intentions. Personality and Social Psychology Bulletin, 6(1), 143-147.
Wells, J. D., Valacich, J. S., & Hess, T. J. (2011). What Signal Are You Sending? How Website Quality Influences Perceptions of Product Quality and Purchase Intentions. MIS Quarterly, 35. 373-396. 
Williams, T. G., & Slama, M. E. (1995). Market Mavens’ Purchase Decision Evaluation Criteria: Implications for Brand and Store Promotion Efforts. Journal of Consumer Marketing, 12(3), 4-21.
Wongleedee, K. (2015). Marketing Mix and Purchasing Behavior for Community Products at Traditional Markets. Procedia - Social and Behavioral Sciences, 197, 2080-2085. 
Yeung, R. M., & Yee, W. M. (2010). Chinese New Year Festival: Exploring consumer purchase intention at the flower market in Macau. International Journal of Hospitality Management 29(2), 291-296.
Younus, S., Rasheed, F., & Zia, A. (2015). Identifying the Factors Affecting Customer Purchase Intention. Global Journal of Management and Business Research: An Administration and Management, 15(2), 1-6.
Zodpey, S. (2004). Sample Size and Power Analysis in Medical Research. Indian Journal of Dermatology, Venereology and Leprology, 70(2).
Zwass, V. (1999). Structure and Macro-Level Impacts of Electronic Commerce: from Technological Infrastructure to Electronic Marketplaces. In Emerging Information Technologies: Improving Decisions, Cooperation, and Infrastructure (289-316). SAGE Publications, Inc.
		
1

36

APPENDIX - A		
Questionnaire for Impact of Marketing Mix on Purchase Intention: A Case Study of Seinyadanar Automatic Concrete Brick Factory, Yangon, Myanmar

Section A. Demographic Data
1. Gender 
	[image: ] Male 			[image: ] Female 
2. Marital Status 
	[image: ] Single			[image: ] Married 
3. Age (Years)
	[image: ] below 20			[image: ] 20-30 
	[image: ] 31-40			[image: ] 41-50 
	[image: ] above 50 
4. Education Background
	[image: ] Undergraduate	  	[image: ] Graduate 
	[image: ]  Post Graduate		[image: ] Master 
	[image: ]  Other…………………
5. What is your Job?
	[image: ] Company Employee  	[image: ] Government Staff 
	[image: ] Business Owner		[image: ]  Retired 
	[image: ]  Other…………………




[bookmark: _Hlk151420185]In sections B, Pls kindly respond to the questions provided. Evaluate the following statements by selecting the most suitable box for each question. Your ratings are crucial in understanding the effects being studied.
1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree
Product 
	No.
	Particular
	1
	2
	3
	4
	5

	1
	Seinyadanar Automatic Concrete Brick Factory produces variety of bricks. 
	
	
	
	
	

	2
	Seinyadanar Automatic Concrete Brick Factory offers high-class quality bricks. 
	
	
	
	
	

	3
	Seinyadanar Automatic Concrete Brick Factory makes customized brick size. 
	
	
	
	
	

	4
	Seinyadanar Automatic Concrete Brick Factory makes customized brick color. 
	
	
	
	
	

	5
	Seinyadanar Automatic Concrete Brick Factory gives free brick design ideas to m eet customer’s needs. 
	
	
	
	
	



     Price 
	No.
	Particular
	1
	2
	3
	4
	5

	1.
	I review the prices of brick before deciding on which brand to purchase.
	
	
	
	
	

	2
	Brick price of Seinyadanar Automatic Concrete Brick Factory is reasonable.
	
	
	
	
	

	3
	Brick price Seinyadanar Automatic Concrete Brick Factory is negotiable.
	
	
	
	
	

	4
	Brick price of Seinyadanar Automatic Concrete Brick Factory is cheaper than that of other factories. 
	
	
	
	
	

	5
	Brick price Seinyadanar Automatic Concrete Brick Factory is affordable.
	
	
	
	
	


Place
	No.
	Particular
	1
	2
	3
	4
	5

	1
	Seinyadanar Automatic Concrete Brick Factory has many wholesale outlets. 
	
	
	
	
	

	2.
	Outlets  are opened at accessible area for customers.
	
	
	
	
	

	3.
	Seinyadanar Automatic Concrete Brick Factory can deliver bricks all over the country. 
	
	
	
	
	

	4
	Delivery truck for bricks is easily available.
	
	
	
	
	

	5
	Customers can easily order bricks at online.
	
	
	
	
	


     
     Promotion 
	No.
	Particular
	1
	2
	3
	4
	5

	1
	Seinyadanar Automatic Concrete Brick Factory offers promotions through different medias.
	
	
	
	
	

	2
	Seinyadanar Automatic Concrete Brick Factory gives premiums (gifts or other offer products).
	
	
	
	
	

	3
	Presence of rich and well-designed product information on a dealer‟s website positively influences my preference of the brand.
	
	
	
	
	

	4
	Frequent social media promotions of Seinyadanar Automatic Concrete Brick Factory are attractive. 
	
	
	
	
	

	5
	Seinyadanar Automatic Concrete Brick Factory gives Bonus packs (extra quantity with regular 
price).
	
	
	
	
	


      




Customer Purchase Intention 
	No.
	Particular
	1
	2
	3
	4
	5

	1
	I prefer Seinyadanar Automatic Concrete Brick over any other birck brands.
	
	
	
	
	

	2
	I plan to purchase Seinyadanar Automatic Concrete Brick whenever I need bricks. 
	
	
	
	
	

	3
	I intend to continue buying bricks from Seinyadanar Automatic Concrete Brick factory. 
	
	
	
	
	

	4
	I intend to look for the new products of from Seinyadanar Automatic Concrete Brick factory.
	
	
	
	
	

	5
	I would strongly recommend others to buy Seinyadanar Automatic Concrete Brick
	
	
	
	
	








  

		












APPENDIX – B
SPSS OUTPUT

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.756a
	.571
	.562
	.25118
	.571
	64.941
	4
	195
	.000

	a. Predictors: (Constant), Promotion Mean, Place Mean, Product Mean, Price Mean



	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	16.389
	4
	4.097
	64.941
	.000b

	
	Residual
	12.303
	195
	.063
	
	

	
	Total
	28.691
	199
	
	
	

	a. Dependent Variable: Purchase Int Mean

	b. Predictors: (Constant), Promotion Mean, Place Mean, Product Mean, Price Mean

	
Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.739
	.187
	
	3.957
	.000

	
	Product Mean
	.124
	.045
	.154
	2.757
	.006

	
	Price Mean
	.217
	.059
	.237
	3.659
	.000

	
	Place Mean
	.092
	.033
	.148
	2.743
	.007

	
	Promotion Mean
	.371
	.054
	.416
	6.846
	.000

	a. Dependent Variable: Purchase Int Mean
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