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Abstract

The objectives of this research were to: (1) examine the levels of corporate image perception
and purchasing decisions regarding CPAC ready-mixed concrete in Surin Province, and (2) investigate
the influence of corporate image perception on purchasing decisions regarding CPAC ready-mixed
concrete in Surin Province. The sample consisted of 384 consumers and construction entrepreneurs in
Surin Province who had experience purchasing or using CPAC ready-mixed concrete. The research
instrument was a questionnaire. Data were analyzed using descriptive statistics, correlation analysis,
and multiple regression analysis.

The results revealed that the overall level of corporate image perception was high (X= 4.00,
S.D. = 0.70). Among the dimensions, employee image received the highest mean score, followed by
executive image and organizational culture image. The overall level of purchase decision regarding
CPAC ready-mixed concrete was at the highest level (X= 4.27, S.D. = 0.53). Most respondents reported
purchasing CPAC ready-mixed concrete consistently, despite its higher price compared with
competitors, and were willing to recommend the product to others.

The multiple regression analysis indicated that corporate image perception explained 50.71%
of the variance in purchase decision (Adjusted R2 = 0.5071). Employee image, facilities and equipment
image, organizational culture image, and social image had significant positive effects on purchase
decision. In contrast, operational image had a significant negative effect, whereas executive image,
product and service image, and organizational atmosphere image did not significantly influence
purchase decision. The findings provide practical implications for managers and ready-mixed concrete
businesses in developing corporate image strategies to strengthen customer confidence, enhance

purchase decisions, and improve long-term organizational competitiveness.
Keywords: Corporate Image Perception, Purchase Decision, CPAC Ready-Mixed Concrete
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a0 (Beta = 0.20186, p = 0.004) MWanwaUBIIMUFTTLBIANT (OCI) fisvswadauansensinauladontis
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Hdvd1Agyn1eaia (Beta = 0.66504, p = 0.001) uaznAINanwainIsdsan (SCI) ddnswadsuanaenisandula

Hogulitud1Ayn19ada (Beta = 0.14142, p = 0.024) JatiuayuausfgIui 2, 6, 7 uay 8 auddu

Tuvasinmdnualvedisnissiiuau (OP) fidninasonisinauladestelifddaynieadd udil
Arnaduau (Beta = -0.31633, p = 0.001) Felaiiduluaufiamsi dvualiluaundgiu Fsliadvayy
auNAgIudl 4 daunmdnvalves{uims (EX) mmdnwalvesdudiuazuinig (PS) uazandnuaives
UTTUINABIANT (OAI)lﬂwuﬁmﬁwaﬁiamsﬁmﬁﬂaeﬁyaaﬂwaﬁﬁ’aﬁwﬁ’@mmﬁﬁ flesnndidn p-value iy
0.113, 0.267 wag 0.172 AUaey %ﬂlﬂaﬁuauuamaﬁmﬁ 1,348 5

Mnmanleneiansndeuaunisonnesnvnalugazuuuauldsed

PCD = 1.52065 - 0.05130(EXI) + 0.17230(EMI) - 0.04231(PSI) - 0.21622(OPI) - 0.06810(0A) +
0.15193(FEl) + 0.60148(0C) + 0.11457(SCI)

dlefinnsaneduusyAnsuinsgiu (Beta) nuin amdnuaivesiamssauesdng (OC) favEnadens
dnauladeinniian (Beta = 0.66504) 0%aun léur nmdnuaivesismasuiunu (OP) Felidvinalufiens
au (Beta = -0.31633) ndnualveuns esileuazgunanidnineu (FEN) (Beta = 0.20186) nmanwaiues
WiiN3a1U (EMI) (Beta = 0.19166) waznmanuninedsay (SCI) (Beta = 0.14142) mua1diu

dsduazenusena

1) ms3uinndnualasAnsvas CPAC

HaN13398NUIN NguAl919ln155uT nnanyalesAnsves CPAC Tnesiuegluseduuin oy
andnualvomiinanuiaiedegegn sosaanfonmdnvaivesiuimsuar Tmusssnesdns azvioudnfuilan
FuinmanualoddnsanuAaINg SULUUNTUSURNMY LA TausTsuedAnIAIuA A UNERTMY HaRINaT?
@onAdaatu Chaikhuna and Klanklin (2020) finuinamdnuaiesdnsusznousevaneiin Tnsiane famsssu
WaAingsy Lazn13Aeanset8dAns LaraenAdediy Prungkiat et al. (2024) inuinawdnwaleadnseglu
sgavinnuazduiusiuaufisnelanazauasininfvegn nadinane1aaeiouingsnvneunInkaLLase
\Hugsheftiguilnalimmuddyiuamnmindetio imsgiumsviau wagUssaunsalildFuanesdng

2) maaduladonsuninnauIas CPAC

Kansidenuin nmsdndulatelnesauegluszduanniign Tneduilaaduuilindondnsusions
atiane uimAganiiguisiy uasndouuustmantusiligau asfeuinisdaduledolildfiansansian
Wigaegufien wilAsadesiununiw anutndede warUszaunsaiannisliudndust nafinanaenndos
U Jantana et al. (2022) Ainuinsdaduladotageatadedosiunsusaiumadenuazauiionela
n¥an134 uaraonndastu Ramadhan et al. (2022) finvirnmdnwainsduduazsedidninasons
dnaulatonandusiyudiung vonand Putra et al. (2024) wuih msfeasuuuiinsetin Tavswaeehed
tHoddnyenisinaulatondnsnsineuninnamaia lasiomeluuiuniiguilnadesfinnsandeyauazaa
idefievesflsiuimaneusadulate

3) Budnavasnsuinmanuaiosdnsranisindulade

KaMsTATIsiNUT1 nsfuinmdnuaiasdngti 8 fuaansnsamiueiuteauilTUIuTeINTg
faulatoldsosas 50.71 uavkuusraesiifudfymeadn avvouliiiuin amdnvalesdnsinesiuiiunum
sensinaulade nadndndenadesiu Chuentheerawong et al. (2018) finun amdnwalvesdudnUans
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.EL :

Naﬁfamwmﬁﬂ%%mmqﬂﬁw waz Wongwichit et al. (2024) finusn amdnuaivesduduanaielng il
aruduiusuasiiaviwadensindulatevesiuslan ogslsfiou WoRasandunefununaiiuandei
il

sunfgnudl 1 amdnuaivesfuimslinudviwasonisindulate Feldatuayuauusui 1 019
desngeduffuiustuntnaume dndhiivszainnu dmns wasdmihidadannniiuimsTaenss
ylinmdnuaivesguimsenadivnumdenmdnuallnesi uildaunsadeulssiunsinduladeldlngnss
wadananaenndesfulnAniiiamdnyalesdnsiinanuansesduszneunazyszaunsaiiguilaniuian
B3ANT

anuRguil 2 nmdnsalvesninnuisninadsuandenisdadulaie Tsatuayuanufigiui 2
desnninnufugnduialasnsssiesdnsiuiuilang fanslideya fuddside Ussanuau wasudla
P Anud arwgnw wazauiuingeuveantnauiatisaismnuiulauaranaundeddunside wa
fanaaonadoslulduuiAndu Damsuk et al. (2022) inudinisiuinmdnualuazaunmnisuinagd
dvdnarennudeshilunsinduladenltaudesasudiionns uas Limwattana et al. (2020) finuinnissud
andnsaluazgaunmmsuinsiinadsuindenudnfvesinveadier v uwiFulsnueeanisinm
Fananuandsnnsdnauladelnenss uinanisinunasieuldiiufaunumvesnmdnualuasamninns
Uinslunsaiannuidesiuuagnginssuvesiuslng

auNAgIuil 3 amdnualvesduduaruinslinudvinarenisdadulade elsianfuayuanAgiud
3 p1aiflosInAmAMLARINATE YRS CPAC uAwiduilnasuiuasaaniseguda Fdliadanrmunnsag
dismadefinnsansiufunmdnvaldudu nafnaniunneieein Wongwichit et al. (2024) wag Nantah
(2023) Bswuihnmdnwalimuduiusuiefvswaronisindulate vl armuandisomanisfinuens
Aertestuuiunesman dnvardud wardnvuzvesjuilnaiiunnsistu lnfdensuninnauiaiaea
fnsantadesumsduiuanu msliuins uazmnuidefiovesiliuinsaugiugnnwuendnsiasi

auuRguil 4 awdnuaivesimsiidunuidvinaremsdnaulatoosnaiifuddmeadn udidu
fiansau Fellafuayuauufgiud 4 nafsnanenmazieudnunzvestansznuuuuiiuds (Suppression) Wi
Arwduius szl sdastlukuusians egrlsfinu mndeyanisideadeldiliannndusunaln
fananldlasase Fanrsinumaisaulugiuzadulssans meldnsmunudud sdassdudy wageasil
nsfnwiAieeS ARV INARINGT)

aunAgnudl 5 ndnualvesussenmassdnslinudviwarendinaulatie Seliatuayuauufgiui
5 naiflosrinmstensuninnauiasalillddusy funmsduiaanuussnounislaenss fuilaaansnsafiasoninu
wiinuIevIeteaedy warlvimudAgAuANAIN N1TTRET LAZAUNTIRBLIAININNTY HARINE
UANFNS9IN Prungkiat et al. (2024) Feo19aevioum NLANARsENvAILTIR AL FULUUNSTIENS

auuAgudl 6 mwa"ﬂmﬁsuaam?'aaﬁaLLaz’qUﬂsaia?wﬁmmﬁSwﬁwa@ﬂmﬂoﬁamiﬁmﬁuh% oR
avfuayuanuAgIud 6 azvieuitnrumiouvesedesile gunsal sruuMsHAR wagninenslunsdduny
Fagaiuanuiilaiesdnsiidnenwlunsudanasdndsldnuunigiu wadananaenadesludauafaiy
Limwattana et al. (2020) flagviournuddyesnmdnualuazannmnisuimssengAnssuvesgiuuing
uaw Jantana et al. (2022) fimuidnunevesduduazuiunnistotanneadaiianuduiusfunseuiuns
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