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The purpose of this research were to study marketing factors in customer
perspectives toward prefabricated structures namely pre-engineered steel buildings
(PEB) and to analyze level of decision to use the services PEB. This study used a
quantitative research method in the form of survey research by using a questionnaire
as a tool. The data were collected from the target population of 100 people who used
PEB and new customers who expected to use PEB. Descriptive statistics such as
percentage, mean and standard deviation were used to analyze the data.

The results indicated the importance of marketing factors in customer views

on prefabricated structures namely PEB using the 4C's of marketing. The overall
mean values was quite high ( X = 5.47).When considering factors by importance in
descending order, convenience was found at the highest level ( X = 5.67), followed
by consumer value ( X = 5.66), cost ( X = 5.50), and communication ( X = 5.08). If
the research results were used in a marketing strategy or service plan, it should focus
on the convenience of using the service because it is the most important for the

customer and affects the decision to use the service.
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