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ABSTRACT

This study focused on marketing mix factors affecting customers towards
purchasing a house at The Urbana Housing Development Project. The data was gathered by
questionnaire distributed to 200 residents at The Urbana. The data was analyzed by descriptive
statistics which consisted of frequency, percentage and mean.

The demographic data showed that the majority of the subjects were female, 40-49
years old, and single. They graduated witha Bachelor’s degree. They were employees at private
companies and earned 20,001-50,000 Baht per month. They had lived at The Urbana for 1-3
years.

From the study of marketing mix factors affecting the buying decision at The
Urbana, it was found that the questionnaire respondents ranked all marketing mix factors at the
high level, in the following order: personnel, product, environment, price, management, and
place. However, marketing promotion was ranked at the medium level. The highest ranked sub-
factors for each category were as follows. For product, it was the reputation of the housing
project. For price, it was clear presentation of price range. For place, it was easy access. For
service process, it was the creditability of the buying process. For environment, it was the
pleasant environment. Marketing promotion was ranked at the medium level and the sub-factor
that was ranked the highest was advertisement and public relations in variety of media such as

billboards, radio, and television.



From the comparison of marketing mix factors which influenced buying decision of
a house at The Urbana, based on differences in sex and income using t-test at Confident Interval
of 95%, it was found that there was no significant difference in male and female customers
regarding all marketing mix factors at the statistic level of 0.05. When considering the sub-
factors, it was found that both groups showed difference in place (close to community) and
environment (office supplies were available). In other factors, the 2 groups did not showed
significant difference at the statistics level of 0.05. When considering difference in age, it was
found that customers below 40 and those above 40 showed no significant difference in all factors
at the statistic level of 0.05. When considering the sub-factors, it was found that both groups
showed difference in marketing promotion (public relations boots at events). In other factors, the
2 groups did not showed significant difference at the statistic level of 0.05. When comparing
income between the group which earned less than 50,000 baht and those who earned more than
50,000 baht, it was found that both groups showed difference in environment. In other factors, the
2 groups did not show significant difference at the statistic level of 0.05. When considering the
sub-factors, it was found that both groups showed difference in product (infrastructure of housing
project), personnel (staffs were attentive to customers), and environment (neat interior design and
cleanliness of the office). In other factors, the 2 groups did not show significant difference at the

statistic level of 0.05.



