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ABSTRACT

This independent study aimed at investigating marketing mix factors affecting
customers towards purchasing condominium in Mueang Chiang Mai District. Samples were
specified to 400 workers in Mueang Chiang Mai district who earned monthly income at the
minimum amount of 15,000 baht. Questionnaire was used as a tool to collect data; then, all data
obtained were analyzed by the descriptive statistics, consisting of frequency, percentage and
mean.

According to the studying results, most respondents were single female in ages
between 31-40 years old, worked as employee of private company and held Bachelor’s Degree.
Presently, they stayed with their couples: husband/wife, children and father/mother in the house
as owned by the family member. Their domicile of origin was Chiang Mai province. The
respondents averagely earned monthly income at the amount of not over than 15,000-20,000
Baht. 67.3% of respondents were interested in purchasing condominium in Mueang Chiang Mai
district.

The findings of the study on marketing mix factors affecting the purchases of
condominium in Mueang Chiang Mai district presented that the respondents interested in
purchasing condominium in Mueang Chiang Mai District. The factors affecting their purchasing

decision at the highest level were Physical Evidence and Presentation and People factors and the



factors affecting their purchasing decision at the high level were Process, Place, Promotion,
Product and Price, accordingly.

In Product factor, the sub-factors affecting the respondents at the highest level were
the form of its building, the decorative style and the building’s beauty.

In Price factor, the sub-factors affecting respondents’ purchasing decision at the
highest level were the reasonable price comparing to its quality and the arrangement of financial
institutes to facilitate customers.

In Place factor, the sub-factors affecting respondents’ purchasing decision at the
highest level were the convenient location of sale-office and the project location where situated in
the community area and nearby customers’ working places.

In Promotion factor, the sub-factors affecting respondents’ purchasing decision at
the highest level were the discounts and the privileges given to customers: 3% of discount or a
free air-conditioner for the first-10-room reservations, for example.

In People factor, the sub-factors affecting respondents’ purchasing decision at the
highest level were the reception, the service and the hospitality of salesperson.

In Physical evidence and presentation factor, the sub-factors affecting respondents’
purchasing decision at the highest level were the satisfied design of project plan, the allocation of
public space: a green zone and a playground zone, for example, and the well arrangement of
parking space with facilities and with clear signs.

In Process factor, the sub-factors affecting respondents’ purchasing decision at the

highest level was the repairing warranty within 1-year of transfer.



