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ABSTRACT

The objectives of this independent study were to study the factors influencing consumer
selection of housing contractors in Chiang Mai Province and problems of the services provided by
housing contractors.

The subjects of this research were 120 consumers from Chiang Mai Province. They were
divided into 6 areas including Muang District 48 consumers, San Sai District 18 CONSUMETS,
Mae Rim District 15 consumers, Sarapi District 14 consumers, Sankampaeng District 13
consumers and Hangdong District 12 consumers. The questionnaires were used for collecting data
by convenience sampling. The data was analyzed by using descriptive statistics such as
percentage, frequency and mean.

The study showed that the majority of the target groups were male, aged between 45-54
years, having a monthly income between 15,000 — 25,000 bath and having graduated with
a Bachelor Degree.

The service marketing mix factors which influenced the consumer in choosing a housing
contractor were listed in descending order of the weighted average level as follows: personnet
factors, process factors, product factors, physical evidence factors, price factors, place factors and

promotion factors.



The results of the study were as follow:

The consumer rated the importance of the product factors at average of high level. The
most important product factor was whether the housing contractors guaranteed the work and
services for repair the damage.

The consumer rated the importance of the price factors at average of high level. The most
important price factor was that the suitable pricing for the quality of construction materials.

The consumer rated the importance of the place factors at average of high level. The most
important place factor was that the housing contractor approached consumer directly.

The consumer rated the importance of the promotion factors at average of low level. The
most important promotion factor was having promotion activity for sale by offering discounts.

The consumer rated the importance of the personnel factors at average of high level. The
most important personnel factor was the experience and skill of worker.

The consumer rated the importance of the process factors at average of high level. The
most important process factor was having inspections and quality control with regard to strength of
structure, aesthetic and architectural durability.

The consumer rated the importance of the physical evidence factors at average of high
level. Equipments and machines were determined as the most importance physical eviden;.:e
factor.

The consumer rated the importance of the serious problems provided by housing
contractors at average of high level. The most serious problem was underestimated for

construction expenditures.



