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ABSTRACT

The objective of this independent study was to research factors influencing customers’
buying decisions in regards to J.C. Gardenville Housing project at Doi Saket district, Chiang Mai
province. Questionnaires were used to collect data from 130 residents of the J.C. Gardenville
Housing project. The data was subsequently analyzed using statistics, e.g. frequency, percentage
and means. Based on the results, the conclusions were as follows:

The study found that most respondents were 26-35 year-old males. They were self-
employed or ran their own businesses with average monthly incomes of THB 10,001-15,000 and
THB 20,001-30,000, respectively. Most respondents had a Bachelor’s degree, were married and
owned one-story detached houses on 50-60 square wah of land.

The study of respondents’ buying decision process showed that the most important
reasons for buying houses in a housing project were: internal stimulus-they wished to have their

own houses; and the external stimulus-they could choose desired locations and environments.



In information search, the respondents most needed information on locations of housing
projects. The most important information source for decisions to buy houses in a housing project
was to visit demonstration units on-site.

In evaluation of alternatives, respondents would compare information from many
housing projects before making a decision, and they took 3-6 months to make decisions.

The top 3 principles that respondents used to evaluate alternatives were housing project
location, selling price of each housing project, and housing project’s internal & external
environments, respectively.

In purchase decision and people influencing decision making, the influencers were
family members, e.g. parents, spouse, children, and relatives, but the people who had the most
influence on buying decisions were the respondents themselves.

In post-purchase behavior, in general, it was found that most respondents were satisfied
with the J.C. Gardenville housing project, and would recommend other people to buy J.C.
Gardenville housing projects in the future.

The 3 major problems that respondents experienced were construction guality, premature

deterioration, and after-sales guarantee policy, respectively,



