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ABSTRACT

The objective of this independent study was to study the marketing mix factors affecting
consumer’s decision to purchase a house in housiﬁg projects in Chiang Mai Province.

The study method used was collecting data from questionnaires distributed to 390 samples
in Mueang and peripheral districts. The data was statistically analyzed for summarization using
frequency, percentage, and average. The results of the study were as follows.

The majority of the respondents were female of 31-40 years old, with university education.
They were government or government enterprise employees, with earnings of 20-30 thousand baht
per month. Most of them were from Chiang Mai and lived here longer than 5 years. The houses
were single houses with 2 stories, with the area of 50-100 square meters on 101-150 square wah of
land. The price range of the house was 1.5-2.0 million baht, They had bought the house on

installment plan of more than 15 years. Most of them had no plan to purchase a new house, but in

case of those who did, they would take more than 5 years to decide.
The marketing mix factor affecting customer decision at the high level was product. The

following factors were ranked at the medium level, namely price, promotion, and place,

respectively.



The problems which the respondents found and which were ranked at the medium level

were price, place, product, and promotion, respectively.



