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ABSTRACT

The objective of this independent study was to study marketing mix factors that affected
customers in purchasing a house in a housing project on the third ring road in Chiang Mai. The
study was based on the concept of Service Marketing Mix which focused on 7 aspects, namely
product, price, place, promotion, people, process and physical evidence to create customers’
satisfaction.

The data for this study was collected from customers who had bought a house in a
registered medium-price-range housing project on the third ring road. The price per house was
not more than 3 millions baht. There were 26 housing projects. The sample size calculation
resulted in 384 samples, and 391 samples size had returned the questionnaire. The data was
analyzed using descriptive statistics, namely frequency, percentage and mean.

The results of the study showed that all the 7 aspects were ranked at the high level in the
following order: product,physical evidence, process, people, price, promotion and place. From
the study of customers’ buying behavior, it was found that most customers had never bought a
house before the one they currently owned. The style of the house was modern, built on 51-100
square wah of land. The price was 1.5-2 millions baht. They bought the house on installment
plan. The location was in San Sai District. The reason for buying was convenient location. They
obtained information about this housing project from friends/acquaintances. Their parents and

relatives were influential in their purchasing decision.



