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ABSTRACT

This independent study aimed at exploring customers satisfaction towards marketing mix
of Phufa Garden Home Housing Projects in Chiang Mai Province. Data collection was compiled
from the distribution of questionnaires to 200 customers of Phufa Garden Home Housing
Projects, Chiang Mai Province. The given data were then analyzed by applying descriptive
statistics composing of frequency, percentage, and mean.

Based upon the findings, most respondents were married female with age between 41 —
50 years old. They graduated with bachelor degrees. They were business owners. Their monthly
incomes were 50,001 — 60,000 baht. They obtained information about Phufa Garden Home
Housing Projects from the project promotional booth at department stores. The houses they
bought were their first houses. Their housing payments were done through bank mortgage loan.
The sizes of the houses they bought were 184 — 240 square meters. They had been living in Phufa
Garden Home Housing Projects for 1-4 years. The people who recommended Phufa Garden
Home Housing Projects to them were their family members. They had 3-5 residents in their
houses. The type of houses they bought was “Phu Come” type. The prices of the houses they
bought were 2,500,001 - 3,000,000 baht. The main reason they bought houses in Phufa Garden

Home Housing Projects was closeness to their work places.



According to the study, the marketing mix factors which customers had high satisfaction
with was Place while the marketing mix factors which customers had medium satisfaction with
were Product, Price and Promotion, respectively. The sub-factors that they ranked the highest
satisfaction with for each marketing mix factors were as follows. In term of Place, it was the good
Feng Shui house plan. In terms of Product, it was the quality of building materials. In terms of

Price, it was the price worthiness. In terms of Promotion, it was the cordiality and enthusiasm of

service staffs.



