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The purpose of this study was to classify the consumers of second homes in
green areas by demographic factors and buying reasons. Khaoyai, Thailand, was used
as the location for the case study. The results can help developers to understand
consumer profiles and their buying reasons, which are associated with their marketing
mix. This is in order to meet the needs of the target group, and also adjust marketing
strategies to meet the modern day consumer needs. A questionnaire was used as the
instrument to collect data from a sample of 385 second home consumers in the
Khaoyai area. The questionnaire included a 4P marketing mix: product, price, place,
and promotion, in order to measure consumer needs. The top ranked buying reason to
have a second home was to use it as a weekend home, followed by its being a future
place to live. The important levels of marketing mix rankings, respectively, are factors
of: 1) promotion of after sales warranty, 2) product in surrounding the location of the
second home, 3) price is a suitable price, in accordance to the surroundings and
location, and 4) place that sales agent has a good reputation. These results are true,
whether the purchaser chooses a villa, condominium, or both. Moreover, the study can
separate consumers into 3 segments, and each segment of consumers has its own
characteristics. Named by each cluster are valuable choice, product in my choice
concerned, and being rare to buy. Finally, overall, there are five recommendations;
select the best location, hire efficient architect and excellent sales person, have to have
after sales warranty for consumers, and set reasonable price. However, consumers in
each cluster are different, so an entrepreneur has to select the target group first and

produce the second home that matches the needs of them.
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Consumer segmentation

Green area

Second home

GLOSSARY

The act of separating a group of customers into sets
of similar individuals that are related from a
marketing or demographic perspective. For example,
a business that practices customer segmentation
might group its current or potential customers
according to their gender, buying tendencies, age
group, and special interests.

A green area is an area among forest and mountain or
somewhere that has plants and grass and is mostly
green because most nature plants are green.

A second home is defined as a house which someone

owns, but only lives in for short periods of time



CHAPTER |

INTRODUCTION

Statement of the Problem

In previous times, only the royal family or millionaires had a second home,
but nowadays this is not so. Normal earners can also have a second home. A second
home is defined as a house that someone owns, but only lives in for short periods of
time. Examples of second homes is include a holiday home, a house where someone
works from away from the main household, but not used as a daily home. The location
of a second home partly depends on buying reasons, whereby consumers may buy a
second home to live in, when working away from home, because it is near their
workplace, or it is simply a weekend house in a nature area. For nature areas,
seashores and green areas are the most important factors concerning consumer interest.
However, in order to succeed in the second home market, developers need to not only

know which location is the most popular, but also what satisfies the consumer.

Nowadays, in Thailand, the demand for second homes has increased steadily,
especially since 2011. One reason for this is a result of the vast floods at the end of
that year. People became aware of the need for a second home, as a place to stay when
unable to live in the first home. To go to flood shelters, centers, or agencies is
inconvenient and lacks privacy, and to go to a relative’s home brings similar problems.
To rent a condominium can be an alternative choice, but rental costs are very high. For
those reasons, the number of people who have begun to look for a second home has
increased, in order to have a place to stay in times of trouble. Another reason is
turbulence in towns. People who have purchasing power began to look for a second
home that can be simply used as a place for families to relax. Moreover, the current
growth of the rural economy has steadily increased. Shopping centers and facilities are
another incentive for people to buy a second home upcountry. In addition, some people
think about long-term investments, such as buying a home to let, or for future sale at

profit.



From the research of Plus Property Company Limited (2012), the demand for
second homes in scenic towns is increasing rapidly. People with purchasing power in
the middle classes have begun to look for real estate in various provinces, and
provinces that are popular for travel are the first that people are usually interested in.
Consumers pay particular attention to areas such as Pattaya, Hua Hin, Phuket, Khaoyai
and Chiang Mai, as these are considered to be the five main areas that consumers
desire. Therefore, demand for fresh air areas in the places above are compelling
developers to increase supply to those markets. Furthermore, as aforementioned, the
event of flooding in late 2011 is the main reason that consumers have begun to focus
upon shelter outside of town. For this reason, real estate in areas near Bangkok has
become the main target of migration, not only because of the fresh air, but also
because of the continued growth of shopping centers and available transportation. All

of these reasons have encouraged areas not far from Bangkok to attract more interest.

From research in 2012 (Plus Property Company Limited), Khaoyai has
become the first choice of the five areas, according to Thai people, in which to have a
second home. The price of land in these areas has increased by approximately 20%,
and continually increases. With regards to Khaoyai, this rate has increased in leaps and
bounds over the last 2-3 years. Nowadays, consumer demand for second homes in
Khaoyai is very high indeed. However, increased supply by developers has been
continuous, although the demands of consumers are still somewhat limited.
Competition between developers is also very high, and this may lead to oversupplying

the market.

To succeed in business, developers must understand consumer needs.
Therefore, the researcher is interested in studying the needs of consumers by using
marketing mixes, in order to produce the information necessary to support investor
decisions, in addition to the preparation of strategic plans, marketing plans and

construction plans for further development projects.



Objectives

1. To study consumer reasons for buying a second home in a green area.

2. To study importance levels of marketing mix that affect buying a second

home in a green area.

3. To separate second home consumer segments in green areas by using

marketing mix.

4. To study the relationship between demographic factors, buying reasons,

and the level of marketing mix in each segment.

Hypotheses

Hypothesis 1: Each demographic factor has a relationship with the kind of

second home that consumers are interested in.

Hypothesis 2: Each demographic factor has a relationship with cluster number

that consumer are placed.

Hypothesis 3: Each buying reason has a relationship with the cluster number

that consumers are placed into.

Hypothesis 4: The kind of second home has a relationship with the cluster

number that consumers are placed into.

Scope of the Study

This research study is about second homes in the Khaoyai area. Khaoyai mean
"large mountain™ in Thai language, and usually refers to an area in the Sankamphaeng

mountain range, which is in Nakhon Ratchasima Province, Thailand.



The property market in the Khaoyai area can be separated into three areas,
which are along Thanarat Road (central area), Pansuk-Kudkhla Road (western area),
and Khaoyai-Wang Nam Khiao Road (eastern area). (NEXUS, 2013)

A% » ’\-}’;:‘;\a' Park

Figure 1 Map of three areas in Khaoyai, Thailand

Source: Colliers International (2012: 17)

In this research, the researcher focused on every area that is mentioned above.
Second homes in this research study include only condominiums and housing
developments, but do not include people buying a plot of land and building their house

on it.

Research Contribution

1. Entrepreneurs can use the research result on marketing mix to design project

and marketing strategies in order to meet modern consumer needs.

2. Entrepreneurs can see the gap in the market in which they can find

opportunity.



3. Sales personnel can use the research result to understand consumers more
clearly, and adapt it with their presentation in order to understand the most important

factors, from a consumer’s view point.



CHAPTER Il

REVIEW OF LITERATURE

Property Market in Khaoyai

To analyze property market in Khaoyali, it can separate to three areas that are
mentioned before. Price of each zone is different. The most popular zone is along
Thanarat Road that is the major route in Khaoyai’s property zone. The range of land
prices are between 8-12 million baht per rai increase from less than 1 million baht per
rai before 2005. The second one, Khudkhla-Phansuk Road, land prices are 4-5 million
baht per rai and the price increase more than 30% every year. For Route to Wang Nam
Khiao, land prices are around 2-3 million baht per rai. (NEXUS, 2013)

The property projects in Khaoyai grow more than 50 projects continuously. In
addition, until now number of condominium units is equal to 2,483 units, and equal to
1,879 units for single house. It can see from below charts how property projects in
Khaoyai grow up. (NEXUS, 2013)

New project launches

15
10
5 I I
<2010 2010 2011 2012 2013 as of March
= New condominium launches New single house launches

Figure 2 Chart of new project launches



It has many reasons that make Khaoyai is very popular. The main reason is
Khaoyai is not far away from Bangkok. People can spend only 2 hour or less from
Bangkok that is only 150 kilometers from Rangsit. Moreover, in the future, when the
motorway no. 6 between Bang Pa-in and Nakhon Ratchasima is finished, travel is
more convenient. People can down from motorway at K.M. 4 that is in Pak Chong
area. This motorway will finish in year 2016. In addition, in the nearly future will has
high speed train from Bangkok to Nakhon Ratchasima that one of six stops will be in
Pak Chong as well. The next reason is Khaoyai has really fresh air that cannot find
easily in Thailand and also in the world. Khaoyai has been ranked as the location
where the ozone is ranked seventh in the world by UNESCO World Heritage Site in
2005. In the summer, the average temperature is only 25 degrees Celsius, while winter
temperatures can drop to 10 degrees Celsius and the average annual temperature all
year is 23 degrees Celsius (NEXUS, 2013). In addition, Khaoyai is also a place where
people are sure that will not have flood. Moreover, there are many facilities such as
golf courses nine centers, hospitals, restaurants and entertainment. Big property
developers such as Sansiri, Magnolia, Kirimaya purchased the land and opened
residential projects; whether it is a condominium or housing, and the individual also

improved their land as well.

Segmentation, Targeting and Positioning Process

Segmentation, Targeting and Positioning (STP) is one of most important step
of marketing process. STP refers to the three activities that should be undertaken.
(Baines et al., 2008) The right STP can help an organization formulate an effective
marketing strategy. In the same time, a wrong STP also cause of the improper
marketing strategy for the organization. These three activities will be discussed in

below.

Segmentation is breaking the mass of customers into groups which have
similar sets of needs and wants. It is important for organization because enables the
organization to be more focus in allocating its resources. By separating the market into

segments, the organization will obtain a clear outlook in determining which segment



will be served, viewing the map of competition, and determining the current market

position of the organization (Kotler et al.,2003)

In detail, according to Kotler (2003) market segments can be defined in many
different ways, such as geographic, demographic, psychographic, and behavioral

segmentation

To segment the market, an organization necessary to consider the effectiveness
of the segmentation. Requirements of an effective segmentation (Kotler, 2003) are

measurable, substantial, accessible, differentiable, and actionable.

Measurable means the market segment should help the organization in
measuring the potential market, buying power of consumer, and the resources

allocation of organization.

Substantial means the market segment should be large and profitable to be

served.

Accessible means the market segment should be serviceable and reachable.

Differentiable means the market segment has to be exactly distinguishable.

Actionable means the market segment should be accessible and serviceable

with the existing resources of organization.

In detail, according to Kotler (2003) market segments can be defined in many
different ways, such as geographic, demographic, psychographic, and behavioral

segmentation

Targeting is choosing the segment or segments that are most attractive for the
organization and the organization would like to market to. After the segmentation

process, the organization should evaluate those segments in order to decide which



segment will be the target (Kotler, 2003). Baines et al. (2008) pointed the several
factors to select the appropriate target market, such as: market growth; segment
profitability; segment size; competitive intensity within the segment; the cyclical

nature of the industry (i.e. the seasonality of the industry).

Positioning is the third phase of the STP process (Baines et al., 2008).
Positioning is the act of designing the organization’s offering and image to occupy a

distinctive place in the mind of the target market (Kotler, 2003).

Marketing Mix

Marketing mix is one of the key factors to success in the market. Marketing
mix has two types; 4Ps for product and 7Ps for service. In this case, it will use
marketing mix to analyze about house that is product. Therefore, this project use 4Ps
to analyze that consists of product, price, place and promotion (The chartered institute
of marketing, 2009).

Product means what a company going to produce. In case of condominium and
housing development, consumer will focus on many things that are location
(Rakwong, 1997; Suksin, 2008), surrounding, notability and reliability of developer,
facilities (Rakwong; Kunlok, 2012; Suksin), utility space, convenient to travel
(Kunlok; Suksin), quality of raw material (Chedsadawarangkul, Wareewanich&
Saranrom, 2009; Kunlok; Suksin), design (Rakwong; Chedsadawarangkul,
Wareewanich& Saranrom; Kunlok; Suksin), have improvement and developing
continuously, can be expansion(Kunlok), strength and durability of structure, several
type of house or condominium to choose, parking lots(Suksin), and kind of second
home. The developer has to find out what consumers want or need, and produce the

right things for them. The perfect products have to provide the value to customer.

Price means how much it is going to charge. Consumer will compare between
price and value. That mean consumer will compare housing price with everything that

is component of condominium or housing development that they interested in. In this



position price is not only housing price but also can separate to be cheap, low interest
rate(Rakwong), cash discount(Rakwong; Kunlok), suitable deposits for electricity
meter, water meter and other utility services, and term of payment(Kunlok). Moreover,
for most consumers, products do not necessary to cheapest but have to have value
more than price in consumer point of view or product has to have reasonable price

(Chedsadawarangkul, Wareewanich& Saranrom; Kunlok).

Place means how it is going to deliver its products or services to the customer
or where consumers can buy products or services. The developer must consider both
location and channel. In case of house, channel includes not only estate agent office,
but also includes booth (Kunlok) in event or shopping mall that use for present the
project and contact with consumer. In many case, consumers would not like to waste
their time to go to site, so they can reserve condominium or housing development in
this booth. Location mean where developers locate the channel to sell their
condominium or housing development. Some developer has only estate agent office at
project site, but others have estate agent office in Bangkok also. Moreover, some
developers locate their booth in event or shopping mall to increase convenient for their

consumer.

Promotion means how is going to tell its customers about its products and
services. It is the way of company to communicate with its consumers. It can be
insurance, compete for prize or reward (Kunlok), advertising, special offer, and also

include sell person in both estate agent office and booth (Rakwong; Kunlok).

All of above factors are very significant because they are the key of success.
However, important of each factor is not equal and it also depends on many things
such as demographic information and also purchasing decision of each consumer.

Clustering Analysis

Cluster analysis is a term that refers to group of techniques for grouping

respondents based on similarity between each other. Each technique is different. It has



specific properties which typically lead to different segmentation solutions. Therefore,

it is very important to select the algorithm carefully.

There are two interesting types of algorithms that are agglomerative
hierarchical clustering and partitioning clustering. Each type of algorithms has many
methods. Agglomerative hierarchical clustering has 7 methods that are single linkage,
complete linkage, average linkage, nearest centroid sorting, ward, not stated and
multiple methods. Partitioning clustering has 5 methods that are k-means, not stated,
RELOC, Cooper-Lewis and neural networks methods. However, the popular methods
that are used frequently are only k-means if the researchers choose partitioning
techniques and Ward’s if hierarchical clustering is used. Both of them are popular

equally with almost equal usage proportions (Dolnicar, 2003).

K-means clustering is the method that simplicity and speed. Moreover, it is
more appropriate for large datasets that are common in marketing, and it is also less
sensitive to some consumers who are extremely different from others or outliers
(Darden Business Publishing, 2007). On the other hand, hierarchical procedures might
not be suitable for large data sets according to the high number of distance

computations needed in every single step of merging (Dolnicar, 2003).

Related Research

Rakwong (1997) studied about buying behavior for second house in Chiang
Mai province. Second house market in Chiang Mai is very popular at that time.
Consumers need increase continuously. The research show the buying reason of
consumer that are for weekend house, for living in the future, for living of family
member or relatives, for speculation, for rental, for receive guests, for stay when
working at Khaoyai, and for represent social status. Buying reason that got highest
percentage is buying for living of family members or relatives (40.4%) followed by for
living in the future (29.4%), for weekend house (8.3%), and for rental (7.3%).



This research also refers to S-R Theory that is a theory about stimulus and
response. One type of stimulus is marketing stimulus and marketing mix is one part of
it. Marketing mix is very important toward consumer decision. Product got highest
average value (4.31) followed by price (3.54), promotion (3.34) and place (3.1)
respectively. Moreover, economy, investment, and technology of housing can affect to
purchasing decision towards second house of customers as well. However, from the

result, others stimulus are less important than marketing stimulus.

Chedsadawarangkul, Wareewanich, and Saranrom (2010) studied about factors
which affected the decision process making to buy townhouses of Wangthong group
(public) company limited. They suggested that only age, highest education, and
occupation are effect to decision process making, while gender, status, average
income, and number of family member are not effect. In addition, when they focus on
marketing mix, all of 7Ps are important. The most important marketing mix is product
(3.89). The second one is price (3.85) and the third one is place (3.85). Promotion
(3.12) is the last priority.

The research on behavior and marketing mix factors affecting consumer to buy
housing estate in Thawi Watthana, Bangkok is also suggest that every P in marketing
mix are important and effect to consumer decision making (Kunlok, 2012). In detail,
the point that consumer focus on are reasonable price, insurance and after sell service,
and also convenient of fixing after sell and willing to give consulting and helping of
sell persons to their consumer. All of these got highest level of marketing mix. In this

case, researcher used 7Ps to analyze product.

Suksin (2008) did research on the factors affecting consumers buying select
behavior for condominium in Bangkok and referred that as follow: age, gender, status,
highest education, occupation, annual income, number of family member, all are effect
to buying select behavior of consumer. Moreover, all 4Ps are very important as well
and place (4.53) is ranked number one. In deep detail, for product, the most significant
point is damage insurance after sell (4.64). For price, fitting between prices and

surrounding, and location (4.7) is ranked number one. For place, consumer focus the



house that near transportation (4.74). For promotion, the highest one is giving special
discount (4.41).

Tsan-Wen (2001) studied about factors influencing the purchasing decisions of
urban house buyers in Hong Kong, China, and Taiwan. The research suggest about
significant of product, price, promotion, location, hedonic, physiological, intuitional
and socialization. When focus on only marketing mix, in China, the most important
factor is product (3.85). Follow by price (3.23), place (2.98); in this research mean
location, and promotion (2.67). In Hong Kong, product (4.01) also the most important.
Follow by price (3.98), place (3.42), and promotion (2.60) as well. In Taiwan, the
result is so similar. Product (4.26) is ranked number one and also follow by price
(4.02), place (3.50), and promotion (2.80).

Conceptual Framework

Independent Variable Dependent Variable

Demographic Information
Gender

Age

Highest education
Annual income

Occupation
Status Marketing mix

¢ Product
Price

¢ Place

*  Promotion

Number of family member

v

Buying reasons

* For speculation

For weekend house
Follow trend
Represent social status
For living of family
member or relatives
For receive guests

For living in the future
For rental

For stay when working
at Khaoyai

Figure 3 Conceptual framework



CHAPTER 11

METHODOLOGY

Population and Sample

The purpose of this research was to classify the consumer of second home in
green area by demographic factor and buying reason. Khaoyai, Thailand is used as a
case study. The population will be used is consumers who already bought (not include
who choose both for kind of second home) or who are intending to buy second home
in Khaoyai area (for every kind of second home) that cannot identified the exact
number. Therefore, to find the sample size have to calculate by using W.G. Cochran's

formula that is

Where n = Sample size,
Z = Z statistic for a level of confidence
The Z-values for confidence levels are:

1.645 = 90 percent confidence level
1.96 = 95 percent confidence level
2.576 =99 percent confidence level

In this case use confidence level = 95%, so Z = 1.96,

P = Expected prevalence or proportion, and

d = Precision (In this case, precision is 5%, then d = 0.05)

_ 0.5(1-0.5)1.96%
0.052

=384.16 ~n =385

The type of sampling in this research is convenience sampling. The researcher
used to way to distribute the questionnaire. Firstly, 90 percent of questionnaire, the

researcher requested permission from Kasetsart University to owner of some real
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estate project in Khaoyai area in order to give the questionnaires to their consumers
and also give the questionnaires to general people who interested to buy second home
in Khaoyai area by using person judgment to classify. Secondly, 10 percent of
questionnaire, the researcher created the online questionnaire at www.surveycan.com
and distributed it on web board that talk about real estate as well as post it on
Facebook page. The duration was approximately 3 weeks from last week of December,
2013 to middle of January, 2014.

Tool for Data Collection

In this research will use questionnaires to collect data from sample group and
also do depth interview with some developers to know more information from their

perspective. The questionnaires consist of four parts.

First of all, research reviewed the information from related research in order to
be guideline for building the questionnaire. After that, the researcher designed the
questionnaire that consist 4 parts and all questions in the questionnaire are close-ended
questions. Moreover, all of questions translated into Thai language in order to easier

for respondents to answer the questions.

Part 1: Questions in this part are about demographics information from
respondents that are gender, age, degree, family income, occupation, status, and family
member. There are 7 multiple choice questions that respondents can choose only one

answer. Each question has level of measurement as follows:

Table 1 Level of measurement for each variables in first part.

Variables Level of measurement
Gender Nominal Scale
Age Ordinal Scale
Education Ordinal Scale

Family income Ordinal Scale
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Table 1 (Continued)

Variables Level of measurement
Occupation Nominal Scale
Status Nominal Scale
Family member Ordinal Scale

Part 2: Questions in this part are about general information about second home
and buying reason. There are 4 questions that are about kind of second home, budget,

amounts of room, and buying reason of respondents.

Part 3: Questions in this part are about the marketing mix consists of product,
price, place, and promotion toward a second home in Khaoyai area. The level of
marketing mix measure by Likert Scale based on a five-point scale instead of seven-
point scale because there are a lot of questions in this questionnaire and respondents
might be annoyed for rating on too many question. The standard of giving point are

shown in below.

Point Level of point
5 Very important
4 Important
3 Moderately
2 Less important
1 Very less important

After correct the data and analyze by frequency, the researcher use the average
of each factor in order to indicate consumer needs. Average is the sum of all data

divide by the number of data. After that the researcher interpret the data as follows:
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Table 2 An interpretation of likert scale

The average between Interpretation of respondents’ opinion
4.21-5.00 Very important
3.41-4.20 Important
2.61-3.40 Moderately
1.81-2.60 Less important
1.00-1.80 Very less important

Part 4: The last part of this questionnaire is about detail information about
interesting second home in order to know in detail about each consumer needs in

order to know more in detail what is consumer needs exactly.

Testing Tool used in Research

According to previous section, the tool that is used in this research is
questionnaire and the good questionnaire have to be validate and reliable measure.
Therefore, the researcher test validity and reliability of questionnaire by using the ways

follow as:

I. Validity

To make questionnaire to be valid, the researcher presented the questionnaire
to advisor in order to consider the accuracy of substance and also structure of

questionnaire. Both of them have to relate with objective of this research.

I1. Reliability

In order to reliability of questionnaire, the research distributed 30 copies of
questionnaire firstly called pre-test. The pre-test questionnaires are distributed to the
group of consumers that have same characteristic with the real population. After that
test reliability by Cronbach’s Alpha in second part of questionnaire. In this part all

questions about marketing mix (4Ps) are displayed in the likert scale base on a five
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point scale. The result of Cronbach’s Alpha by statistical package for social sciences
was 0.883. N of items = 29 are the total of P questions about detail of each P. The
Cronbach’s alpha = 0.883 that means all questions are acceptable level of reliability.
Moreover, the researcher also asked respondents randomly about personal opinion
toward questionnaire and suitability of questionnaire in order to adjust with real

questionnaire.

Data Collection

Throughout this research, the researcher use two different types of data sources

that are primary and secondary sources of data.

This research started with the secondary data as literatures in consumer
segmentation, marketing mix, and property market in Khaoyai that already mentioned
in chapter 2. The secondary data be used in this research is consisted of books,
magazines, electronic database and the internet website including Thai website from

reliable sources to acquire relevant information in our research.

After searching the secondary data, the next step is primary data that consist of
questionnaire and interviewing from sale office personnel, owners, and consumers. To
distributed 385 questionnaire, the researcher distribute them two ways; online 44

copies or accounted for 11.4% and direct to respondents for others.

For online questionnaires, the researcher created the questionnaire on website
www.surveycan.com and posted it on real estate website in order to guarantee that the
respondent who answer the questionnaire are real consumer of second home in

Khaoyai area.

For direct questionnaires, the researcher distributed them to consumer in many
sale office in Khaoyai area that are Sandao Khaoyai, Bonanza Vintage, The Pluris
Khaoyai, Baan Tiewkhao, and Zen Next. And also distributed them beside real estate

booth in Palio that is the famous tourist attraction in Khaoyai and in restaurant that has



19

a lot of consumer who already brought second home in this area. In detail, you can see

in table 3.

Table 3 Detailed information about data collection

Date (DD/MM/YY)

Number of
questionnaire

Direct questionnaires

Sandao Khaoyai 27,28,31 December 2013 and 1,3,5,7,8,10 94
January 2014
BonanzafVintagt 29 December 2013 and 34
1 January 2014
The Pluris Khaoyai 2,4,9 January 2014 36
Baan Tiewkhao 26,29 December 2013 18
Zen Next 30 December 2013 and 7
5 January 2014
. 28 December 2013 and 77
Real estate booth at Palio 411 January 2014
27,29,31 December 2013 and 1,2,10 34
restaurant
January 2014
. : : 27 December 2013 to 41
Neighbor in Khaoyai 15 January 2014
Total of direct questionnaires 341
Online questionnaires
wraw.pariiigom 27 December 2013 to 8
15 January 2014
www.facebook com 27 December 2013 to 12
15 January 2014
www.thinkofliving.com 27 {DcESmber 201870 !
15 January 2014
WWW_SUrveycan.com 27 December 2013 to 13
15 January 2014
www.ilovecondo.net 27 December 2013 to 4
15 January 2014
Total of online questionnaires 44
Total 385
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Data Analysis

For data analyzing purpose, after collect data from 385 respondents, both of
Descriptive statistics and Interferential statistic will be used to analyze data. For
descriptive statistics, researcher will use frequency, percentage, mean and standard
deviation to analyze each element. For interferential statistic, researcher will use Chi-
square and K-Means Cluster Analysis to analyze each hypothesis and find the

relationship between each variable.

From the aforementioned, K-Means Cluster Analysis is one of all technique
that is used to analyze in this research. This technique is used to separate group of
consumer to be clusters. In order to find how many clusters is the best for this
situation, the researcher separate consumers to be 2, 3, 4, 5 and 6 clusters and adjust

which one is the most suitable for analysis.



CHAPTER IV

RESULT AND DISCUSSION

The purpose of this study was to classify the consumer of second home in
green area by demographic factor and buying reason. In order to get the result, the
researcher distributed 385 copies of questionnaire to 385 consumers who already
bought or who are intending to buy second home in Khaoyai area. To present the result

of data and discuss about it, the researcher separate information to 5 parts as follows:

Part 1: The first part is about general information of respondent that consist
information about gender, age, education, family income, occupation, status and

number of family member.

Part 2: The second part is the analyzing of buying reasons.

Part 3: The third part is the analyzing of marketing mix (4Ps) that consists
product, price, place and promotion. This part also clarify in detail of each P for each
kind of second home and compare result of marketing mix in this research with other

related researches.

Part 4: The fourth part defined each segment or group of consumer that has its

own characteristic and needs.

Part 5: The fifth part consist other information that useful for the entrepreneur

in order to know more about their consumer needs.



General Information about the Consumers

Table 4 Demographic factors of respondents
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Demographic Factors Numbers Percentage
Gender
Male 235 61.0
Female 150 39.0
Age
20-30 years old 97 25.2
31-40 years old 91 23.6
41-50 years old 104 27.0
51-60 years old 70 18.2
More than 60 23 6.0
Education
Lower than bachelor 21 54
Bachelor 210 54.6
Master 146 37.9
More than master 8 2.1
Family income
Less than or equal 50,000 Baht 72 18.7
50,001-80,000 Baht 68 17.7
80,001-100,000 Baht 48 125
100,001-200,000 Baht 66 17.1
200,001-500,000 Baht 70 18.2
More than 500,000 Baht 61 15.8
Occupation
Government officer/State owned enterprise 39 10.1
Private company employee 137 35.6
Small business owner 59 15.3
Medium business owner 53 13.8
Large business owner 18 4.7



Table 4 (Continued)
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Demographic Factors Numbers Percentage

Occupation (Continued)

Freelance 43 11.2

Nonworking 16 4.2

Investor 8 2.1

Profession 12 3.1
Status

Single 147 38.2

Married/Stay together 233 60.5

Divorce/Separated 5 1.3
Family members

1-3 persons 160 41.6

4-6 persons 204 53.0

7-9 persons 21 54
Total 385 100.0

Table 4 indicate demographic factors of 385 respondents by numbers,

percentage, and valid percentage. The data can clarify for each factor as following.

1. Gender. There are 235 respondents are male accounted for 61 percent of all

respondents and 150 respondents are female accounted for 39 percent.

2. Age. Amount of respondents in each age group are almost equal. There are

97 respondents are in age group 20-30 years old accounted for 25.2 percent. There are

91 respondents are in age group 31-40 years old accounted for 23.6 percent. There are

104 respondents are in age group 41-50 years old accounted for 27.0 percent. There

are 70 respondents are in age group 51-60 years old accounted for 18.2 percent. There

are 23 respondents are more than 60 years old accounted for 6.0 percent. In other

words, each age group has respondent numbers about one in four of all respondents.
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3. Education. The majority of respondents are bachelor degree accounted for
54.6 percent or 210 respondents follow by 146 respondents are master degree
accounted for 37.9 percent, 21 respondents are lower than bachelor degree accounted
for 5.4 percent, and 8 respondents are more than master degree accounted for 2.1

percent respectively.

4. Family income. Amount of respondent s in each range are almost equal
except who have family income between 80,001 to 100,000 Baht. There are 72
respondents have family income less than or equal 50,000 Baht accounted for 18.7
percent. There are 68 respondents have family income between 50,001 to 80,000 Baht
accounted for 17.7 percent. There are 48 respondents have family income between
80,001 to 100,000 Baht accounted for 12.5 percent. There are 66 respondents have
family income between 100,001 to 200,000 Baht accounted for 17.1 percent. There are
70 respondents have family income between 200,001 to 500,000 Baht accounted for
18.2 percent. There are 61 respondents have family income more than 500,000 Baht

accounted for 15.8 percent.

5. Occupation. The occupations of respondents are very various. Amount of
respondents in each occupation can defined from highest to lowest as following. There
are 137 respondents are private company employee accounted for 35.6 percent. There
are 59 respondents are small business owner accounted for 15.3 percent. There are 53
respondents are medium business owner accounted for 13.8 percent. There are 43
respondents are freelance accounted for 11.2 percent. There are 39 respondents are
government officer or state owned enterprise accounted for 10.1 percent. There are 18
respondents are large business owner accounted for 4.7 percent. There are 16
respondents are nonworking accounted for 4.2 percent. There are 12 respondents are
profession accounted for 3.1 percent. There are 8 respondents are investor accounted
for 2.1 percent. The result is indicated that most respondents are private company
employee accounted for 35.6 percent and 33.8 percent of respondent are business

owner.
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6. Status. Status of respondents are classified into three group. There are 233
respondents are married or stay together with couple accounted for 60.5 percent. There
are 147 respondents are single accounted for 38.2 percent. There are only 5
respondents are divorce or stay separated accounted for 1.3 percent.

7. Number of family members. Number of family members are classified
into three group. There are 204 respondents have 4 to 6 members in family accounted
for 53.0 percent or half of all respondents. There are 160 respondents have 1 to 3
members in family accounted for 41.6 percent. There are only 21 respondents have 7

to 9 members in family accounted for 5.4 percent.

In conclusion, most of consumers are male (61.0%), age 41-50 years old
(26.8%), Bachelor degree (52.7%), have family income less than or equal 50,000 Baht
(18.7%), private company employee (35.6%), married or stay together (60.5%) and

have family member 4-6 persons (53.0%).
In addition, from the result, 27.5% of consumers prefer villa, 46% prefer
condominium, and another 26.5% cannot choose. They look around for both villa and

condominium. (Table 5)

Table 5 Percentage and frequency of consumers who choose each kind of second

home
Kind of second home Frequency Percent
Villa 106 27.5
Condominium 177 46
Both 102 26.5
Total 385 100

In order to analyze the relationship between demographics factors and kind of
second home, the researcher set up hypothesis 1 for each factor in chapter 1, the result

of it is shown below.
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For each factors tested the null hypothesis (H;) and research hypothesis (H)

are formed in the same pattern as follow;

H,: Demographic factor X has no relationship with kind of second home

H,: Demographic factor X has a relationship with kind of second home

If the Asymp. Sig. is over 0.05 then the null hypothesis is accepted which
means demographic factor X has no relationship with kind of second home. In
contrast, if the Asymp. Sig. is less 0.05 then the null hypothesis is rejected which
means demographic factor X has a relationship with kind of second home. Table 6
show the Chi-square value of each hypothesis that analyze by SPSS. Each hypothesis

can describe in detail below.

Table 6 Result of chi-square tests between demographic factor and kind of second

home
Demographic factors Chi-Square Asymp. Sig. (2-sided)

Gender 3.527 0.171

Age 16.525 0.035°
Education 9.965 0.126

Family income 8.383 0.591
Occupation 29.210 0.023*

Status 5.382 0.250

Family members 5.761 0.218

Hypothesis 1: Each demographic factor has a relationship with the kind of

second home that consumers are interested in.

Hypothesis 1.1: Gender has a relationship with kind the kind of second

home that consumers are interested in.
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Hy: Gender has no relationship with kind of second home

H,: Gender has a relationship with kind of second home

For gender, the null hypothesis is accepted at x* = 3.527 and Asymp.
Sig. = 0.171. Therefore, it has no relationship between gender and kind of

second home.

Hypothesis 1.2: Age has a relationship with the kind of second home

that consumers are interested in.

Hy: Age has no relationship with kind of second home

H,: Age has a relationship with kind of second home

For age, the null hypothesis is rejected at x* = 16.525 and Asymp. Sig.

= 0.035. Therefore, it has a relationship between age and kind of second home.

Hypothesis 1.3: Education has a relationship with the kind of second

home that consumers are interested in.

Hy: Education has no relationship with kind of second home

H,: Education has a relationship with kind of second home

For education, the null hypothesis is accepted at x* = 9.965 and Asymp.
Sig. = 0.126. Therefore, it has no relationship between education and kind of

second home.

Hypothesis 1.4: Family income has a relationship with the kind of

second home that consumers are interested in.
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Hy: Family income has no relationship with kind of second home

H,: Family income has a relationship with kind of second home

For family income, the null hypothesis is accepted at x* = 8.383 and
Asymp. Sig. = 0.591. Therefore, it has no relationship between family income

and kind of second home.

Hypothesis 1.5: Occupation has a relationship with the kind of second

home that consumers are interested in.

Hy: Occupation has no relationship with kind of second home

H,: Occupation has a relationship with kind of second home

For occupation, the null hypothesis is rejected at x* = 29.201 and
Asymp. Sig. = 0.023. Therefore, it has a relationship between occupation and

kind of second home.

Hypothesis 1.6: Status has a relationship with the kind of second home

that consumers are interested in.

H,: Status has no relationship with kind of second home

H,: Status has a relationship with kind of second home

For status, the null hypothesis is accepted at x* = 5.382 and Asymp.
Sig. = 0.250. Therefore, it has no relationship between status and kind of

second home.

Hypothesis 1.7: Number of family members has a relationship with the

kind of second home that consumers are interested in.
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Hy: Number of family members has no relationship with kind of second

home

H;: Number of family members has a relationship with kind of second

home

For number of family members, the null hypothesis is accepted at x* =
5.761 and Asymp. Sig. = 0.218. Therefore, it has no relationship between

number of family members and kind of second home.

Briefly, result from Chi-square tests indicate that only 2 demographic factors
relate with choosing kind of second home. The first one is age and another is
occupation. Other demographic factors are not relate. Table 7 and 8 going to make you
see picture clearly about relationship of age and occupation with kind of second home

respectively.

Table 7 Crosstab between ages and kind of second home

Kind of second home

Ages Total
Villa Condominium Both
20-30 years old 36 38 23 97
31-40 years old 16 52 23 91
41-50 years old 29 50 25 104
51-60 years old 21 24 25 70
more than 60 4 13 6 23
Total 106 177 102 385

Chi-Square = 16.525 Asymp. Sig. (2-sided) = 0.035 *
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Table 8 Crosstab between occupations and kind of second home

) Kind of second home
Occupations Total
Villa  Condominium Both

Government officer/State owned

_ 10 13 16 39
enterprise
Private company employee 30 65 42 137
Small business owner 15 28 16 59
Medium business owner 20 25 8 53
Large business owner 8 9 1 18
Freelance 14 17 12 43
Nonworking 3 13 0 16
Investor 2 2 4 8
Profession 4 5 3 12
Total 106 177 102 385

Chi-Square = 29.210 Asymp. Sig. (2-sided) = 0.023 *

Two factors that related with choosing kind of second home are age and
occupation. In case of villa, most consumers think of privacy and utility space. Villa
can receive guests, relatives and friends for party or relaxation. Therefore, consumers
who are about 20-30 years old usually prefer villa because of their life span. For
occupation, medium and high business owner and also freelance usually prefer villa.
This kind of occupation frequently have much income that enough to buy villa and
villa can also represent social status. Moreover, some of them going to spend time at
this second home equal or more than first home in order to work at home, relax, live in

the future, or create inspiration.

In case of condominium, although consumers will get less privacy and utility
space, it is easier to maintenance and cleanliness. This kind of second home has little
space to receive guest and better to use for relax with family. Consumer who are about
31-50 years old that is age span of family. Moreover, consumers who buy second

home for investment also prefer condominium because they do not have to look after it
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too much and spend less money to invest and look after. Private company employee
and small business owner are the group of occupation that prefer condominium than
villa. They do not would like to waste their money and time to look after second home
too much. Furthermore, for who buy for weekend home that is the most popular
buying reason, they have not much time to spend at second home, so it is unnecessary

to pay more for larger space.

Most consumers who are more than 50 years old are look around for both
villa and condominium. They going to buy what they impress and what they think it is
suitable. Most of them are not decide before what kind of second home they would
like to buy. With high age most of them also have high purchasing power and do not
care too much about money. In part of occupation, government officer/State owned
enterprise and investor are choose both. Most of them said that they will buy what they
think it is the best.

However, in order that demographic factors are not influence too much on
kind of second home. Therefore, in some part, the researcher explain the result without

separated kind of second home deeply.

Buying Reasons

The results in Table 9 display a summary of the buying reasons of consumers,
in the Khaoyai area. The results indicate that ‘as a weekend house’ tops the poll
(69.1%), followed by ‘a place to live in the future’ (30.4%), ‘use by family members
or relatives’ (27.0%) and ‘speculation’ (24.2%), respectively; only few buy to display

social status (2.3%).

Table 9 Frequency and percentage of buying reason

Buying Reason n Percent  Percent of Cases

For weekend house 266 37.50 69.10
For living in the future 117 16.50 30.40
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Buying Reason n Percent  Percent of Cases
For living of family member or 104 14.70 27.00
relatives

For speculation 93 13.10 24.20

For rental 59 8.30 15.30

For receive guests 39 5.50 10.10

For stay when working at Khaoyai 22 3.10 5.70
Represent social status 9 1.30 2.30

Total 709 100.00% 184.20%

When compared with the experimental results of Ronnachai Rakwong (1997),

who studied the buying behaviour concerning a second house in Chiang Mai province,

in some parts the percentages are completely different. This is partly due to the fact

that most consumers buying a second home in Chiang Mai are local people, whilst

most consumers who buy a second home in Khaoyai are from Bangkok. The buying

reason percentages which are completely different include: buying for speculation, as a

weekend house, use by family members or relatives, and for future living (Table 10)

Table 10 Comparison of buying reason of consumer between Khaoyai and Chiangmai

Buying Reason

For speculation

For weekend house

For living of family member or
relatives

Represent social status

For receive guests

For living in the future

Percentage
Khaoyai Chiangmai
131 5.6
37.5 8.3
14.7 40.7
1.3 0.9
5.5 1.9
16.5 29.6
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Table 10 (Continued)

) Percentage
Buying Reason : : :
Khaoyai Chiangmai
For rental 8.3 7.4
For stay when working at Khaoyai 3.1 5.6

Consumers who buy a second home for speculation purposes in Khaoyai
outnumber those of Chaing Mai. The main reason for this is that land prices in
Khaoyai initially increased circa 20%, and this rate has increased continuously over
the last 2-3 years. Moreover, the continued growth of tourism, shopping centers and
transportation are also important factors. Therefore, for these reasons, some consumers
(13.1%) decide to buy in order to speculate. However, in Chiang Mai land prices are
not too costly, especially in green areas where the price of land is very low and tends
to be increasing very slowly. That is why there are few consumers who take interest in

buying a second home for speculation purposes in Chiang Mai.

In Khaoyai, consumers who buy a second home to be used as a weekend house
outnumber those in Chiang Mai. From the aforementioned, most consumers who buy a
second home in Chiang Mai are local, so it is unnecessary for them to obtain a second
home there to be used as a weekend house. Only a small amount of consumers come
from other provinces, in order to buy a weekend house in Chiang Mai. While being a
weekend house ranks as the primary reason to buy in Khaoyai (37.5%), travelling to
Khaoyai takes only 2 hours from Bangkok, and this makes for convenient travel, when
considering either a short weekend or a longer break. Furthermore, when compared
with Chiang Mai, the temperatures, weather, views and the surroundings are similar,
for consumers who like green areas, although consumers take greater interest in

Khaoyai.

In that most consumers buying a second home in Chiang Mai are locals, then
Chiang Mai consumers find it more necessary to buy a second home for ‘use by family
members or relatives’ (40.74%), followed by “for future living’ (29.63%). These two

reasons are the primary and secondary reasons for purchasing in Chiang Mai, although
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in Khaoyai some locals also have a desire to buy a second home for exactly the same
two reasons. Moreover, some consumers from other provinces also require a second
home, also for those two same reasons. The air in Khaoyai is very clean, and Khaoyai
is a location where the ozone is ranked seventh in the world by UNESCO, plus
Khaoyai is very peaceful. All of these advantages lead to many consumers having a
tendency to wish to spend their life there, or have a liking for their loved ones to spend

their life there, in order to maintain better physical and mental health in the long term.

Marketing Mix

House is set to be product, so marketing mix of second home consists of 4 Ps;
Product, Price, Place, and Promotion. The results founded rank from the highest
average value are promotion, product, price, and place respectively (Table 11). This
result is true whether they are consumer who choose villa, condominium or choose
both. Every factor has standard deviation less than 1.00 means there is not much
difference in respondent’s answer. However, in detail of each P, the results are

different.

Table 11 The levels of marketing mix, for each kind of second home, on average

Level of marketing mix

Marketing mix (4Ps) Villa Condominium Both Rank
X S.D. X S.D. X S.D.
Promotion 408 0.72 4.08 0.65 413 0.63 1
Product 405 0.70 4.00 0.66 4.01 0.75 2
Price 3.98 082 3.88 0.80 398 0.83 3
Place 374 066 369 084 368 0.80 4
I. Promotion

In case of promotion, the ranks of all marketing mix detail are the same

whether they are consumer who choose which kind of second home. The first rank
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from the highest average value is having after sale warranty because it can guarantee
that quality of products are in the certain level. Second is disposition of sale person
and quality of presentation because they are providers who take care, help, and give
the recommendation to consumers from first step until last. Third and fourth are

special offer and advertising respectively. (Table 12)

Table 12 Levels of marketing mix detail for each promotional, on average

Kind of second home

Detail of promotion Villa Condominium Both
X S.D. X S.D. X S.D.
1 Advertising 3.66 0.68 3.69 0.74 356 0.65
2 Special offer 399 078 400 072 402 0.70
A Disposition of sale person and 416 0.68 4.18 0.58 425 0.67
quality of presentation
4 Having after sale warranty 452 073 4.46 0.58 468 0.51

I1. Product

In case of product, for consumers who prefer villa, the first thing that most of
them concern is location (4.53). Second is suitable of home plan (4.42) follow by
quality of construction materials (4.40). For consumers who prefer condominium, the
first rank is still location (4.62). The second rank is view and surrounding (4.57), and
the third one is suitable of room plan (4.34). For others who look around for both villa
and condominium, the rank from highest level are location (4.53), suitable of
home/room plan (4.49) and view and surrounding (4.42) respectively. The factor that
most consumers of every kind of second home almost distinguish is can be renovated
because they need product that perfect in itself without renovation. Moreover, they
also do not want other neighbor renovate their house as well because if the renovation

is not good enough, it will be effect to overall scenery. (Table 13)
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Kind of second home

Detail of product Villa Condominium Both

X S.D. X S.D. X S.D.
1 Location 453 0.53 4.62 054 453 0.68
2 View and surrounding 434 0.62 4.57 0.56 442 0.70
3 Utility space 407 0.65 411 0.69 3.81 0.73
4 Project reputation 358 090 3.76 0.77 3.75 084
5 Variety of facilities 390 0.72 3.82 0.68 380 061
6 Quality of construction materials 440 0.60 4.27 0.63 428 0.64
7 Style 390 0.84 4.14 0.62 422 0.60
o Have adaptation and improvement 402 0.70 3.87 0.65 396 0.72

continuously

9 Can be renovated 3.57 0.90 2.84 0.82 295 1.07
10 Durable of structure 438 0.60 4.10 0.69 432 0.80
11 Variety of type 3.72 0.74 3.67 0.72 3.77 0.89
12 Having a lot of parking 387 072 3.89 0.62 389 082
13 Suitable home/room plan 442 057 4.34 0.64 449 0.64

I11. Price

In case of price, the result of marketing mix detail are very similar. There are 5

ranks (1, 2, 3, 7 and 8) from 8 ranks that results are the same whether consumer

choose which kind of second home. The first 3 ranks are suitable price with

surrounding and location, worthy price and cost of utilities respectively. They do not

need the cheap price, but they require the reasonable price. (Table 14)
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Kind of second home

Detail of price Villa Condominium Both
X S.D. X S.D. X S.D.
1 Cheap price 350 089 3.19 0.92 3.17 1.00
2 Worthy price 429 072 442 0.67 447 0.52
3 Suitable price with surrounding 446 054 4.49 054 455 054
and location
4 Cash discount 3.76 098 3.76 0.89 385 1.03
5 Interesting term of payment 394 087 3.70 0.85 3.78 0.97
Provide credit from various 3.73 088 355 092 369 1.00
¥ financial institution
7 Low interest rate 399 098 3.76 0.94 401 0.99
8 Cost of utilities 420 071 413 071 430 0.61

IV. Place

In case of place, the results are all different. For consumers who prefer villa,

the first thing that most of them concern is sale agent reputation (3.85). Second is sale

office location (3.69) follow by design and decoration of sale office (3.68). For

consumers who prefer condominium, the first rank is sale agent reputation as well

(3.82). The second rank is design and decoration of sale office (3.64), and the third one

is sale office location (3.62). For others who look around for both, the rank from

highest level are sale office location (3.75), sale agent reputation (3.73) and design and

decoration of sale office (3.57) respectively. However, all factors in Place is not

important too much for consumer when compare with other factors above. (Table 15)
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Table 15 Levels of marketing mix detail for each place, on average

Kind of second home

Detail of place Villa Condominium Both
X S.D. X S.D. X S.D.
1 Sale office location 369 062 3.62 0.87 3.75 0.74

2 Design and decoration of sale 368 067 364 0.76 3,57 0.85
office
3 Sale agent reputation 385 070 3.82 0.88 3.73 0.80

From the result, it obviously seen that level of marketing mix is completely
different with condominium consumers in Bangkok (Suksin, 2008). For condominium
in Bangkok, the results founded rank from the highest average value are place, price,
product, and promotion respectively. Partly because buying reason is different and it

may be first home, not second home for some of them.

The result of each marketing mix detail for consumer who select each kind of

second home are concluded below.

From the interpretation, the marketing mix detailed that very important for
consumer whether they choose which kind of second home are location, view and
surrounding, quality of construction materials, suitable home/room plan, worthy price,
and suitable price with surrounding and location. Only some marketing mix detailed

that the interpretation is different.

For consumer who prefer villa, the marketing mix detailed that very important
and different from other group of consumers is durable of structure. For consumer who
prefer condominium, all of the marketing mix detailed that very important are the
same with other consumers who prefer villa and both. For consumer who interesting in
both condominium and villa, the marketing mix detailed that very important and

different from other group of consumers are durable of structure, and cost of utilities.
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From the interpretation, only 6 point that the result is not the same for each
kind of second home and the different is not too much. This result can guarantee that
whether they are consumer who choose villa, condominium or choose both, they have

similar needs.

Consumer Segmentation

By using K-mean cluster to analyze the data, the best result show that

consumers should be separated to be 3 clusters. (Table 16)

Table 16 Level of marketing mix of each cluster, on average

: ) Cluster Number
Marketing Mix

1 2 3
Product 4.26 4.05 3.79
Location 4.74 4.66 4.39
View and surrounding 4.60 4.79 4.22
Utility space 4.24 4.24 3.73
Project reputation 4.08 3.62 3.42
Variety of facilities 4.18 3.62 3.63
Quality of construction materials 4.55 4.31 4.10
Style 4.23 4.41 3.85
Adaptation and improvement 4.18 4.00 3.70
continuously
Can be renovated 3.47 2.66 2.89
Durable of structure 4.47 4.14 4.07
Variety of type 4.01 3.62 3.49
Having a lot of parking 4.14 3.96 3.63

Suitable home/room plan 4.58 4.63 4.16
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Table 16 (Continued)

_ ) Cluster Number
Marketing Mix

1 2 3
Price 4.40 3.23 3.82
Cheap price 3.77 2.41 3.20
Worthy price 4.59 4.52 4.18
Suitable price with surrounding and 4.67 4.59 4.30
location
Cash discount 4.37 3.06 3.59
Interesting term of payment 4.34 2.61 3.82
Provide credit from various financial 4.32 2.38 3.58
institution
Low interest rate 4.56 2.55 3.87
Cost of utilities. 4.57 3.73 4.07
Place 4.20 3.14 3.50
Sale office location 4.16 3.01 3.51
Design and decoration of sale office 4.05 3.21 3.45
Sale agent reputation 4.38 3.21 3.54
Promotion 4.46 3.8 3.89
Advertising 4.13 3.14 3.44
Special offer 4.57 3.44 3.75
Disposition of sale person and quality of 4.49 4.07 3.98
Presentation
Having after sale warranty 4.67 4.55 4.39

In order to see picture more clearly, the research interpret table 16 to table 17.
From the interpretation in table 16, only 9 point that the result is the same for each
kind of second home. For others, the results are different that means each group of

consumer has their own needs.
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Table 17 Interpretation of marketing mix level for each cluster, on average

Detail of each marketing mix

Cluster

2

o o A WDN P

~

10
11
12
13

Product

location

view and surrounding
utility space

project reputation
variety of facilities
quality of construction
materials

Style

have adaptation and
improvement continuously
can be renovated
durable of structure
variety of type

having a lot of parking
suitable home/room plan
Price

cheap price

worthy price

suitable price with surrounding

and location

cash discount

interesting term of payment
provide credit from various
financial institution

low interest rate

cost of utilities

Very important

Very important

Very important
Important

Important

Very important

Very important

Important
Important
Very important
Important
Important

Very important

Important

Very important

Very important
Very important

Very important

Very important
Very important

Very important

Very important

Very important

Very important
Important

Important

Very important

Very important

Important
Moderately
Important
Important
Important

Very important

Less important

Very important

Very important
Moderately
Moderately

Less important
Less important

Important

Very important
Very important
Important
Important

Important

Important

Important

Important
Moderately
Important
Important
Important

Important

Moderately

Important

Very important
Important

Important

Important
Important

Important
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Table 17 (Continued)

Cluster
Detail of each marketing mix
1 2 3

Place
1 sale office location Important Average Important
2 design and decoration of sale

office Important Average Important
3 sale agent reputation Very important Average Important

Promotion
1 Advertising Important Average Important
2 special offer Very important Important Important
3 disposition of sale person and

quality of presentation Very important Important Important
4 having after sale warranty Very important ~ Very important  Very important

In order to analyze the relationship between demographics factors and cluster
number that consumer are placed, the researcher set up hypothesis 2 for each factor in
chapter 1. Table 18 show the chi-square value of each hypothesis. Each hypothesis can

describe in detail below.

Table 18 Result of chi-square tests between demographic factors and cluster number

that consumer are placed

Demographic factors Chi-Square Asymp. Sig. (2-

sided)

Gender 5.449 0.066

Age 58.102 0.000 *

Education 12.401 0.054

Family income 84.255 0.000 *

Occupation 54.481 0.000 *

Status 14.670 0.005 *

Family members 9.270 0.055
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Hypothesis 2: Each demographic factor has a relationship with cluster number

that consumer are placed.

Hypothesis 2.1: Gender has a relationship with cluster number that

consumer are placed.

Hy: Gender has no relationship with cluster number that consumer are

placed

H;: Gender has a relationship with cluster number that consumer are

placed
For gender, the null hypothesis is accepted at x~ = 5.449 and Asymp.
Sig. = 0.066. Therefore, it has no relationship between gender and cluster
number that consumer are placed.
Hypothesis 2.2: Age has a relationship with cluster number that
consumer are placed.
Hy: Age has no relationship with cluster number that consumer are
placed
H;: Age has a relationship with cluster number that consumer are
placed

For age, the null hypothesis is accepted at x* = 58.102 and Asymp. Sig.
= 0.000. Therefore, it has a relationship between age and cluster number that
consumer are placed. Detail information between age and cluster number that

consumer are placed are shown in table 19.
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Table 19 Crosstab between age and cluster number that consumer are placed

Cluster Number

Ages Total
1 2 3
20-30 years old 27 10 60 97
31-40 years old 39 10 42 91
41-50 years old 41 19 44 104
51-60 years old 33 20 17 70
more than 60 6 2 15 23
Total 146 71 168 385

Chi-Square = 58.102 Asymp. Sig. (2-sided) = 0.000

Hypothesis 2.3: Education has a relationship with cluster number that

consumer are placed.

Hy: Education has no relationship with cluster number that consumer

are placed

H,: Education has a relationship with cluster number that consumer are

placed

For education, the null hypothesis is accepted at x* = 12.401 and
Asymp. Sig. = 0.054. Therefore, it has no relationship between education and

cluster number that consumer are placed.

Hypothesis 2.4: Family income has a relationship with cluster number

that consumer are placed.

H,: Family income has no relationship with cluster number that

consumer are placed
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H;: Family income has a relationship with cluster number that

consumer are placed

For family income, the null hypothesis is accepted at x* = 84.255 and
Asymp. Sig. = 0.000. Therefore, it has a relationship between family income
and cluster number that consumer are placed. Detail information between
family income and cluster number that consumer are placed are shown in table
20.

Table 20 Crosstab between family income and cluster number that consumer

are placed
Family income 5 R Total
1 2 3

Less than or equal 50,000 Baht 25 1 46 72
50,001-80,000 Baht 26 5 37 68
80,001-100,000 Baht 26 11 11 48
100,001-200,000 Baht 18 12 36 66
200,001-500,000 35 11 24 70
More than 500,000 16 31 14 61
Total 146 71 168 385

Chi-Square = 84.255 Asymp. Sig. (2-sided) = 0.000

Hypothesis 2.5: Occupation has a relationship with cluster number that

consumer are placed.

Hy: Occupation has no relationship with cluster number that consumer

are placed

H,: Occupation has a relationship with cluster number that consumer

are placed
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For occupation, the null hypothesis is accepted at x~ = 54.481 and
Asymp. Sig. = 0.000. Therefore, it has a relationship between gender and
cluster number that consumer are placed. Detail information between

occupation and cluster number that consumer are placed are shown in table 21.

Table 21 Crosstab between occupation and cluster number that consumer are

placed

_ Cluster Number
Occupation Total
1 2 3

Government officer/State owned
16 3 20 39

enterprise

Private company employee 51 13 73 137
Small business owner 22 13 24 59
Medium business owner 18 18 17 53
Large business owner 8 7 3 18
Freelance 22 7 14 43
Nonworking 7 3 6 16
Investor 0 6 2 8
Profession 2 1 9 12
Total 146 71 168 385

Chi-Square = 54.481 Asymp. Sig. (2-sided) = 0.000

Hypothesis 2.6: Status has a relationship with cluster number that

consumer are placed.

Hy: Status has no relationship with cluster number that consumer are

placed

H,: Status has a relationship with cluster number that consumer are

placed
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For status, the null hypothesis is accepted at x* = 14.670 and Asymp.
Sig. = 0.005. Therefore, it has a relationship between gender and cluster
number that consumer are placed. Detail information between status and cluster

number that consumer are placed are shown in table 22.

Table 22 Crosstab between status and cluster number that consumer are placed

Cluster Number

Status Total
1 2 3
Single 43 23 81 147
Married/Stay together 101 48 84 233
Divorce/Seperated 2 0 2 5
Total 146 71 168 385

Chi-Square = 58.102 Asymp. Sig. (2-sided) = 0.000 *

Hypothesis 2.7: Number of family members has a relationship with

cluster number that consumer are placed.

Hy: Number of family members has no relationship with cluster number

that consumer are placed

H,;: Number of family members has a relationship with cluster number

that consumer are placed

For number of family members, the null hypothesis is accepted at x~ =
9.270 and Asymp. Sig. = 0.055. Therefore, it has no relationship between

gender and cluster number that consumer are placed.

In conclusion, result from Chi-square tests indicate that age, family income,

occupation and status have a relationship with cluster number that consumer are
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placed. In contrast, gender, education and family members have no relationship

between cluster number that consumer are placed.

Moreover, in order to analyze the relationship between each buying reason and
cluster number that consumer are placed, the researcher also set up hypothesis 3 for
each factor in chapter 1. Table 23 show the chi-square value of each hypothesis that

analyze by SPSS. Each hypothesis can describe in detail below.

Table 23 Result of chi-square tests and cross tab between buying reasons and cluster

number that consumer are placed

Cluster Number  Chi-  Asymp. Sig.

Buying Reasons )
1 2 3 Square  (2-sided)

For speculation 32 12 49 4741 0.093
For weekend house 98 59 109 8.183 0.017*
For living of family member or

relatives 48 10 46 8577 0.014*
For represent social status 7 0 2 6.528 0.038 *
For receive guests 13 15 11 12.041 0.002 *
For living in the future 30 22 65 12.169 0.002 *
For rental 11 8 40 17.050 0.000 *
For stay when working at Khaoyai 6 2 14 3.943 0.139
Total = 385 146 71 168

Hypothesis 3: Each buying reason has a relationship with the cluster number

that consumers are placed into.

Hypothesis 3.1: Buying for speculation has a relationship with cluster

number that consumer are placed into.

Hy: Buying for speculation has no relationship with cluster number that

consumer are placed
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H,: Buying for speculation has a relationship with cluster number that

consumer are placed

For buying for speculation, the null hypothesis is accepted at
x* = 4.741 and Asymp. Sig. = 0.093. Therefore, it has no relationship between buying

for speculation and cluster number that consumer are placed.

Hypothesis 3.2: Buying for weekend house has a relationship with

cluster number that consumer are placed into.

H,: Buying for weekend house has no relationship with cluster number

that consumer are placed

H,: Buying for weekend house has a relationship with cluster number

that consumer are placed

For buying for weekend house, the null hypothesis is accepted at
x* = 8.183 and Asymp. Sig. = 0.017. Therefore, it has a relationship between buying

for weekend house and cluster number that consumer are placed.

Hypothesis 3.3: Buying for living of family member or relatives has a

relationship with cluster number that consumer are placed into.

H,: Buying for living of family member or relatives has no relationship

with cluster number that consumer are placed

H,: Buying for living of family member or relatives has a relationship

with cluster number that consumer are placed

For buying for living of family member or relatives, the null hypothesis

is accepted at x* = 8.577 and Asymp. Sig. = 0.014. Therefore, it has a relationship
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between buying for living of family member or relatives and cluster number that

consumer are placed.

Hypothesis 3.4: Buying for represent social status has a relationship

with cluster number that consumer are placed into.

H,: Buying for represent social status has no relationship with cluster

number that consumer are placed

H,: Buying for represent social status has a relationship with cluster

number that consumer are placed

For buying for represent social status, the null hypothesis is accepted at
x* = 6.528 and Asymp. Sig. = 0.038. Therefore, it has a relationship between buying

for represent social status and cluster number that consumer are placed.

Hypothesis 3.5: Buying for receive guests has a relationship with

cluster number that consumer are placed into.

H,: Buying for receive guests has no relationship with cluster number

that consumer are placed

H,: Buying for receive guests has a relationship with cluster number

that consumer are placed

For buying for receive guests, the null hypothesis is accepted at x* =
12.041 and Asymp. Sig. = 0.002. Therefore, it has a relationship between buying for

receive guests and cluster number that consumer are placed.

Hypothesis 3.6: Buying for living in the future has a relationship with

cluster number that consumer are placed into.
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H,: Buying for living in the future has no relationship with cluster

number that consumer are placed

H;: Buying for living in the future has a relationship with cluster

number that consumer are placed

For buying for living in the future, the null hypothesis is accepted at
x* = 12.169 and Asymp. Sig. = 0.002. Therefore, it has a relationship between buying

for living in the future and cluster number that consumer are placed.

Hypothesis 3.7: Buying for rental has a relationship with cluster number

that consumer are placed into.

H,: Buying for rental has no relationship with cluster number that

consumer are placed

H;: Buying for rental has a relationship with cluster number that

consumer are placed

For buying for rental, the null hypothesis is accepted at x* = 17.050 and
Asymp. Sig. = 0.000. Therefore, it has a relationship between buying for rental and

cluster number that consumer are placed.

Hypothesis 3.8: Buying for stay when working at Khaoyai has a

relationship with cluster number that consumer are placed into.

Hy: Buying for stay when working at Khaoyai has no relationship with

cluster number that consumer are placed

H,: Buying for stay when working at Khaoyai has a relationship with

cluster number that consumer are placed
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For buying for stay when working at Khaoyai, the null hypothesis is
accepted at x* = 3.943 and Asymp. Sig. = 0.139. Therefore, it has no relationship
between buying for stay when working at Khaoyai and cluster number that consumer

are placed.

In conclusion, result from Chi-square tests indicate that almost all buying
reasons have a relationship with cluster number that consumer are placed. Only 2
reasons that have no relationship between cluster number that consumer are placed that

are for speculation, and for stay when working at Khaoyai.

Finally, in order to analyze the relationship between kind of second home and
cluster number that consumer are placed, the researcher set up hypothesis 4 in chapter
1.

Hypothesis 4: The kind of second home has a relationship with the cluster

number that consumers are placed into.

Hy: Kind of second home has no relationship with cluster number that

consumer are placed

H,: Kind of second home has a relationship with cluster number that consumer

are placed

For kind of second home, the null hypothesis is accepted at x* = 9.167 and
Asymp. Sig. = 0.057. Therefore, it has no relationship between kind of second home

and cluster number that consumer are placed.

From all information about consumer segmentation, the researcher can
conclude that they are 3 clusters of consumer that are called valuable choice, product

in my choice concerned, and be rare to buy.
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I. Valuable choice

Consumers in first cluster accounted for 38 percent of all consumers. They give
precedence to every factors. The result founded that the factor that they give lowest
important is can be renovated (3.47), but the point of it still high. Demographic factors
and buying reasons of consumers in this clusters is quiet diverse. It is very difficult to

specific.

Il. Product in my choice concerned

Consumers in second cluster accounted for only 18 percent that has the lowest
members when compare with other clusters. However, consumers in this cluster has
highest purchasing power. Consumers in this cluster give precedence to product more
than other factor. They give less important for everything about finance, special offer,
advertise and also sale office. They give important to some point that about product or
really related to product only. Most of them have family income more than 500,000
Baht and 24 percent of them have infinite budget for second home. They usually buy
second home for weekend house or living in the future. Only few of them buy for
investment in both long term and short term. Moreover, Age of consumers in this
cluster mostly more than 40 years old especially, 65 percent of consumers who are

more than 60 year are divided in this cluster.

I11. Be rare to buy

The third cluster has highest members that is approximate 44 percent of all
consumers. Consumers of this cluster give precedence to some specific point. They are
stay between first and second group. They are interesting on special offer, advertising,
sale office and especially finance more than consumer in second cluster. Moreover,
they give important to some specific point about similar as consumers in second
cluster. However, the important of each factor is lower in order to exchange with
lower price. Budget of consumers 80 percent not exceed than 5 million Baht and

almost 50 percent of consumers have family income up to 80,000 Baht per month.
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Most of them are private company employee. Age of them is not too high. 35 percent
are not more than 30 years old and only 13 percent more than 40 years old. The
consumers who interested to buy for investment in both speculation and rental mostly

are separated to this cluster.

Second Home Detail in Consumer View Point

In order to understand deeply, what is consumer needs exactly, this part
describe in detail what consumer needs. From questionnaire and depth interview,

something that consumer need in detail can explain as following.

I. Location, view and surrounding

The results of the survey showed that, for buying second home in green area,
location, view and surrounding are the most important point for consumer mostly.
Table 19 are indicated that consumer give precedence to these factor in range very
important whatever consumer are separated with kind of second home or cluster.
Therefore, whatever you would like to do villa or condominium project, or who is your

target group, as the entrepreneur or manager, you must pay attention on these firstly.

For Khaoyai area, it can separated to three areas; along Thanarat Road or
central area, Pansuk-Kudkhla Road or western area, and Khaoyai-Wang Nam Khiao
Road or eastern area. The results showed that consumer viewpoints are look the same
in overall, but in detail, it is different a little bit. Consumers in cluster 1 and 3 prefer
Thanarat Road that is more convenient to travel while consumers in cluster 2 prefers
Pansuk-Kudkhla Road follow by Khaoyai-Wang Nam Khiao Road that is more

peaceful and natural. In detail, the information is shown in Table 24.
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Table 24 The significance of road for each consumer cluster in the form of

frequencies and percentages

Cluster Number of Case

Total
Road 1 2 3
(%0)
(%0) (%) (%0)
39 12 47 98
Thanarat Road
(26.70) (16.90) (28.00) (25.50)
36 28 43 107
Pansuk-Kudkhla Road
(24.70) (39.40) (25.60) (27.80)
35 25 35 95
Khaoyai-Wang Nam Khiao
(24.00) (35.20) (20.80) (24.70)
36 6 43 85
Unidentified
(24.70) (8.50) (25.60) (22.10)

In case of views, the most popular view in consumer point of view is panorama

view follow by mountain view and Khaoyai mountain range respectively whatever

they are in which cluster of consumer. While closing restaurant, tourist attraction, and

hospital are not important for consumer, especially for cluster 2, all of these are not

necessary for them. In detail, the information is shown in below (Table 25).

Table 25 The significance of view and surrounding for each consumer cluster in the

form of frequencies and percentages

Cluster Number of Case

. . Total
View and surrounding 1 2
(%)
(%) (%) (%)
_ ) 39 20 48 107
See Khaoyai mountain range
(26.70)  (28.20) (28.60) (27.79)
o 53 43 54 150
See mountain view
(36.30) (60.60) (32.10) (38.96)
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Cluster Number of Case

. . Total
View and surrounding 1 2 3
(%)
(%) (%) (%)
) 69 56 71 196
See panorama view
(47.30) (78.90) (42.30) (50.91)
35 3 31 69
Near restaurant
(24.00) (4.20) (18.50) (17.92)
) _ 12 0 12 24
Near tourist attraction
(8.20) (0.00) (7.10) (6.23)
20 1 19 40
Near hospital
(13.70) (1.40) (11.30)  (10.39)

1. Facilities

In case of facilities, consumer in every cluster give precedence for it in range

important whatever consumer are separated with kind of second home or cluster. The

facilities that every project cannot miss are security system 24 hour and Wi-Fi because

needs of them is about 77.2% and 62.14% respectively. CCTV, private car park, garden

and swimming pool are also interesting to invest because need of them also high.

Other facilities can be choice for consumer, but it do not effect to consumer too much.

In detail, the significance of each facility is shown in Table 26.

Table 26 The significance of each facility for each consumer cluster in the form of

frequencies and percentages

Cluster Number of Case

—_ Total
Facilities 1 2 3
(%)
(%) (%) (%)
o 72 44 90 206
Swimming pool
(49.30) (63.80) (53.60) (53.79)



Table 26 (Continued)

57

Cluster Number of Case

o Total
Facilities 1 2
(%)
(%) (%) (%)
66 51 93 210
Garden
(45.20) (73.90) (55.40) (54.83)
15 16 20 51
BBQ pit
(10.30) (23.20) (11.90) (13.32)
_ 18 11 10 39
Jogging track
(12.30) (15.90) (6.00) (10.18)
88 32 85 205
CCTV 24 hr.
(60.30) (46.40) (50.60) (53.52)
77 44 86 207
Private car park
(52.70) (63.80) (51.20) (54.05)
o 83 40 115 238
Wi-Fi
(56.80) (58.00) (68.50) (62.14)
) 52 32 72 156
Fitness
(35.60) (46.40)  (42.90) (40.73)
\ 115 58 122 295
Security system 24 hr.
(78.80) (84.10) (72.60) (77.02)
16 16 22 54
Library
(11.00) (23.20) (13.10) (14.10)
24 16 12 52
Sauna
(16.40) (23.20) (7.10) (13.58)
) 18 4 16 38
Children playground
(12.30) (5.80) (9.50) (9.92)
48 18 41 107
Clubhouse
(32.90) (26.10)  (24.40) (27.94)
2 0 2 4
Others
(1.40) (0.00) (1.20) (1.04)
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1. Style

Most of consumer in every cluster prefer modern style (36.90%) than others.
This is partly due to modern style is simple and up to date all the time. The second
amount are consumer who cannot identify what style they prefer (22.90%). Most of
them said that they choose what they see and like without identify the style before.
Contemporary, European and Tuscany style are popular for few of consumer, but it is
continue to be exist popular while Japanese style is hardly get the attention from the

customer at all. In detail, the information is shown in Table 27.

Table 27 The preference of style for each consumer cluster in the form of frequencies

and percentages

Cluster Number of Case

Total
Style 1 2
(%)
(%) (%) (%)
12 11 22 45
European style
(8.20) (15.50) (13.10) (11.70)
2 1 4 7
Japanese style
(1.40) (1.40) (2.40) (1.80)
16 10 9 35
Tuscany style
(11.00) (14.10) (5.40) (9.10)
46 22 74 142
Modern style
(31.50) (31.00) (44.00) (36.90)
25 12 20 57
Contemporary style
(17.10) (16.90) (11.90) (14.80)
38 13 37 88
Unidentified
(26.00) (18.30) (22.00) (22.90)
7 2 2 11
Others

(4.80) (2.80) (1.20) (2.90)
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IV. Advertising

Although advertising is the less important when compare with other promotion
factors, advertising is still important because advertising is intermediate that make
people know your project. The most effective advertising in consumer viewpoint is
billboard on roadside (59.53%). The second is website (42.82%). The first and second
ranked are consentaneous in every consumer cluster, but the third ranked is different.
Booth is the third ranked for consumer in cluster 1 (37.70%), direct mail and product
launched is for consumer in cluster 2 equally (24.60%), and product launched is for
consumer in cluster 3 (28.60%). Therefore, before invest in which advertising, the
entrepreneur should know which advertising going to direct with your target group. In

detail, the significance of each advertising is shown in Table 28.

Table 28 The significance of each advertising for each consumer cluster in the form

of frequencies and percentages

Cluster Number of Case

» Total
Advertising 1 2
(%)
(%) (%) (%)
24 10 15 49
SMS
(16.40) (14.50) (8.90) (12.79)
14 17 27 58
Direct mail
(9.60) (24.60) (16.10) (15.14)
55 15 44 114
Booth
(37.70) (21.70) (26.20) (29.77)
_ ) 86 49 93 228
Billboard on roadside
(58.90) (71.00) (55.40) (59.53)
42 8 42 92
Billborad in tourist attraction
(28.80) (11.60) (25.00) (24.02)
12 11 12 35

Brochure
(8.20)  (15.90) (7.10) (9.14)
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Cluster Number of Case

o Total
Advertising 1 2
(%)
(%) (%) (%)
_ 40 5 39 84
Social network
(27.40) (7.20) (23.20) (21.93)
51 17 48 116
Product launched
(34.90) (24.60) (28.60) (30.29)
_ 75 22 67 164
Website
(51.40) (31.90) (39.90) (42.82)
18 18 31 67
Newspaper

(12.30)  (26.10) (18.50) (17.49)

V. Special offer

The last one is special offer that each consumer cluster has different interest. The
most interesting special offer for consumer in cluster 1 are both cash discount
(50.70%) and fully furnished (50.70%). For other special offers are not attract them too
much. For consumer in cluster 2, 38 percent of them are not interesting in any special
offer. This result support that consumer in this cluster interested on products critically.
In case of consumer in this group who interest in some special offer fully furnished be
ranked number one (38.00%) and cash discount (33.80%) be ranked number two. Other
special offers are very less attract for them. Consumers in the last cluster are
interesting in cash discount (58.30%) firstly and fully furnished (48.20%) secondly.
From all data, we can see clearly that free appliances, car, smart phone, tablet or gift
voucher is hardly in the interest of the consumer at all. Furthermore, all of these are not

the worth investment. In detail, the interest in each special offer is shown in Table 29.
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Table 29 The interest in each special offer for each consumer cluster in the form of

frequencies and percentages

Cluster Number of Case

. Total
Special offer 1 2 3
(%)
(%) (%) (%)
74 24 98 196
Cash discount
(50.70) (33.80) (58.30) (50.91)
15 5 23 43
Free appliances
(10.30) (7.00) (13.70) (11.17)
74 27 81 182
Fully furnished
(50.70) (38.00) (48.20) (47.27)
8 0 6 14
Free smart phone/tablet
(5.50) (0.00) (3.60) (3.64)
8 2 21 31
Buy 1 get 1 car
(5.50) (2.80)  (12.50) (8.05)
9 3 24 36
Free loose furniture
(6.20) (4.20)  (14.30) (9.35)
28 4 37 69
Guarantee return 5% within 5 years
(19.20) (5.60)  (22.00) (17.92)
) 33 13 33 79
Presales price
(22.60) (18.30) (19.60) (20.52)
15 4 17 36
Gift voucher more than 50,000 Baht
(10.30) (5.60)  (10.10) (9.35)
14 27 7 48
Do not interested
(9.60) (38.00) (4.20) (12.47)




CHAPTERV

CONCLUSION AND RECOMMENDATIONS

This chapter presents the conclusion according to the empirical findings and
analysis in Chapter 4. The research questions are answered, and the recommendations

for developers and for further research is given in this part as well.

Conclusion

In green areas, most of the consumers bought second homes for use as a
weekend house. The study indicated that consumers who are interested in a villa,
condominium, or both have similar needs. Promotion is the most important factor. The
second rank is product, followed by price, and place respectively. Demographic
information that affects choosing the kind of second home includes only age and
occupation. Others demographic factors do not affect this. Furthermore, the study
separated consumers into 3 segments, and each segment of consumers has its own
characteristics. The first group name is “valuable choice;” it has medium purchasing
power and considers every factor, and also almost every detail of each factor. The
second group is “product in my choice concerned.” They focus on product and are
willing to pay for whatever satisfies them. The last group is “be rare to buy.”
Consumers in this group have low to medium purchasing power, but they need a good
second home. They focus on a specific point, but according to their lower purchasing
power, they cannot expect too much from each factor. They give less importance to
product when compared with the second group in order to exchange with lower price
and also promotion. Developers should start projects by choosing who the target group

is so they can produce the second home that matches that group’s needs.

When entrepreneurs would like to do some project, they have to look at each
factor in detail. For promotion, what consumers need most in this factor is after sales
warranty. The second thing that is also important is the sales person. The disposition
of the sales person and the quality of the presentation is very important for a

consumer’s decision. The least important part of this factor is advertising, but in fact,
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advertising is very important because advertising is an intermediate that allows people
to know about a project.

For product, the most significant factor that entrepreneurs must focus on is
location. In this case, location is not only where a project is located, but also the view
and surroundings. After choosing the best location, the quality of material, layout, and

utility space comprise the next most important thing for consumers.

For price, what consumers need is a reasonable price. Prices of villas and
condominiums have to be worthy and suitable with the location, which was mentioned
in the first recommendation. In regards to financial considerations, it is not very

important for consumers overall.

For place, this factor is the least significant for consumers. However, it is still

important for some number of consumers.

Finally, in Khaoyai, the second home market still has the potential to grow
more, but there is a lack of projects that meet consumer needs. Therefore, this can be
the opportunity for developers to get inside and succeed in this market. Hopefully, by
looking over this complete research, managers and developers can formulate effective

second home projects and marketing strategies to succeed in their businesses.

Recommendations from This Research

The first recommendation is the most significant factor that entrepreneurs must
focus upon; this is location. Entrepreneurs must select the best location for their
projects. In this case, location is not only where the project is located, but it also
includes the views and surroundings, especially when concerning condominium

projects.

Secondly, developers should hire efficient architects, in order to design
optimized layouts and utility space, especially for villa projects. The project must be

completed disregarding any need for future renovation, or additional changes.



64

Thirdly, developers must hire excellent sales personnel. The disposition of the
sales persons and the quality of representation is very important for affecting the

decisions of consumers.

Fourthly, the project must have an after sales warranty for its consumers.

Finally, a reasonable price must be offered. The product does not necessarily
have to be cheap, but it must be trustworthy. Basically, the price depends upon the

location. If the location is carefully selected then the product will sell at a higher price.

All of above are recommendations in an overall picture to succeed in this
market. However, Chapter 4 already mentioned in detail that consumers in each
segment are quite different. They have their own characteristics, which developers
need to understand. Developers need to identify their target group and produce second

homes that match that group’s needs.

For the first cluster, these consumers are better suited to the prominent
entrepreneur, because they give precedence to brand reputation more than any other
factor. Entrepreneurs must pay attention to every detail, in order to meet the needs of

this type of consumer.

For the second cluster, they choose a second home by considering the product
first. Brand reputation is not very important to these consumers, so lesser known
brands can penetrate this market. The most important aspect is project location,
emphasizing scenery as a major factor. The better location has then the greater
advantage one gets. Local facilities are not particularly significant for consumers in
this segment, as they are really only interested in a villa or condominium. Other factors
include price and place, with promotions being less important. If a reasonable price is

found, then this type of consumer is willing to pay for whatever satisfies them.
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For the last cluster, the real market has a large amount of them, but the market
does not have enough suitable products on offer. For the entrepreneur who takes
interest in this group, branding is unnecessary. There are two things necessary to
match the needs of consumers in this cluster. Firstly, a good location away from main
roads is necessary, in order to reduce land costs. Secondly, attractive styles and good
design plans of the villa or condominium are necessary also, but with a reduced
materials cost from not using premium grade products, as are necessary for Group 2
above. This means producing a product similar in appearance to a premium product,

but using cheaper materials.

Hopefully, in doing this, managers and entrepreneurs can create new projects
and formulate effective marketing strategies, in order to succeed in the business of

second homes in green areas.

Recommendations for Further Research

1. Further research should use other green areas to be a case study in order

to compare which points are different or the same with this research.

2. Further research should segment consumers by using other factors such

as geographic, psychographic, and behavioral factors.

3. Further research should study deeply about location, view, and
surroundings. What are the kinds of location, view, and surroundings do consumers

want? Developers can use it in order to select the best location.

4.  Further research should study consumer segmentation of a second home
in seashore areas in order to compare the results with this research. Developers will

see the overall picture clearly and can adapt it to use in their business.
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QUESTIONNAIRE
Title: Consumer Segmentation of a Second Home in Green Area by Demographic
Factors and Buying Reasons: A Case of Khaoyai Area in Thailand

Instruction This survey is conducted as a part of master of business administration thesis at Kasetsart
University in Thailand. The researcher create this questionnaire in order to separate consumer group of
a second home in Khaoyai area, Thailand. The respondent have to be more than 20 years old and be the
consumer who already bought or who are intending to buy second home in Khaoyai area. This
questionnaire include 4 part as following.

Part 1. Demographics information of respondents
Instruction Please place a check mark (V) at your answers.

1. Gender
o Male o Female
2. Age
o 20-30 years old o 31-40 years old o 41-50 years old
o 51-60 years old o more than 60 years old
3. Education
o Lower than bachelor o Bachelor o Master o More than master
4. Family income
o Less than or equal 50,000 Baht 0 50,001-80,000 Baht 0 80,001-100,000 Baht
o 100,001-200,000 Baht o 200,001-500,000 Baht o More than 500,000
Baht

5. Occupation
o Government officer/State owned enterprise o Private company employee

o Small business owner (< 50 employees) o Medium business owner (51-200
employees)
o Large business owner (> 201 employees) o Freelance
o House wife o Investor o
OtherS.....coveirieiiinicirccreeens

6. Status
o Single o Married/Stay together o Divorce/Separated

7. Family members
o 1-3 persons O 4-6 persons o 7-9 persons o more than 9
persons

Part 2: General information about second home and buying reason
Instruction Please mark V in the box in front of your answer

1. Which kind of second home you are interested in?

o Housing development (or Villa) o Condominium o Both
2. How many budget for your second home?
o < 2 million Baht o 2-3 million Baht o 3-5 million Baht o 5-10 million Baht

010-15 million Baht o more than 20 million Baht o unidentified/infinite
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3. How many bedroom that you need for your second home?
o 1 bedroom o 2 bedrooms o 3 or more bedrooms
4. What is the main reason for buying second home in Khaoyai area? (Can choose more than 1 choice)
o For weekend house o For living in the future o For living of family member or relatives
o For speculation o For rental o For stay when working at Khaoyai
o For receive guests o Represent social status

Part 3: The levels of marketing mix consists of product, price, place, and promotion toward a second
home in Khaoyai area
Instruction Please indicate your answers that best describe the important level of each issue.

The important level

What the important level of each issue

for choosing second home in Khaoyai | = VY | jnoortant | Average | . - Very less
area,) |mp0rtant 4 3 |mp0rtant |mp0rtant

5 2 1

Product

location

view and surrounding

utility space

project reputation

variety of facilities

quality of construction materials

N[O |~ W|IN|FP

style

have adaptation and improvement
continuously

0]

9 can be renovated

10 | durable of structure

11 | variety of type

12 | having a lot of parking

13 | suitable home/room plan

Price
cheap price

2 | worthy price

suitable price with surrounding
and location

cash discount

interesting term of payment

provide credit from various
financial institution

low interest rate

cost of utilities
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The important level

What the important level of each issue

for choosing second home in Khaoyai very Important | Average Less Very less
important important important
area? 4 3
5 2 1
Place

1 | sale office location

design and decoration of sale
office

sale agent reputation

Promotion
Advertising

2 | special offer

disposition of sale person and
quality of presentation

having after sale warranty

Part 4: Detail information about interesting in second home
Instruction Please mark V in the box in front of your answer

1. Which road are you interesting most? (choose only 1 choice)
o Thanarat Road o Pansuk-Kudkhla Road o Khaoyai-Wang Nam Khiao Road o unidentified
2. Which factors are important for you to choose second home in Khaoyai area? (cannot choose more than 3
choices)
o Have to see Khaoyai mountain range
o Unnecessary to see Khaoyai mountain range, but mountain view is necessary o See panorama view

o not located in stuffy place o located on high place o Convenient to travel
o Near restaurant o Near tourist attraction o Near hospital
3. Which facilities are necessary in your viewpoint? (Can choose more than 1 choice)
o Swimming pool o Garden o BBQ pit o jogging track
o CCTV 24 hr. o Private car park o Wi-Fi o Fitness
o Security system 24 hr. o Library o Sauna o Children playground
o Clubhouse O OtherS.....cuiiiiniiicccnrcecc s
4. Which style of second that you are interested most? (choose only 1 choice)
o Europe o Japanese o Tuscany o Modern

o Contemporary o Unidentified O OtherS....oeeeeeee e
5. Which special offer are attract you most? (Can choose more than 1 choice)

o Cash discount o free appliances o fully furnished o free smart phone or tablet
obuy 1 get 1 car (ex. BMW X1) o free loose furniture o Guarantee return 5% within 5
years
o presales price o Gift voucher more than 50,000 Baht o Do not interested

6. Which are the most attractive advertising for you? (cannot choose more than 3 choices)
o SMS o Direct mail o Booth o Billboard on roadside
o Billborad in tourist attraction of Khaoyai o Brochure o Social network

o Product launched o Website o Newspaper



APPENDIX B

Questionnaire (Thai Version)
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