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The purpose of this research was to study the factors affecting single unit house 

buying decision of consumers in Bangkok metropolis. The samples used in this research were 
people who lived in Bangkok Metropolis, but the researcher decided to collect data from 400 
respondents. Questionnaires were used to collect data. The data was analyzed by a 
computer program for statistics such as, frequency, percentage, mean, standard deviation 
and Chi-Square analyzing the relationship factors at significant 0.05

The research summary result found that most single unit house buyers were male
and get married with 2 incomes and 3 persons in the household, monthly income ranged
between 120,000-150,000 baht. Most buyers spend time visiting at least 3 projects for 
comparison. Their budgets will be around 3-4 millions baht, bought detached land space with 
41 – 50 Square Wahs, choose 100 – 120 Square Meters of usable area. Their preferred 
payment was 20,001-30,000 baht per month which average loan for several 21 – 25 years the 
correlation between the marketing mix affecting decision making process of buying single unit 
house found 3 factors as follows, regarding product found big bedroom, adequate living room, 
sufficient car parking space, project facilities and cleaning environment with good 
atmosphere. Marketing factors found that, word of mouth, television advertising, Internet 
advertising and free for tax and transfer fee. Concerning for the physical factors found, the 
environment, no pollution ( 1 = 55.1%), for the land space affecting decision making buying 
single-unit house ( 2 = 43%), In case when use the adequate living space and that correlated 
to the demographic and finance found the family income per month , installment per month, 
and  loan payback period ( 3  = 36.9%) 
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