181739

msﬂnunwmauumnﬂumnmnﬂnm 1) fedomedrnisamaiiiinane
n1s€fﬂi'?u‘lmaanmawagmﬂwmauwnna i Alduimsums
¢ o .} ] .. - 4’ a ' LY
o aunI ey fndagedmi 2) dgmuazguassalumsdrduludensenegerfuves
«a 0] 3 o < ~ o o ]
mn¥nneamuinnininnginms Alduinssunseimsaunsizd smdadoa v
#iveldfus s wdeyaszyinsnindrsnisidumndonemuinngdisems (e
P o o ' o : ny o os
nlduinmssunaemsaunsiziiFosini §1waunedu 2,100 510 Tasdide1d14mrsna
v e . ‘@ 4 o ' e . o ™ % - -
Krejcie and Morgan 1un15gu@186133%1 14§ 11unandae61e 325 510 dmsunieadienldlu
msfusIuswdoyane wuudeuow uazdinszrdeyadio llsunsuadaduS ez spss for
. 9 v v ci [ P ] o 4
Windows 1au1¥ mievaz sunde dndivauunasgumaza lndaunss
kan1338omu nqualtesd Ingiiluimeyis o1gliudu 30 1 sorunn
Taa Hswlddedsudieo 10,001 -20,000 ym fimsfnuiluszdniTygrInniegenii i
snuaunInluaseunia 3 - 4 au mitsnundiianensenidnyIEms Tdumuanum
. =t bl o é ﬂ. : <2 ’ﬁ 1 o
a1 & 3 Wnerfoluduvesnuesduiiudu@e) 2 $u Imseuiiduliiudeoas 20 ves
5018 wasidaduvesdithifiswéiey dudiiis o1& hifudevas 20 vesswld
My
naudegniinnudsnishegerdoniinauliiu 100 a3 i 3
v Y o v 4 v ¥ da ' Yy a
Hodusu 2 Meati1 Asagetunieunaulusinininndi 1,000,000 um dszianthwides 2
: . o " @ [ < [ o o o
%u Tavegluwinaouumelrsunau uaznguaedialinnuaulamyiulnsimsnanusiaa
[Y o ] o a -4 ' “a e ia ‘'
fetonuanmsamaniinarenisanduludends wud Aundaiuniinade
o & : a as o P o - -]
msaadulivenegerfvluszaunnigalszidunsnfiolsziduniuazainlumsauuiny
a o o o ’ 4 [l ° ' a
ausmiiraluszaunindsziduusnfiesmdin Insansdu Auveananissimite fina
Tuszdunnngadszinuusntie anuazanlumaidyen Aumsdaasumsaae fikalu
o -] A ' @ a o o + e v
szAunnlsziauusnfe Tavanmanduiy luilds dwsvilywwazedassanquiiedis
4 ¢ ' o P [V ¥ v a o o ¥ ¥ ’ a
mudilgmieglussdumnniiga 3 A1u 18un Aundasust Ausiar Augememisda

e unsduasumsean sndudunsduaiumsaaa iflywiegluszduunn



181799

This research work is designed: 1) to study marketing factors affecting house-
buying decisions of the government pension fund membership of the Government Housing Bank
in Chiang Mai Province; and 2) to study problems and obstacles in their decision-making for
house purchase. Data for this study arc collected from the government pension fund membership
of the Chiang Mai’s Government Housing Bank. totally 325 persons. Data collection is made
possible through questionnaires, and the data are analyzed with the package program for
Windows.

The research results reveal that most of the sampling units are males, and not
over 30 years old. They are unmarried and have income of 10.001-20,000 baht a month. Their
education is a master’s degree or higher; their family size consists of 3-4 members. All of them
are affiliated with the Ministry of Education. They hold position lower than C-3 and live in their
own house with two storcys. Their debts arc not over 20 percent of the total income.
Additionally. the proportion of those who have extra income and who have nonc is not less than
20 percent.

The sampling cohorts want the following residences. They prefer a housc being
situated on an area not larger than 100 square wa, and having three bedrooms and two bathmﬁs:
they want to buy a two-storey house together with a plot of land for over 1.000.000 baht. The
house must be located alongside of the ring road. Besides, the sampling subjects are fondly
interested in the Kulaphan Ville Housing Project.

As regards the marketing factors aftecting the house buying decision, it is found

that the factor highly affected the house buying decision is convenience in communication.

As regards the marketing factors affecting the house buying decision, it is found
that the factor highly affected the house buying decision is convenience in communication.
In view of the house prices, the price highly affecting the house buying decision is to be lower
than that of other projects. With regard to purchasing procedures, the most attractive is
convenience in contract making; on marketing promotion the most effective is advertisement by
means of leaflets and handbills. Regarding the problems and obstacles, the sampling subjects
expressed their opinions that the most serious ones include product, price and distribution

channel, excluding the marketing promotion which is found having problems at a high level.





