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ABSTRACT

This independent study aimed to explore marketing mix factors affecting
customer’s purchasing house of real estate in San Sai district, Chiang Mai province. Data
collection was conducted via the distribution of questionnaire to a group of 300 customers who
purchased houses from registered real estate projects in San Sai district, Chiang Mai Province.
The data was then analyzed by descriptive statistics using for frequency, percentage, and means.

Based upon the results of study, most respondents were married, female in the age
between 31 — 40 years old. They mostly held Bachelor’s degree as the highest educational level.
Recently, they were companies’ employee and earned for 10,001 — 20,000 baht in average as
monthly income. There were around 3-4 members in their families. Most of them purchased
houses of real estate in a rank of 1,000,000 baht. From that amount of money, they could
purchase 1 story house with 51-70 SQ.W of land, and to pay by installments. The reason for
purchasing house in Sun Sai district, Chiang Mai Province was mentioned for its good
atmosphere, They revealed that they learnt the house of real estate information mostly from
fellows and the persons influencing decision in purchasing house were their own couplers and

children.



The findings from the study on the marketing mix factors affecting customer’s
purchasing house of real estate were presented as following,

According to the marketing mix factors the respondents paid overall average
concerns at the low level: first was price factor, next were product factor, place or distribution
channel factor and promotion factor, respectively.

In term of product factor, respondents paid overall average concerns at the low
level. For the first 2 sub-factor that they paid the most concern namely project’s fame, and the
security system of the project, respectively.

In term of price factor, respondents paid overall average concerns at the low level.
For the first 2 sub-factor that they paid the most concern namely documents explicitly indicated
house and land costs, and the cost of house itself, respectively.

In term of place or distribution channel factor, respondents paid overall average
concerns at the low level. For the first 2 sub-factor that they paid the most concern on sub-
factors namely the convenience for contact, the plans set by each project, and the cleanliness of
project area.

In term of promotion factor, respondents paid overall average concerns at the low
level. For the first 2 sub-factor that they paid the most concern namely the advertisement/public
relations done through various kinds of media, and sales officers who were ready for offering
some suggestions,

Problems found in each factor that were mostly mentioned by those respondents
were shown as follows. In product factor, the most problem they complained was from the
limitation of housing plans to choose, and the most problem in price factor was from the
expensive costs for house and land comparing with other projects. In place and promotion
factor, the most problem was from the lack of sport ¢lub, and the most problem in promotion

factor was from the lack of premium such as screen.



