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Consumer Decision-Making Styles of W (o
Buying Condominium and Clustering Condomini
Consumer in Bangkok Metropolitan Regio

AY™
N
Kriad®sak Santipojana

®

7 Marketing Manager,
Colliear¥In ional Thailand Co., Ltd.

ABSTRACT @

his research objective is to find consumer decision m@ng\\\;les of condominium in Bangkok

metropolitan region and analyzing clusters of the style consumer. Research uses the

customer styles inventory (CSI) of Sproles & Kesdul@1986) to find the construct to make

the questionnaire, then utilizes the Exploratorr Analysis (EFA) to find different styles.
After that cluster analysis for classifying the group o%minium buyers is utilized.

A small sample of questionnaires has bected in pilot test to determine appropriate

measurement indicators before collecting the online questionnaires. The aggregate of 198 samples
survey is compiled. The finding from EF stk condominium consumer decision making styles;
(1) Novelty - Design consciousness styte&:tionism style, (3) Brand consciousness style, (4) Confusion
co

from overchoice style, (5) Time - ener

In addition, the cluster anavvs that there are four clusters of consumer. (1) “Investment

purpose buyer cluster”, (2) “R&l demand buyer cluster”, (3) “Novelty — Design and Brand prefer buyer

behaviors, and decision M2 es. This research can benefit a condominium developer in designing
the condominium prod t with the consumer decision making styles and to manage sales and

marketing of conroject for success.
Keywords: Custo@:lsion - Making Styles, Condominium

rving style, and (6) Price consciousness style.

cluster” and (4) “Perfectionis cluster” where in each cluster has different demographic data,
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