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ABSTRACT

This independent study aimed to investigate the marketing mix factors affecting
consumer decision towards selection of home design services in Mueang Chiang Mai district.
Research population was identified to 282 samplings whose construction permission was
officially approved during January — July 2009 and houses completely constructed for not over
than 5 years in an area of Mueang Chiang Mai district. All acquired data were analyzed by using
descriptive statistics, including frequency, percentage and means.

The findings showed that most respondents were 35-44 years old male with 3-4
members in the family. They mostly graduated in Bachelor’s degree and worked as government
official whose family monthly income was found at the amount of 15,000-25,000 baht. They had
been living in the one-story house with for 4-5 years and mostly spent 1,000,000-2,500,000 baht
for building cost, excluding land cost. Their reason in taking housing design service was referred
to the certainty in being provided housing style as needed. Source of information that they learnt
about the housing design services was mentioned to friends, relatives, and fellows. Before making
decision, they would compare service information from 2 housing design service providers.
Generally, it was found that the business registration of those housing design service providers

was found in a type of single owner. In terms of taking the service, they would specify their
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preferred architect; then, do the contract documents with the selected company. Expense to be
spent for this service was 20,001-30,000 baht in total.

Regarding the study on service marketing mix factors, the results presented that
those respondents averagely rated the importance to all factors at high level as follows: people,
process, Product and physical evident and presentation, price, place, and promotion, respectively.

In product factor, the highest importance was respectively marked to the first two
elements as follows: the company’s fame or the architect with pleasant professional ethic and the
various housing styles to select as needed.

In price factor, the highest impoﬁance was respectively marked to the first two
elements as follows: the different rates of professional service charge in accordance with types
and categories of building to be designed, and the reasonable professional service charge
comparing to qualities of forms and materials to be used.

In place factor, the highest importance was respectively marked to the first two
elements as follows: the convenience to make contact via telephone/facsimile and the several
communication channels such as contacting to the company or contacting directly to the architect.

In promotion factor, the highest importance was respectively marked to the first two
elements as follows: the advertisement via media, including poster and leaflet and the
participation in design exhibitions with The Association of Siamese Architects Under Royal
Patronage (ASA) and other related organizations.

In people factor, the highest importance was respectively marked to the first two
elements as follows: the ability of architects to manage, plan, and coordinate with relevant units
over the working period and the good knowledge and ability in housing design of the architect.

In process factor, the highest importance was respectively marked to the first two
elements as follows: the systematic audition on all designing stages which led to the standard
achievement, as equal as, the kind attention to customers when they directly came to the office
and the availability of preliminary budget calculation to find out the quantities of materials and to
join the selection of contractors.

In physical evidence and presentation factor, the highest importance was
respectively marked to the first two elements as follows: the sufficient seats in the guest-room and

the availability of facilities such as television, newspapers, magazines, and toilets at the office.





