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# # 4674266525 : MAJOR HOUSING

KEY WORD : HOUSING / BUYER'S DECISION MAKING / ADVERTISING
UNCHALEE PIYABOONPAPHOL : A COMPARISON OF DECISION MAKING
BASED ON MEDIA AND ADVERTISING ON BAAN SUPALAIBURI PROJECT AND
BAANSUCHAYA PROJECT IN PATHUM THAN! PROVINCE. THESIS ADVISOR :
ASSOC.PROF.MANOP BONGSADADT, THESIS CO-ADVISOR : CHALIT
LIMPANAVECH, 127 pp. ISBN 914-17-7089-8.

The objectives of the study were to investigate developers’ marketing and advertising
strategies influencing home buyers and to study the buyers’ decision making process. Smith's

decision making theory and communication model were used as research tools.

The subjects of this research were two randomly selected housing projects situated on
Rangsit-Ongkarak Road in Pathum Thani. The criteria were that it was a real estate project
offering housing at average prices, still had vacancies and 50 % of its buyers had taken up
residence. The two projects were 1) Baan Supalaiburi Project with 226 housing samples, and 2)

Baan Suchaya Project with 97 housing samples.

It was found that the buyers’ decision making involved three steps : gathering
information, comparing this and making a final decision. The buyers gathered information through
billboards mostly and compared information presented in brochures. As for the last stage, most
decided to buy a house because of word of mouth, their friends’ or relatives’ recommendation.
Buyers received information through the media in line with developers’ marketing strategies in
which included billboards during the first stage. During the last stage, they were convinced that
word of mouth or recommendations from friends or relatives could influence buyers decision to
buy a certain house.

It was also found that a family played an important role in the buyers’ decision-making
including social factors such as gender, age, income, career and education. However, the two
projects were different from others in that they created their own brand, resulting in buyers
making their decision more quickly and spending less time comparing these projects with others

which have no branding.
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