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ABSTRACT

The objectives of this study were to investigate the following: 1) personal,
economic, market, and auction rule and regulation factors of people purchasing immovable
property at auction from the Chiangmai Legal Execution Department in Muang district,
Chiangmai province; 2) behavior and factors effecting the behavior on immovable property
purchasing of the people; and 3) problems encountered in the purchase of immovable property.
Data collection was done with 80 people joining the purchase of immovable property at auction.
Obtained data were analyzed by using the Statistical Package for the Social Sciences Program.
The statistical treatment used in this study were percentage, median, and chi-square.

Results of the study revealed that most of the respondents were male, married,
30 — 40 years old, bachelor’s degree graduates, and business owners. They had on average
monthly income of 15,001 — 30,000 baht and they had a monthly supplementary income of
10,001 - 20,000 baht.

For rules and regulations of the immovable property at auction, it was found that
the operation procedures placed freedom in payment such as cash, having other people to do the
auction, duration of payment, and extension of payment. For market factor, the informants placed
the importance of the immovable property sold at auction. They could pledge and extended
duration of payment. Besides, they could see the immovable property at auction through many

channels such as internet. There was also discount during the time of auction.
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Factors related to the amount of each purchase were age, occupation, income,
source of income, monthly expenses, procedures, price, and market promotion. Meanwhile, factor
related to purchasing style were sex, age, income, source of income, monthly expenses,

documents, content clarifying, product, price, and market promotion.



