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Home building is a business that meets the true housing needs of consumers.  building a house, most
consumers have a piece of land of their own and need a house built to their own needs. It is unlike the housing
project business, which is a high risk business due to speculation for profit. Demands for home building do not
usually fluctuate and exist generally all the time. On the contrary, housing project business has its ups and downs
according to economic conditions and speculation. As a result, after the economy picked up in 2001, the home
building business has attracted a lot more players. With a large number of home builders, business operators as well
as consumers themselves are likely to face more risks. This could have an impact on the country’s economy in
general if business operators do not study the consumer needs and behavior thoroughly. Meanwhile, the need for
home building on one's own land is mostly seen increasing in the suburbs. An area of particular interest is the Thawi-
watthana district, in the west part of Bangkok, where the business has expanded most. Bangkok Metropolis urban
planning also puts the district in the premium residential area category.

This research aims to study and analyze the factors that meet the true needs of consumers who need the
service of home building companies. The research focuses on the criteria used by consumers in choosing a
contractor, whether it is a home building company or a free builder which does not hold company status. Another
objective is to study and analyze the use of marketing mix by home building companies in their market management.
This is to see how the four P's in the marketing mix, namely, price, product, place, and promotion, used by the
companies are related to consumer demand and behavior. As a survey, primary data was gathered through a
questionnaire mailed to the sample group, which was the sample population group who had a house built on their
own plot in Thawi-watthana district and asked for a house number registration from the district office between July and
December 2002. A total of 160 copies of the questionnaire were sent to the sample group, 116 of which were
completed and returned.  Regarding homebuilders, secondary data was gathered from the internet and
homebuilding advertisements,

According to the research findings, those who had a house built on their own land fell into two groups:
those using home building companies and those not using companies. Only 23.3% was in the first group. Both
groups used similar criteria in their selection of a contractor. At the top were quality, workmanship, use of good
materials, design, look, and image. A different criterion was that those not using homebuilding companies looked at
the low price while those using companies chose to have the after-sales guarantee. Regarding the source of
information, both groups first consider print ads in magazines and operators’ offices. Most consumers chose those
with an office near the construction site.  case there was no reliable office near the construction site, consumers
then chose a more reliable homebuilding company.

conclusion, the findings are important to homebuilding business operators’ market management in
reaching the right target groups, meeting the demand of consumers, reducing the risk in operating such business. If
business operators on the whole can meet the demand of consumers, this will also reduce the risks on the part of

consumers. -

Department of.. *Housing Student's signature =
.
Field of study... Housing Advisor’s signature...... /W~””

Academic year, .2003... 1 Co-advisor's signature



AWIANTANNIINY 18
CHuLALONGKORN UNIVERSITY



11
12
13
14
1.5
16
17

21
2.2
2.3
2.4
2.5
2.6

31
32
3.3

------------------------------------------------------------------

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||



34

41
42
43
44
45

51
5.2
53
54
55

6.1
6.2
6.3

---------------------------------------------------------------------------------------------------



11

12

21

31
3.2
5.1
5.2
5.3
5.4
5.9
5.6
5.1
5.8
5.9
510
511
512

513
5.14
5.15
5.16
5.17
518
519



5.20
5.21
5.22
5.23
5.24
5.25
5.26

5.21
5.28
5.29
5.30
5.31
5.32
5.33
5.34
5.35
5.36
5.37
5.38
5.39
540
541
542
543
544
545

5.46



DAT 105
5.48 ... 106
549 1 107
5.50
..................................................................................... 108
580 110
5.92
YN /27 114
5.53
L ) it v rove s revesssssss s 114
5.54
A 474N - A7 NN 115
5.95
i ] e ———————————n 115
5.56
=== T 115
5.97
............................................................................................ 116
98
D ———— 116
5.59 2



11
51
5.2
5.3
54
5.
5.6
5.1
5.8
5.9
5.10
5.1
5.12
5.13
5.14
5.15
5.16
5.17
5.18
5.19

5.20
5.21
5.22
5.23
5.24
5.25
5.26



5.21
5.28
5.29
5.30
5.31
5.32



41
42
43



11

41

51

5.2

53

54

5.5

56

5.1

58

59

---------------------------------------------------------------------------------------------------------

101

102

103



	ปกภาษาไทย


	ปกภาษาอังกฤษ 

	หน้าอนุมัติ


	บทคัดย่อภาษาไทย


	บทคัดย่อภาษาอังกฤษ


	กิตติกรรมประกาศ


	สารบัญ



