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Abstract



The objectives of this research were (1) to study purchasing behavior toward
residential condominiums in Mueang District, Trang Province, and (2) to study the
marketing mix factors influencing the decision to purchase residential condominiums in
Mueang District, Trang Province. This study employed a quantitative research approach.
The sample consisted of 400 residents of Trang Province who had purchased, intended
to purchase, or were interested in purchasing residential condominiums in Mueang
District, Trang Province. The samples were selected using multi-stage sampling, including
both probability sampling and non-probability sampling techniques. Data were collected
using a questionnaire and analyzed using descriptive statistics, including frequency,
percentage, mean, and standard deviation. Inferential statistics were analyzed using
analysis of variance (ANOVA) at a statistical significance level of 0.05.

The results in accordance with the research objectives revealed that (1) consumers’
purchasing behavior toward residential condominiums primarily emphasized the
consideration period prior to purchase, monthly installment budget, usable area size, and
purchasing purpose; and (2) regarding marketing mix factors influencing the decision to
purchase residential condominiums, respondents rated the overall importance at a high

to very high level, particularly in terms of product, price, and service process.

Keywords : purchasing behavior, marketing mix influencing purchasing decision,

residential condominium in Mueang District, Trang Province
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