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(FACTOR AFFECTING POEPLE’S DECISION TO PURCHASE HOUSING IN
KANCHANABURI PROVINCE)
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This independent study aims to study the factors affecting people’s decision to
purchase housing in Kanchanaburi province. Questionnaires were collected from a sample
of 400 people. Data collection tools were used by completing online questionnaires. There

are statistics used to analyze data: frequency, percentage, and Chi-Square.

The results of the study found that Most of the respondents were aged 22-40 years for 48

percent, were female for 51.8 percent, were marital status for 52.5 percent, have an



average monthly income 30,000-40,000 baht for 35.3 percent, have a bachelor's degree for
65.3 percent, and are employees of private companies for 32 percent. Overview of
marketing mix factors (4Ps). The research results found that the sample group gave the
most importance to marketing promotion (Promotion). Mean = 4.45, standard deviation =
0.54. Information on the importance level regarding factors affecting the decision to
purchase housing of the population in Kanchanaburi Province. In the overall picture of
marketing mix factors (4Ps), the research results found that The sample group gave overall
importance to the marketing mix factors (4Ps) at a very important level, with X =4.34 S.D.
= 0.46, which when considered individually, it was found that The highest average score
was Marketing Promotion (Promotion) X =4.45 S.D = 0.54 for Product (Product). The
research results found that the sample group gave the most importance to the security
system in the project, such as security guards and CCTV cameras. Mean = 4.52, standard
deviation = 0.64. In terms of price (Price), the research results found that the sample group
gave the most importance to price appropriate to quality. Mean = 4.51, standard deviation =
0.64. Distribution (Place) The results of the research found that the sample group gave the
most importance to being able to directly contact employees or project offices. Mean =
4.43, standard deviation = 0.73. In terms of marketing promotion (Promotion), the research
results found that the sample group gave the most importance to promotions of free gifts
such as electrical appliances, furniture, decorations, etc. Mean = 4.50, standard deviation =
0.69 in terms of awareness of needs. The majority were concerned about the quality of
housing, numbering 228 people, accounting for 57 percent, and the main reason that
influenced the purchase decision was convenient transportation, numbering 162 people,
accounting for 40.5 percent. In terms of information seeking. Most responded that they
knew about the project from advertising through online media, 160 people, accounting for
40 percent, and purchased accommodation from the project sales department, 188 people,
accounting for 47 percent. Most responded that they paid in installments according to the
conditions, 256 people, accounting for 71.5 percent, planning to buy a house for more than
6 months but not more than 1 year, 217 people, accounting for 54.3 percent, and had a

budget in the range of 2,000,001-3,000,000 million baht. 143 people, accounting for 35.8



percent, in purchasing decisions The majority responded that they had decided to buy a
detached house, 165 people, accounting for 41.3 percent, regarding post-purchase
behavior. Most responded that they were moderately satisfied, 211 people, accounting for
52.8 percent, and would recommend acquaintances to buy the same residential project,

361 people, accounting for 90.3 percent.

Different demographic factors including age, gender, status, income, education
level, occupation, have different effects on the decision to purchase housing in

Kanchanaburi province

Different marketing mix factors, including Product, Price, Place, Promotion affect the

decision to purchase housing in Kanchanaburi province differently.
Keywords: Marketing Mix, Decision Making, Housing
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