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ABSTRACT

This research aimed to investigate five key aspects: (1) the demographic
characteristics of consumers who purchase houses in Land and Houses projects, (2) the
level of consumer opinions toward the marketing mix (7Ps), (3) consumer purchasing
decision behavior, (4) the differences in purchasing decision behavior based on
demographic characteristics, and (5) the influence of marketing mix factors on purchasing
decision behavior.

The sample group consisted of 400 consumers who had purchased or were
interested in purchasing houses from Land and Houses Public Company Limited in the
Bangkok Metropolitan Region. Data were collected using an online questionnaire and
analyzed using statistical software (SPSS).

The results revealed that certain demographic factors, such as age and income,
significantly influenced consumer purchasing decisions. Additionally, marketing mix factors
such as product quality, location, personnel, and physical characteristics of the project had
a statistically significant impact on consumer purchasing behavior.

Key recommendations from this study include emphasizing high-quality housing
design, selecting project locations that align with target groups, enhancing the capabilities
of sales personnel, and developing credible promotional media to effectively support

consumer purchasing decisions.

Keywords: Marketing Mix, Purchasing Decision Behavior, Housing Projects, Land and

Houses
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