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KAEN. THESIS ADVISOR : ASSOC. PROF. VACHARAPOOM

BENJAORAN, Ph.D., 86 PP.

REAL ESTATE/DECISION/MARKETING MIX THEORY (4P's)

ISERVICES

This research is a survey of people who have already bought a house from the
real estate projects. The objective was to study the factors that influence consumers
buying a house and other reasons the 219 samples were selected from four housing
projects in Khon Kaen. They are the local branded companies (Piman Group Co.,
Ltd., VIP Home Co., Ltd.,) and the national branded companies (Land & House
Public Company Limited, Supalai Public Company Limited). The questionnaire is
used as a data collection tool. The data are statistically analyzed and compared. The
results showed that 1) Most consumers were males aged 31-40 years old, work as
merchants, self-employees and business owners. With the highest academic degree as
bachelor, married, household income between 60,001 to 100,000 baht. 2) Buying a
houses 3,500,001 to 4,500,000 baht and family members have the most influential
level on buying decision and most get information from the print media. 3) Factors

that influence consumers the most is product. As which is a part of the marketing mix



theory (4P's) level most, and also the service is a high rated influential factor. These

results can be used as a guideline for further development of the real estate business.
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