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Abstract

The purposes of my study about the influences that affect house estate buying
decision of Generation Y living in Donmueang and Saimai are; 1) To study generation Y’s
traits and nature. 2) To analyze their housing estate buying behaviors and decisions. 3)
To understand how the marketing mix influences their buying behaviors and decisions.

To follow the first purpose of this research, we found out that more than half of
the question form fillers were 25-31 year-old female, single. They own a bachelor degree
and work for a government organization and government-owned company. The salary
range is THB20,001-30,000/month. We discovered that the differences between
Generation Y’s sex, education, career, marital status, average income, and family’s
average income do affect their decision in buying housing estate in Donmueang and
Saimai. For the second purpose of this research, we discovered that Generation Y’s traits
and behaviors in daily life affect their housing estate buying decision in Donmueang and
Saimai. This affects most the self-expression’s decision. And for the achievement, traits
and behaviors can’'t do anything at all to their buying decision. Last but not least, for the
last purpose of this research, we found that marketing mix influences that affect the buying
decision are; 1) Physical look and presentation, these affect the most. And for pricing,
locations, promotion, and Human Resources, they don'’t affect any housing estate buying

decision in Donmueang and Saimai at all.
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