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Abstract

This research is objective. (1) To study the market mix factors that influence the
choice of condominium in Bangkok. (2) To study the objectives of consumers'
condominium purchasing decisions in Bangkok that influence the market mix factors,
concepts and theories of the 4Ps. Quantitative research The subjects were consumers
in the Bangkok area. The research instruments were questionnaires and statistics used
to analyze the data, namely F-Test, One-Way, ANOVA, and Multiple Regression

Analysis.

The results showed that (1) the majority of respondents were female, 213
people, or 53.30%, aged 25-30 years, 160 people, or 40.00%, private sector employees,
147 people, or 36.80%, had single status, 282, or 70.50%, most of them had a
bachelor's degree or equivalent. 305 people, or 76.30 percent, most of them have the
highest number of family members of 3-4 people. 204 people, or 51.0 percent, with an
average monthly income of 20,001-40,000 baht, 149 people, or 37.30 percent, were in
the same type of residence. Single House Type Max 153 people, or 38.30 percent, had
a budget of 1.51-2 million baht to buy condominiums. The maximum usable area of the
condominium is 31-40 square meters. 193 people, or 48.30 percent, have any sources
of information used to search for condominium information of interest, such as the
Internet. 325 respondents, or 81.30 percent. Time to make a decision to buy a
condominium Respondents took 6 months to make a decision after visiting the project,

283 people, or 70.80 percent. 160 persons or 40.00%.

Keywords: marketing mix, Condominium decisions in Bangkok.
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