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Abstract

This study aims to examine the factors influencing private company employees’
decisions to purchase condominiums in Bangkok and metropolitan areas. Focusing on
demographic factors and the marketing mix (4Ps) Product, Price, Place, and Promotion
a quantitative approach was adopted using questionnaires collected from a sample of 400
respondents.

The findings reveal that sales price, favorable mortgage conditions, and in-project
facilities significantly influence purchasing decisions, while age, income, and education levels
also play a critical role. These insights offer a strategic framework for real estate developers
seeking to cater to the needs of this target group and refine their marketing strategies
accordingly.
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