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Abstract

This research aims to: 1. Study the marketing mix factors influencing the decision
to purchase low-rise residential properties in Bangkok; 2. Understand consumer behavior
in making decisions to purchase low-rise residential properties in Bangkok; and 3.
Examine the personal factors of consumers affecting their decisions to purchase low-rise

residential properties in Bangkok.

The sample consisted of 400 individuals with an intention to purchase such
properties in Bangkok, selected through purposive sampling. Data were collected via an
online questionnaire. The data were analyzed using descriptive statistics such as
frequency, percentage, mean, and standard deviation, as well as inferential statistics
including t-test, F-test (One-Way ANOVA), correlation coefficients, and multiple regression

analysis.

The research findings revealed that: 1. Personal demographic factors-such as
gender, age, marital status, education level, occupation, and average monthly income-
significantly influenced the decision to purchase low-rise residential properties in Bangkok.
2. Regarding consumer behavior, factors such as purchase purpose, house type, building
materials, and land size did not show significant differences. However, most consumers
preferred house styles that matched their lifestyle and relied on social media platforms,
particularly Facebook, for information. 3. Differences in marketing mix factors among

consumers showed statistical significance at the <0.05 level.

The findings of this research provide valuable insights for real estate developers
and entrepreneurs in Bangkok, offering guidance on how to better meet consumer needs
and enhance decision-making for purchasing low-rise residential properties.

Keywords: Purchase Decision, Real Estate, Marketing Mix
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