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The Marketing Mix Factors Influencing the Purchase Decision

Of Single-Storey Houses among Generation X Consumers in

Bangkok and the Metropolitan Area.

Poom Na Pload

Asst.Prof.Dr. Tussanee Sirariyaku

Abstract

This study aimed to examine the factors influencing the decision to purchase single-storey houses
among Generation X consumers residing in Bangkok and its metropolitan areas. The sample consisted of
402 respondents, and data were collected through an online questionnaire using convenience sampling.
The statistical methods employed for data analysis included descriptive statistics and inferential statistics,
namely correlation analysis to examine the direction of relationships between two quantitative variables,

independent samples t-test, one-way ANOVA, and multiple regression analysis.

The results indicated that the majority of respondents were female, aged between 45-50 years,
held a bachelor's degree, were employed in the private sector, and had an average monthly income of
40,001-50,000 baht. The factor with the greatest influence on the decision to purchase a single-storey
house was the marketing mix (4Ps), particularly promotion. The analysis showed that promotion had a
statistically significant effect on purchase decision, F(4,397 ) = 20.71, p < .001, with an R? value of .173.
Overall, the independent variables were able to explain 17.3% of the variance in the decision to purchase

a single-storey house.

In conclusion, this study supports hypothesis H1(9), indicating that promotional factors significantly
influence the decision to purchase single-storey houses among Generation X consumers living in Bangkok

and its metropolitan areas.

Keywords : Factor Analysis, Purchase Decisions, Single-Storey House Purchase, Bangkok and

Metropolitan Area
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HAMTILATIEN One-Way ANOVA (818)

ANOVA dF F Sig
Between Groups 2 6.172 0.002
Within Groups 399

Total 401

WANNTILATIZH One-Way ANOVA (m3finw)

Score dF F Sig
Between Groups 2 8.379 0.00
Within Groups 399
Total 401




NANNTILATIZH One-Way ANOVA (31¢/'l9)

Score dF F Sig
Between Groups 3 4.569 0.004
Within Groups 398
Total 401

NANNTILATIZNR One-Way ANOVA (1TW)
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Between Groups 4 2.933 0.021
Within Groups 397
Total 401

MTILATIZH One Way ANOVA
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R =0.416 ,R*=17.3% , Adjusted R* = 16.4% ,Durbin-Watson = 1.89 ,F = 20.71 ,P < .001
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