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ABSTRACT

The objectives of this research were 1) to study the decision making process
of buying a condominium in Mueang District, Samut Prakan Province, 2) to study the
personal factors related to the decision making process of buying a condominium in
Mueang District, Samut Prakan Province, and 3) to study the marketing mix factors related
to the decision making process of buying a condominium in Mueang District, Samut
Prakan Province. The population of this research consisted of consumers who had made
a decision to buy a condominium located within 1 kilometer of the Bearing BTS station
in Mueang District, Samut Prakan Province. The sample size was calculated using
Willam G. Cochran’s formula. It was set at 400. The research instrument was a questionnaire.
The data were analyzed using frequency, percentage, mean, standard deviation and
Chi - squared test. The results of this study revealed that the participants who had made
the decision to buy a condominium in Mueang District, Samut Prakan Province were
mostly women; aged 31 - 40 year old; married; had a bachelor’s degree; worked in
private companies;.and had a monthly.income between 25,001 - 35,000 baht.

The findings showed! that:

1) In terms of buying behavior, most participants pondered for 1 - 3 month (s)
before deciding to buy a condominium; the Internet was the main source of relevant
information and news; their spouse was the most influential person in the decision
making process of buying a condominium; the purpose of the purchase was to possess
a second home; and the budget allocated to the condominium purchase was about
1,000,001 - 1,500,000 baht.

2) The personal factors, gender, age, marital status, education, occupation, and
monthly income all affected the decision making process of buying a condominium
in Mueang District, Samut Prakan Province at the statistical significance level of 0.05.

3) The marketing mix factors, price, place, and promotion all affected the decision

making process of buying a condominium in Mueang District, Samut Prakan Province



at the statistical significance level of 0.05. On the other hand, the factor product did not
affect the decision making process of buying a condominium in Mueang District,

Samut Prakan Province at the statistical significance level of 0.05.
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