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Abstract

purchasing of civil service officer in Muang District Phitsanuloke Province.

The sampling of civil service officers in this independent study were 120 samples
classified into 3  groups: level 1 to 3, level 4 to 5 and level 6 and higher. There were forty
samples in each group. The primary data collecting tool for this study was questionnaires. The

collected data was analyzed by SPSS/PC+program in terms of percentage and frequency. The

study was reported by the descriptivg method.

The results of this study showed that the most important factors were, indescending

order, “Place™, “Product™, “Price”™, “Service™, “Image” and “Promation”, The essential detail of

each factor was below.

“Factors in Residential Purchasing of Civil



Place factors indicated that the majority of respondents prefered a project site of housing
less than 4 km. from the center of the city. More specifically, the most popular route was
Phitsanuloke-Wungtong road, the least was the by-pass road.

Product factors indicated that the majority of respondents prefered for 50-100 square
wa, two floors-house. The two floors-town house was the lowest demand.

Price factors indicated that the majority of respondents prefered the price of two floors-
house between B850,000 and 1B1,000,000. The down payment should be less than 15% of the
price in 24 instalments. In addition, the period of loan repayment should be 15 years which the
housing project provided a financial institute with affordable interest rates.

Service factors indicated that the majority of respondents prefered both before and after
sale services. The before sale services were transportation to project site and project site
blocking. The after sale services were house quality assurance, good maintenance of
infrastructure and security respectively.

The important image factors were the supporting financial institute, the reputation of the
project owner and its committees, project eminence and project size respectively.

The important promotion factors were down payment, household telephone and cash
discount consecutively. The prominent channel of information to the customers were the

billboard, followed by brochures and newspapers.




