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ABSTRACT

The purpose of this independent study was to study the marketing factors effected the
uses of office buildings of entrepreneurs in Chiang Mai Municipality.

Questionnaires were used to collect information from 27 entrepreneurs who bought or
rent office building spaces in Chiangmai Municipality and the data was interpreted in the form of
frequency and percentage. The results could be concluded as follows:

The composition of the entrepreneurs were private company 66.7 percent, public
company 14.8 percent and ncn profit organization 18.5 percent, which classified as financial
sector 33.3 percent, service sector 29.7 percent, non profit sector 18.5 percent, real-estate 11.1
percent and wholesaler 7.4 percent. In addition, most of the entrepreneurs had more than 7
million baht in capital, had 5 - 10 ehployees and utilised 5t - 100 square-meters with renting
59.3 percent and buying 40.7 percent. In the case of those who renting most of them paid less
than 20,000 baht per month. The reaéon why these entrepreneurs used these office buiiding
were their former offices far from the community, from transportation centers, and from the
business center. Also they had no land for construction and potential high costs of construct

were other reasons.



in order of priority, the marketing factors that most effected the use of office buildings
were as follows: the first was location factor wvhich consisted of parking lot, convenient
transportation and being near the community center; the second factor was the structure
feature of the office building which consisted of the space price, lay out and after sales service;
the third factor was pricing which consisted of selling price and rental rate, facilities fee, service
fee and conditions of payment; the last one was promotion which consisted of advertising, sales
promotion and personal selling. in addition, advertising media which most influences
entrepreneurs were brochures, billboards and newspapers respectively.

There were many problems encounted by the entrepreneurs in this study as follows.
The office building problems were very poor services, not enough space with could not expand
and unsuitable lay out. In term of the service factor, the problems were that entrepreneurs were
not taken care of by the building owner after they had moved in, lack of  services with serve
the need entrepreneurs’ and there were no extra services. For price factor, the problems were
high prices for selling, renting and the rate charges for utilities alway change. For the place
factor, the problems were not enough facilities and have very often, including inconvenient
entrances to the buildings. The promotion problems were salesman lack of knowledge according

to building, did not get sales promotion, and insufficiently clear advertising more than others.



