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ABSTRACT

The purpose of this research was to study The Service Marketing Mix Factors affecting
the decision towards purchasing houses by employees of the Northern Region Industrial Estate,
Lamphun province. The data was collected from questionnaires of two hundred and ninety three
northern region industrial estate employees whose nationalities are Thai and work in the
managerial level position including engineer position. All data was analyzed based on the
statistical analysis which includes frequency, percentages and mean, in order to implement
Services Marketing Mix-7Ps which mainly affect to the employee demand. Besides the customer
behavior model is one factor used to illustrate other influences on the employee decision. The
results were as follows:

The Service Marketing Mix Factors was affected to the Employees of the Northern
Region Industrial Estate, Lamphun province decision towards purchasing houses at the high level.
At the most important level were people and process, respectively. At the high level were
physical evidence, product, price, promotion and place, respectively.

The sub-categories of each The Service Marketing Mix Factors which was rated at the
most important level, product factors was the construction quality, price factors was the low
mortgage interest rate, place factors was availability to be in contact with the home construction

company outside of the buyer’s working hours, promotion factors was the special discounted



price. people factors was the service minded and friendliness of the sale staffs, process factors
was the clearly outlined and transparency of the home construction process, evidence factors was
the surrounding area and environment, such as air quality, of the house estate.

The other stimulating factors and the characteristic of house purchaser were affected to
the employees of the Northern Region Industrial Estate, Lamphun province decision towards
purchasing houses at the high level. The sub-categories of each factors which was rated at the
most important level, the other stimulating factors was the increasing or decreasing of mortgage
interest rate., the characteristic of house purchaser was the safety of housing. Most of buyers have
come to realize on their own accord themselves that they want to have a home and mostly

research potential houses for a period of 4-6 months.

Key words: service marketing mix factors, decision towards purchasing houses, employees of the

Northern Region Industrial Estate, Lamphun province



