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ABSTRACT

The independent study on “The Marketing Mix Factors Affecting the Selection of
Residence by Employees at Suvarnabhumi Airport, Samutprakan Province” aims to study the
influence of marketing mix factors on decision-making in selecting the residence by employees at
Suvarnabhumi Airport. In this study, 248 sample employees were chosen by a quota sampling
method. These employees were selected from four different organizations, and then divided into
four groups equally; including employees from the Airports of Thailand PCL., airline employees,
employees from governmental and state enterprise organizations, and employees who are
subjected to the operators from the Suvarnabhumi Airport. For data analysis, the descriptive
statistics used were frequency, percentage (%) and mean.

The results have demonstrated that respondents mainly were female, age ranged between
21-30 years, single, graduated with the Bachelor Degree, monthly income ranged between
10,000-20,000 baht, family members ranged between 3-4 persons. The demand of house buying
was mostly given an attention by the respondents, followed by apartment/condominium rent

demand, condominium buying demand, and house rent demand, respectively.



For those respondents demanding to rent a house, they paid most attention to product,
followed by place, promotion, and price, respectively. In addition, in each area of the individual
factors, it appeared as follows; regarding to product factor, the respondents emphasized the
residential cleanness and neighboring environment, whereas monthly rental was emphasized in
term of price. While the convenience in getting contact was emphasized in term of place, the
accommodation preview and rough survey prior to making a decision was emphasized in term of
promotion.

For those respondents demanding to rent an apartment/condominium, they paid mostly
attention to product, followed by place, price, and promotion respectively. In addition, in each
area of the individual factors, it appeared as follows; regarding to product factor, the respondents
emphasized the resident security system, whereas monthly rental was emphasized in term of
price. While the convenience was emphasized in term of place, the accommodation preview and
rough survey prior to making a decision was emphasized in term of promotion.

For those respondents demanding to buy house, they paid mostly attention to product,
followed by price, promotion, and place, respectively. In addition, in each area of the individual
factors, it appeared as follows; regarding to product factor, the respondents emphasized the
convenience of communication, whereas lower interest rate was emphasized in term of price.
While the convenience in getting contact with the sale office was emphasized in term of place,
after-sale service was emphasized in term of promotion.

For those respondents who demanded to buy condominium residence, they paid mostly
attention to product, followed by price, promotion, and place, respectively. In addition, in each
area of the individual factors, it appeared as follows; regarding to product factor, the respondents
emphasized the residence location, whereas lower interest rate was emphasized in term of price.
While the convenience in getting contact with the sale office was emphasized in term of place,

after-sale service was emphasized in term of promotion.



