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ABSTRACT

This independent study aimed to examine the marketing mix factors influencing
consumers on buying selection of commercial buildings in Amphoe Mueang Chiang Mai. The
population in this study was specified randomly to 120 consumers who bought commercial
buildings in Amphoe Mueang Chiang Mai. Then, all gathered data were analyzed by using the
descriptive statistics, including frequency, percentage and means.

The findings showed that most respondents were male aged between 31-40 years
with married status and their business type was mostly found in a trading category (grocery,
feedstuff store, bookstore, and etc.). There were 3-4 residents staying in a building of which the
cost was ranged between 1,500,001-2,000,000 baht. The majority bought one unit of 1-100 square
metered building with 3 storeys and paid by installment. Most reason in buying commercial
buildings in Amphoe Mueang Chiang Mai was mentioned to the location where situated nearby
community and source of information where they learned about the commercial buildings was
referred to fellows. It was revealed that the influencing person towards the commercial buildings
buying decision was their spouse and child and they had owned their current buildings for 10-15

years.



The marketing mix factors influencing consumers on buying selection of
commercial buildings in Amphoe Mueang Chiang Mai at highest level was price; in the
meanwhile, the marketing mix factors which influencing consumers at the high level were factors
namely product, promotion and place, respectively.

In product factor, the first three highest influencing sub-factors which the
respondents significantly rated for were the quality and standard of building materials, the
location where located nearby community area such as markets and superstore, the adequate
spaces as needed, which was equally rated to the sub-factor mentioning about the convenient
location for getting through.

In price factor, the first three highest influencing sub-factors which the respondents
significantly rated for were the clear building and land billing information, the cost of buildings,
and the cost of land.

In place factor, the first three highest influencing sub-factors which the respondents
significantly rated for were the availability in getting through via telephone and facsimile, the
availability of sales office where the consumers could make the direct contact with staff, and the
commercialization done through home and land exhibitions or road shows.

In Promotion factor, the first three highest influencing sub-factors which the
respondents significantly rated for were the advertisement done through different media, the offer
of special promotions such as free mosquito net, free curved steel and free water pump, and the

availability of professional sale persons to provide advices.



