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 The overall scope of this research was to identify the insight knowledge, around 

behavior and thought process as to why consumers choose to buy particular housing estate 

in Thawi Watthana, Bangkok. The results of this research will allow business developers to 

determined the right marketing strategy(s) and act as a guidelines during point of sales 

marketing implementation. 

 The research conducted was based on 1875 single dwelling units sold between 

2548 – 2553 by housing estates. Samples of 330 single dwelling unit buyers were collected to 

form a core data of this research.  Survey based questionnaires were conducted on 330 

respondents, data was analyze using computer program to obtained statistical values 

including frequency, percentage, mean and standard deviation. 

 Based on the results collected for this research, majority of the respondents were 

married female age between 37 – 45 years old. Most have minimum qualification of bachelor 

degree and working as business owner/operators with monthly income ranging from 30001 to 

40000 Baht after tax. Propensity to buy a house was initiated by the head of the household 

(husband/wife or couples) with each individual co-contributing to the final purchasing decision. 

Respondents sourced their information directly from the office within the housing estate. From 

the finding of this research direct information from “onsite office” was the preferred method for 

buyers to gather information in regards to any particular house and land packages of 

interests. Respondents preferred non furnished property and will look around up to 3-4 

different estates to compared. The decision will normally be made within 3-4 weeks from the 

starting point; government’s incentive for mortgaging home buyers at 100% also played a big 

part in influencing the final outcome. However majority of the buyers faced lengthy delay with 

ownership transfer due to imperfections with the property. 

  Behavior and Marketing Mix Factors Affecting Consumer to buy Housing Estate in 

Thawi Watthana could be summarized by the following points; 1) Product - Location and 

vicinity of the estate within the local district  2) Price - property adequately price according to 

the market conditions  3) Place - Onsite office and display home 4) Promotion-Construction

and building warranty, including ongoing maintenance 5) People - level of service provided by 

sales staff including consultation & support 6) Process - After sales support, convenient and 

turnaround time for any reparations 7) Physical evidence - Adequacy of the communal 

facilities)
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