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The factors influencing the decision of purchasing condominium

of the population in Khon Kaen Province
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Abstract

The purpose of this research was to study the marketing mix factors associated with the
decision of customers buying a condominium in Khon Kaen. This research was surveyed by
questionnaire with information from the sample consisted of consumers who purchased
a condominium. or who considered to buy the condominium in Khon Kaen. The exact population
was unknown but using by convenience sampling method, of the 383 people. Data analyzed
by percentage mean and standard deviation. The results showed that the Marketing Mix overall

level was at the “much” level and considering in each aspect found that:
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1. The overall product was at the “much” level. Considering each item found the quality
of materials construction was at the highest level.

2. The price was at the high level as a whole, the considering each item; the suitable price
for the room size was at the highest.

3. The location was at the high level as a whole. Considering each item; the
environment was at the highest.

4. The promotion of the overall marketing aspect was at “high” level as a whole.

Considering each item found that the sales staff had good presentation was at the highest.

Keywords: Decision making, The Marketing Mix.
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