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ABSTRACT

The purpose of this research is to study the demographic factors and marketing mix
strategies which are influential to consumers’ behaviors in buying single houses in Bangkok
single houses under the house development in 50 governing areas of Bangkok Metropolis. The
Samples are randomly selected with the multi-selective method. Then, the data is gathered by
questionnaires. The hypothesis is tested by analytical method of Chi-square statistics and
ANOVA. The results are processed by the SPSS program. It is found that

The models of single houses have relation to the age, educational level, occupation,
status, number of family members, type of former relation to the age, educational level,
occupancy. Consumers’ purchasing objectives of single houses have relation to the gender, age,
educational level, occupation, status, number of family members and type of former residence.
Purchasing reasons of single houses have relation to the age, educational level, occupation, status,
number of family members, type of former residence and manner of residence occupancy.
Numbers of projects for the comparison before making the buying decision have relation to the
gender, age, educational level, occupation, number of family members. Price levels of single
houses have relation to the educational level, occupation, average monthly income of family,
number of family members and manner of residence occupancy. People who participate in the
buying decide have relation to the gender, age, educational level, occupation, status, number of
faﬁﬁly members, type of former residence and manner of residence occupancy. Communication
for the purchase of single houses has relation to the gender, age, occupation, status, average
monthly income of family, number of family members, type of former residence and manner of
residence occupancy. Marketing mix which is influential to consumers’ behaviors in buying
single houses has relation to the numbers of projects for the comparison before making the buying
decision, models of single houses, price levels of single houses and participants to make the

buying decision.





