o

(} o o oy A o
{S TEITUINNTTUEIAN UN 9 UUN 1 UNFIAN - LUWI8U W.A. 2569

waAnssuguslnauazdrunaumanisaaafitnasanisinaula
Fonoulafidoulngsoumninerdesdn
A STUDY OF CONSUMER BEHAVIOR AND MARKETING MIX FACTORS
AFFECTING CONDOMINIUM PURCHASE DECISIONS IN THE VICINITY OF
RANGSIT UNIVERSITY
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This study aimed to: (1) examine consumer behavior influencing condominium
purchase decisions in the vicinity of Rangsit University, (2) investigate marketing mix factors
affecting such decisions, and (3) propose strategic guidelines for real estate business
operations in the area. A qualitative research methodology was employed, utilizing
document analysis, field observations, and in-depth interviews with 20 key informants,
including 12 condominium staff members and 8 buyers comprising students and their
parents. Data were collected using semi-structured interviews and analyzed through
content analysis in conjunction with a review of relevant literature.

The findings revealed that: (1) Consumer behavior is diverse and context-
dependent, driven by a combination of rational and emotional motivations, reflecting a
high level of deliberation and sensitivity in the decision-making process. (2) Influential
marketing mix factors extend beyond pricing to include perceived value, investment
potential, and confidence in the service process. (3) Strategic recommendations for real
estate developers include gaining a deep understanding of target consumers, implementing
segment-specific marketing strategies, enhancing sales personnel competencies, and

building a trustworthy brand image.

Keywords: Consumer Behavior, Marketing Mix, Purchase Decision, Condominium
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FedonnaosiuLwIfn Product Utility ffunsnevaueseUsylomilumsldans (Kotler & Keller,
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