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ABSTRACT
The purpose of this research was to study the demographic factors, categorized by gender, age,
education level, marital status, occupation, and average monthly income, that affect the decision to purchase

residence of people in Chonburi province. To study the marketing mix factors (4Ps), including product,

price, place, promotion, that affect the decision to purchase residence of people in Chonburi province. The



following five stages in the consumer decision-making process: 1. Problem recognition 2. Information
search 3. Evaluation of alternatives before purchase 4. Purchase decision 5. Post-purchase behavior

The sample group in this research comprises 400 people from Chonburi Province. The research tool
is an online questionnaire created using Google Forms. It employs a 5-level Rating Scale, with a reliability
coefficient of 0.974. Descriptive statistics, including percentages, means, and standard deviations, are used
to analyze the data. Inferential statistics such as the Independent Sample T-Test and One-Way ANOVA are
used for demographic factors hypotheses, while Multiple Regression analysis is used to test the marketing
mix factor hypotheses. All analyses are conducted at a significance level of 0.05.

The research findings indicate that demographic factors that affect the decision to purchase
residence of people in Chonburi province are as follows: A majority of the sample group is female. The age
group 31-40 years. Those with a bechelor's degree. The majority of respondents are marital status. The most
common occupation is private company employee. The monthly average income of the group accounts
average 15,0001 — 30,000 Baht per month.

Regarding the marketing mix factors (4Ps) that affect the purchase residence of people in Chonburi
province, the research found that the overall perception of the marketing mix factors is at a high level, with
a mean (X = 3.90, SD = 0.711). Analyzing individual factors, all were found to have a high level of
agreement. The factor with the highest agreement is the price factor (X =-3.98, SD = 0.767), followed by
product (X =-3.94,SD=0.766), place (X =3.92, SD = 0.745). The factor with the least agreement, although
still at a high level, is the promotion factor (X =3.78, SD = 0.897).

The hypothesis test results indicate that different demographic factors and marketing mix factors
that affect the decision to purchase residence of people in Chonburi province at various stages. Demographic
Factors Education has a significant affect the decision to purchase residence of people in Chonburi province
during the information search (Sig = 0.012), Evaluation of alternative (Sig = 0.000), Purchase Decision (Sig
= 0.000) and post-purchase behavior (Sig = 0.004) stages. Different levels of Occupation significantly
impact the entire purchasing decision process at every stage (Sig = 0.000, 0.011, 0.008, 0.016 and 0.004,
respectively). Different average monthly incomes affect the purchasing decision process during the
information search (Sig = 0.005), Evaluation of alternative (Sig = 0.000), Purchase Decision (Sig = 0.002)
and post-purchase behavior (Sig = 0.002) stages. Marketing Mix Factors: The price (Sig = 0.001), Place
(Sig = 0.022) and promotion (Sig = 0.008) have a significant impact on the problem recognition stage.
Product (Sig = 0.044), Price (Sig=0.000), Place (Sig=0.000) and Promotion (Sig=0.0025) has a significant
relationship with the information search stage. Product (Sig = 0.000), Price (Sig = 0.009), Place (Sig =

0.000), and Promotion (Sig = 0.007) has a significant relationship with the evaluation of alternatives before



purchase. Product (Sig = 0.000), Price (Sig = 0.000) and Place (Sig = 0.000) has a significant relationship
with the purchase decision stage. Product (Sig = 0.007), Price (Sig = 0.000), Place (Sig = 0.027) and
Promotion (Sig = 0.027) are related to post-purchase behavior. These results illustrate how various
demographic and marketing mix factors interact and impact different stages of the decision-making process
when purchasing residence of people in Chonburi province.

Keyword: Marketing Mix factors (4Ps), Purchasing Decision,
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