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Marketing Mix Factors And Behaviors That Affect Consumer Buying
The Single House In Mueang District, Phetchaburi Province
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Abstract

This research is aimed 1.To study the factors that affect with the demand of buying single house of Consumers
in Muang District, Phetchaburi 2.To study the factors of marketing mix that affect the demand of buying single house
of consumers 3.To study the purchasing behavior of customers in case of buying single house in Muang district of
Phetchaburi.

By using the following factors : The Personal factor. ; The marketing and . ; Consumer behavior to focus on
the benefits that will happen in the future for 1. For the traders to know about the purchasing behavior of customers
when customers want to buy single house 2. For giving the information to the traders who has housing businesses
in order to they can be able to apply in their business plan before starting doing business. Moreover they can build
the house or the buildings that conform to the demand of the consumers 3.To develop a model of work in single
house business in order to raise the quality and standard in consurmers need. 4.To develop the Features and the
service of The housing business, including the real estate business. Moreover the purpose is to develop the quality
and performance on par with international standards

This study collected data from a ;ample of 400 specimens from a population of 121,380 people by selecting
from a variety of different professions and age to find a sho;; that offers a variety of housing types, however. The
study looks at the residential house, then the consumer will decide in Phetchaburi. Buy it Relies on factors such as
: 1.Buying behavior single house of the consumers in Muang District, Phetchaburi Province. Most have recognized
the problem income increased evaluation alternatives. Are appropriate to the buyer The decision, which takes into
account the quality And later behavior Purchasing by introducing others after residents, respectively. 2. Market
factors in the purchase of the consumers in Muang District, Phetchaburi found that the overall level. The promotion

was highest, followed by the distribution channel. Product and price is ranked last in the order, respectively. 3. The
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response of consumers to buying single house in Muang District, Phetchaburi Province found that the overall level.
‘When considering each aspect in buying the highest, followed by the selection of the brand. The vendor selection
and product selection. The last, respectively. 4. Persons influence the decision to buy a majority are females aged

35-45 years. 5.The duration of the purchasing decisions of consumers in Muang District, Phetchaburi Province, It

is between 1-3 years

The findings of the research is to determine the guidelines of the House to make a decision consistent with

the behavior. The minds of consumers in Phetchaburi. To use the marketing mix to stimulate and satisfy the needs

of consumers in Phetchaburi most effectively.

Keywords : behaviors, marketing mix factors, single house
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