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ABSTRACT

This research aimed to analyze the factors affecting the decision to buy a house
for people in Bangkok, a city that is rapidly changing in terms of economy, society, and urban
planning. The research used a mixed-method approach by collecting data from a sample group
of 400 people who have experience or are considering buying a house in Bangkok through a
questionnaire. The analysis results found that people in Bangkok with different age groups have
different opinions on the decision to buy a house with statistical significance at 0.05, especially in
terms of perception of needs, information search, and purchase decision. The statistically
significant difference was 0.00 and the post-purchase behavior was also significantly different at
0.00, which was lower than the 0.05 level. Therefore, additional pairwise testing was performed
using the Scheffe’ test. In addition, the results of the relationship analysis between marketing mix
factors (product, price, distribution channel, promotion, person, process, and physical
characteristics) found that they could explain the variance of the decision to purchase a house in
Bangkok by 54.8% (Adjusted R square = 0.548) with an error value of 0.3376 and a multiple
correlation coefficient (R) of 0.745, with a statistical significance of 0.000 (Sig<0.05). This indicates
that the marketing mix factors have the power to predict the decision to purchase a house in

Bangkok with statistical significance at the 0.00 level.
Keywords: selection factors, decision to purchase a house, Bangkok, real estate
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