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Market mix Affecting Assurance Holder's The consumer's Decision to Purchase a 
House in a Housing Estate in Mueng Districe, Kanchanaburi Province 

 

 *  ** 
 

 
 

 
    

375   
     

            46 - 55  
  20,001 - 25,000   
  51 - 70   1,500,000 – 2,000,000  

   , , 
   , ,

  

   
   

, ,   
  

  
     

 
 :     

 
 
 
 
 
 
*        
(manit_k33@hotmail.com) 
**  .     
 



68

N 
a k

 h
 o

 n
  P

 a 
t h

 o
 m

  R
 a 

j a
 b

 h
 a 

t  U
 n

 i v
 e

 r 
s i

 t y

Management
S c i e n c e

Journal of 

68 

ABSTRACT 
 

This research aimed to investigate market mix affecting assurance holder ,the 
consumer, decision to purchase a house estate in mueang districe , kanchanaburi province 
the objective of this independent study was to study the  market mix affecting assurance 
holder, the consumer, decision to purchase a house estate in mueang districe, kanchanaburi. 
 The study method used was collecting data from questionnaires distributed to  375 
samples in mueang The population living in housing. The data was statistically analyzed for 
summarization using frequency, percentage, and average. The results of the study were as 
follows. 
 Most of the respondents were women between the ages of 46-55 years. With a 
bachelor's degree. A career as a private income during 20,000-25,000 baht Status needs 
house land 51-70 square in house prices 1,500,000-2,000,000 baht. The results showed that 
most of the respondents give priority to the location of the project, followed by the 
promotion of the product respectively. It was also found that the respondents have 
decision-making behavior in buying house compared house style, price, location of the 
project promotion project at the highest level followed by Selection of project information 
and view the properties of a house before you buy. 
 In addition, the study also found that the influence of the marketing mix on the 
decision to purchase the house allocation of consumers in the urban area of Kanchanaburi 
including marketing mix, price  
 
Keywords : house estate, the consumer,,  market mix  
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   1  1  
   (Krejcie & Morgan 1970)  375 
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3.  (Index of Item – Objective 
Congruence : IOC) 

4.  3   
 0.5  

 
 5.  (Try 

out)   30    
   0.82-0.86 

 
  

4   
   1      

     
   2    

 (Rating Scales)  
 

   3 
  

 (Rating Scales)   
 

4.  
 1    

   218   58.1  
 157   41.9  

  25   13   3.5   26 - 35   28  
 7.5  36 - 45    140   37.3  56    35 

  9.3  
      26   6.9  

  131   34.9 /    71   18.9 
  78   20.8     44   11.7 
  25   6.7  

  /   115   31.7 
  139   37.1 /   81  

 21.6   27   7.2  13   
3.5  

   15,000   23   6.1        
15,001 - 20,000   109   29.1  20,001 – 25,000   136  
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 36.3  25,001 – 30,000   74   19.7  30,000 
  33   8.8  

   100   26.7         
179   47.7 /   96   25.6  

    128   34.1 
  68   18.1   92   24.5 

  62   16.5   25  
 6.7   

    50    8   2.1      
 51 - 70    188   50.1  71 - 90     

110   29.3  90   69  18.4  
     1,000,000     50 

  13.3  1,000,000 – 1,500,000    55   14.7 
 1,500,001 - 2,000,000   149   39.7  

2,000,001   121   32.3  
 2  

      
  ( = 4.51)   

  ( = 4.64)    ( = 4.57)    
( = 4.46)  (  = 4.37)  

1.    ( = 4.37)  
   ( = 4.48)   

  ( = 4.42)       
( = 4.40)    ( = 4.36) 

 ( = 4.35)  ( = 4.31) 
  ( =4.27)   

2.  ( = 4.58)   
  ( = 4.71)  

 ( = 4.65)   ( = 4.47) 
 ( = 4.46)  

3.  ( = 4.44)    
   ( = 4.57)    

 ( = 4.56 )   ( = 4.54)  
  ( = 4.53)   

   ( = 4.40)      
( = 4.37 ,   ( = 4.27) 

  ( = 4.26)  
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4. 
   ( = 4.40)  

        
( = 4.61)   ( = 4.52)   ( = 4.45) 

 ( = 4.44 )  ( = 4.42 ) 
  ( = 4.41)      

( = 4.32)  ( = 4.05)   
   3 

   (   = 4.50)  
  , ,

,     (   = 4.55)   
 (   = 4.54)  

(  = 4.40)  
 4  

   
 Independent t-test  One Way ANOVA  
1.    
2.    
3.   
4.   
5.    
6.   

   
  (Multiple Regression)  

Enter   (Correlation Analysis) 
 

 1  

 

  
 

  
 

  
 

  
 

  1 0.41 0.37 0.35 
   1 0.32 0.28 

    1 0.44 
        1 

 0.80 
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 2   

           Collinearity Statistics  

   B  SE.  Beta  t  sig.  Toleraance VIF  

  0.19 0.10 0.11 1.88 0.06 0.77 1.30 

  0.20 0.08 0.13 2.54 0.01 0.97 1.03 

  0.17 0.12 0.08 1.43 0.15 0.86 1.16 

  0.13 0.08 0.09 1.57 0.12 0.86 1.16 

(Constant) 2.53 0.67   3.77 0.00  (R2 =0.44)   

 2   (Tolerance)  
 (Variance Inflation Factor)   VIF      

 10  Tolerance  0  
 

          
  

 
5.    
         

     
   

    (2547) 
    (2549) 
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Kotler (1996)   . (2545)    (2546 : 36)  
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