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ABSTRACT

These objectives of this independent study are (1) to study and compare the
Achievement Between 3-D Model and Model Presentations on Buying Decision of

Real Estate Housing, and (2) to study the factors that effected perception of the three
dimensions Model and Model and (3) to study the factors that effected consumer’s
purchasing decisions in perception of three - dimension media.

In this research, the study methods implemented are Quantitative, Qualitative
Research and conducting survey. The primary data were collected by using
questionnaires with 40 samples who wanted to buy houses in Chiang Mai province.
The questionnaires were divided into two categories; 3-D Model and Model
Presentations and each category contains 20 samples which are comparative study in
the perception between 3-D model and model presentations. The data collection were
computed by software SPSS/PC+. The statistics used is Descriptive statistics and

interpreted in term of Frequencies, Percentage and Mean.

The study was conducted with the respondents in equai proportion between
male and female. The majority of the respondents were single of 20-30 years old, with
undergraduate degree. Their occupations are private companies’ officer and business
owners with earning between 20,001 - 40,000 baht per month. The type of the house
which is the most desirable is single detached house.

According to the study, it revealed that (1) the perception in 3-D modei
presentations has influenced the respondents to have better perception than in model
presentations. (2) The study also showed that with colors and the virtual reality of the
environment inside the house by 3-D model presentation bring more satisfaction to
the respondents than mode] presentations. As a result, higher satisfaction received
from 3-D model presentation and information expression by the method have better
influence on buying decision of real estate housing than in model presentation.





