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ABSTRACT

The objective of this independent study was to study the customer satisfaction towards
the marketing mixed factors of Koolpuntville Housing Project in Changwat Chiang Mai.

The study method used was collecting data from questionnaires distributed to 244
samples. The data was then analyzed for conclusions using statistics, namely frequency,
percentage, and mean. The results of the study were as follows.

The majority of the respondents were female of 41-50 years old, with ur_ldergraduate
education. They had their own businesses with earning of 20,001-30,000 baht per month. Most
of them were from Chiang Mai. Most of the houses were single houses with 2 stories, with less
then 50 tarangwa of land. The price range of the houses was 1,500,001-2,000,000 baht. The
respondents came to live in the project before 1996.

The profile of the customer satisfaction towards the marketing mixed factors was as
follows. Most respondents were satisfied overall average at a high level with the product factors
and the price factors, respectively. They were satisfied overall average at a moderate level with

the promotion factors, and the place factors, respectively.



The sub-factors which ranked at the first highest score level for product, price,
promotion, and place factors, were good image, reasonable price for land and house, polite and
good-mannered staff, and convenient location, respectively.

The marketing mixed factors influencing buying decision of Koolpuntville which ranked
overall average at a high level were place, product, price, and marketing promotion, respectively.

The sub-factors of the marketing mixed factors influencing buying decision of
Koolpuntville customers for place, product, price and promotion which ranked at the first levet
were convenient distance, good image, house price, and discount price during new house-style
launch or new project launch, respectively.

The problems which the respondents found ranked at a low level were price, place,
promotion and product, respectively.

The sub-factor most of the problem for price which ranked at the first level was
maintenance for Koolpuntville Housing compound cost (security, electricity for project roads, and
wages for garden keeping and garden cleaning, with the lowest rate at 100 baht per month and
higher rates according to the areas used). The sub-factor of problem for place which ranked at the
first level was not enough children’s playground. The sub-factor of problem for promotion which
ranked at the first level was a few information posting points in the compound. The sub-factor of

problem for product which ranked at the first level was unsatisfactory with the house color.



