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Abstract

This Independent Study on “Factor Affecting House Buying: A Case Study Baan
Pimuk, Sansai District, Chiang Mai Province” had the objectives of studying and analyzing the
customers’ decision making process in buying a house at Baan Pimmuk, a housing development
project in San Sai District of Chiang Mai. The study included analysis of the mixed market
factors that affected the customers’ decision. The data was collected from a questionnaire
distributed to 397 customers.

The study results reflected the mixed market factors in terms of product and price
factored into the Log Likelihood function of -182.2426, Restricted Log Likelihood of -274.2606,
Chi square of 184.0280, McFadden R’ of 0.3355 and Correct Prediction of 78.09%. Several
factors could be considered as follows:

The current price could bring an increase in buying at 37.13% and if the price remained
at this rate, the decision to buy should increase more or around 36.46%. Other factors such as
cleanliness of the complex, modern interior decoration and quality of the construction as well as
the good image and reputation of the project soulc be expected to bring the increase in buying the
house in the real estate complex of Bann Pimuk to 32.41%, 32.27%, 31.36% and 27.22%
respectively. The outstanding factors and the modernization, the security system and the different
designs offered could affect the clients’ decision to buy the houses at an increase rate of 25.54%,

24.57% and 24.45% also.



Factors relates to location and market promotion showed the result of Log Likelihood
Function at -118.6541, Restricted Log Likelihood at -274.2606, Chi square at 311.2129,
McFadden R” at 0.5674 and Correct Prediction at 86.15%. Several factors related to these factors
could be considered as follows:

Advertisement and publicity via various types of media could make the decision to buy
the house to increase around 34.45%. Granting some privileges to the clients and project members
would make the increase rise at 34.38%. Public transportation service could make the sales rise
by 30.76% and the closeness of the housing project to the workplaces could cause the decision to
buy to increase by 30.49%. Moreover, the location, convenient routes to some important places
could guarantee an increase of 30.29% and 29.40% respectively. At the same time, the
presentation of the house models, brochures and photographs of the housing complex could result
in an increase of 27.31%. The clients’ satisfaction with the project’s location would mean an
increase in making the decision to buy the house to 26.50%. Publicizing the complex among the
prospective customers outside the project area could increase the interest to buy the houses at
25.49%. Moreover, the analysis showed that the career of the respondents or those who were
residents of the complex who conducted a private business and those engaged in trade could
become dissatisfied with the factors related to location and market promotion which factored out

to about 14.62%.



