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ABSTRACT

This independent study aimed to examine marketing mix affecting Generation Y
consumers in Mueang Chiang Mai district towards buying condominiums. The study was based
upon the theory related to marketing mix factors, including product, price, place and promotion.

Regarding the study on behavior of Generation Y consumers in buying condominium,
the findings could be summarized that most respondents were single females in the age between 30-
33 years old. They earned monthly income at the maximum of 20,000 Baht in average and stayed
alone. Their hometown was in Chiang Mai. They worked as the private company employee and
hold Bachelor’s degree as the highest education. Prior to buy condominium, the majority stayed
with their family. Reason of buying the condominium was for living purpose. Most of them bought
31-50 square meters condominium and spent 1,000,001-1,500,000 Baht for it. Person influencing
the decision making towards buying condominium the most was their family. Most of them got
information of condominium from billboards. They preferred to pay for 12 times of installment for
the down payment with 25 year-repayment for the rest of purchase price.

The preferred type of condominium was the 1-bedroom condominium. Most of them
chose the one located in the modern high-rise building with fully build-in furnished and laminate
wood flooring. The restroom should have shower frame and the parking space should be fixed.
They selected the condominium where was located in the city. In terms of price, they preferred the

special discount for cash payment. In terms of place, they preferred the condominium that the sales-



office located in front of the certain constructed area. They also preferred the discount promotion
offered.

According to the study on marketing mix factors affecting Generation Y consumers in
Mueang Chiang Mai district towards buying condominiums, in the overall view, the respondents
ranked all factors at high level of importance. They ranked price factor as the highest level of
importance, followed by product, place and promotion factors.

In product factor, the respondents ranked it at the high level of importance in an overall
view. The highest important sub-factor was the design of durable building structure.

In price factor, the respondents ranked it at the high level of importance in an overall
view. The highest important sub-factor was the reasonable price.

In place factor, the respondents ranked it at the high level of importance in an overall
view. The highest important sub-factor was the convenient contact to sales officers.

In promotion factor, the respondents ranked it at the high level of importance in an

overall view. The highest important sub-factor was the offer of discount.



