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ABSTRACT

This independent study aimed at exploring marketing mix affecting employees in Northern
Region Industrial Estate towards purchasing houses in housing estates, Lumphun Province. The
study was based on the concept of a marketing mix, which focuses on 4 aspects, including product,
price, place, and promotion to create customer satisfaction. The data collection was compiled from
the distribution of questionnaires to 270 employees within Northern Region Industrial Estate in
regards of participants that had bought a house in housing estates, Lumphun Province within the last
5 years. The data gathered were then analyzed by applying descriptive statistics composing of
frequency distribution, percentage measurement, and mean calculation.

Based upon the findings, most respondents were married women, in the age between 31 -
40 years old with Bachelor’s degree. Most respondents had worked in Northern Region Industrial
Estate for over 10 years with an average monthly income of 10,000 — 20,000 baht. There were
averages of 3-4 people in a household. Most respondents had bought a house built on 51 - 75 square
wah of land with usable area of 51 — 100 square meters. The price was around 1,000,001-1,500,000
baht. Houses bought were mostly on installment plans. Surroundings and location of the house were
important to their purchasing decisions. Main reasons for purchasing were for living and

accumulating equity.



According to the study, marketing mix affects employees in Northern Region Industrial
Estate towards purchasing houses in housing estates, Lumphun Province, the results showed that
factors that were ranked at a high ranking were product, price, and place respectively whereas
promotion was ranked at moderate level. The sub-factors that were ranked at the highest ranking for
each marketing mix were as follow. In term of product, utility such as street and water supply
ranked the highest. In terms of price, house price comparing to other housing project ranked the
highest. In term of place, off hour service availability ranked the highest. In terms of promotion,
provision of truthful and adequate information together with updated news and information ranked

the highest which ensures consumer correct understanding about the product.



