Jaduiifinasianisinaulalduinisnsneainedu
AUUTENENYUYREUS LA TULIANFUNNIIUAT
FACTORS AFFECTING CONSUMERS DECISION ON HIRING PRIVATE HOUSE
CONSTRUCTION COMPANY IN BANGKOK

Wy fveynsl  qnisen
#1INNTAAAN ATUTINTTIND UMINYIRYIIUANNS

H3URATaUUNAIY

Mr. Phichayut Sutthirot
Email : phichayut new@hotmail.com
Faculty of Business Administration Program in Marketing, Ramkhamhaeng University

Corresponding author

UNANELD

[
[

ANSANYIINEASIN &

(Y]

moUszasd 1. ieAnwidadesiuussnsmaninilnasonisindula
Tuimsnisneassduiuusenenyuvesuslaalulansuvmuues 2. wednwdadenagns
nsnanaluzukuy 4C's NdnasenisindulalduinisnisneadsduduuTenenyuveuslaaly

PUANTINWUNIUAT

o
[

nausegslunuidendsd Ae filaulaazreadrsuvuiirunueduansanmumuns
F1uau 400 AY Lagldn1sgudreg19uuuing (Simple Random Sampling) wuuasuaiuduy
indestielunsiiunurudoys adfnldlunsiseiidmssaunldun Aanud dfesas Aade
wazAddeuuLnsgIu NedeUaLNRg UMIEARRALLUTUTIUMAFEY (One-way ANOVA)
mnnuauuanasziluisufisuiluseg lnaldives LD wasldatfnisannseniam

(Multiple Regression)

KAWL gldusnsnisneadistuiuuisnienyuveiusinaluluansamnuiuag

[ %

Aaa 1% 1% ) a0 A o § v
meﬁﬂﬁ]ﬁlﬂ']u‘ﬂigsﬁqﬂi U3enaumieg @ai1unIn 81Y LLagiqﬁJIﬂﬂﬁaUﬂi']LﬂaEJ@IE]L@@U ‘Vl']s[ﬂﬂﬂ']i

@

andulalduinseinedu dalduinig A8 we sedunsfing 013w vihlvinisdedulalduinisly

A9 war 91NKANTTILATIZA MRA (Multiple regression analysis) agiiuandunuveduilae

1%
= ' I~

geuiinasienisindulaldusnisnisneasistnuiuusenienyuiniu A Thayaduuln wazain



HANMT3ATIE MRA (Multiple regression analysis) @slaenaly Cost @9y Maansdelzanas
wazmn Cost anas MAINISTzgu ovasidumszludiurenunimvesianlunisneasns
wgaRualy n1sneased atdunuazgdy il uslaadanuianelafidenis

AunmIanauazinnuieis Jvhlidenadesiuunideauianneasn

AdnAsy : nsandulaldusnisnisneassinuiuusenenay; Usssvulunniunnumiuns

ABSTRACT

This research study purpose 1. To study the demographic factors affecting
the decision to use house construction services with private companies of consumers in
Bangkok 2. To study the 4C’s marketing strategies that affect the decision to use home
construction services with private companies for consumers in Bangkok. The sample group
in this research is 400 people who are interested in building their own houses on land in
Bangkok by using questionnaires as a tool for data collection. The statistics used in
the descriptive analysis were frequency, percentage, mean, and standard deviation. Test
hypotheses with One-way ANOVA. If differences are found, they will be compared in pairs.
By means of LSD and using multiple regression statistics

The research found that Users of house construction services with private
companies of consumers in Bangkok Where there are demographic factors, including marital
status, age, and average family income per month Causing the decision to use
the service differently As for the users who have gender, education level, and occupation,
it makes the decision to use the service not different.

According to the MRA (Multiple regression analysis), the higher cost of consumers
affects the decision to use home construction services with private companies. Meaning
there is a positive direction And based on the MRA (Multiple regression analysis) which
generally costs higher, the purchasing power will decrease and if the cost decreases, the
purchasing power will increase. Maybe it's because of the quality of construction materials
Because if the quality of construction is good The cost price will be higher. Make the
consumer the desired satisfaction. Good and reliable material quality Therefore making it

consistent with the research on construction materials.
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