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ABSTRACT

research subject A Study of Factors Affecting Decision to Buy Prefabricated Houses
in Bangkok Area The objectives are (1) to study different personal factors. which makes the
decision to buy a prefabricated house of consumers is different in Bangkok area (2) to study
different consumer behavior which makes the decision to buy a prefabricated house of
consumers in Bangkok is different; (3) to study the marketing mix factors that affect the
decision to buy prefabricated houses of consumers in Bangkok; (4) to study external factors
that affect consumers' decision to buy prefabricated houses in Bangkok (5) to study the
Theory of Planned Behavior that affect consumers' decision to buy prefabricated houses in
Bangkok area. The sample group used in this research consisted of 400 people who interested
in buying prefabricated houses and living in the boundary of Bangkok, using Yamane
calculation principles (Yamane, 1973) at 95% confidence level and error values. Acceptance

of not more than 0.05

The results showed that Individual factors include age level Different levels of
education and status made the decision to buy a prefabricated house in the Bangkok area
differed statistically with 0.05 significance. purchase purpose , The number of family
members is different, making the decision to buy a prefabricated house in the Bangkok area
significantly different. 0.05 . factors affecting the decision to buy a prefabricated house in the
Bangkok area including marketing mixes, external factors, Theories of planned behavior .that

affect the decision to buy prefabricated houses of consumers in Bangkok

Key Word : prefabricated houses , purchase decision
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