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Abstract

The studying of the factors that affect condominium purchasing of people in Bangkok
on the online platform. This thesis has a purpose for studying the factors of mixed marketing
and the accepting technology that affect the decision of purchasing condominiums of people in Bangkok
on the online platform by distributing the questionnaires to customer group who bought or had
to take part in the decision of buying condominiums on the online platform. This thesis gathering
400 questionnaires. The result found that most of the research group are females around 25-30 years old,
with Bachelor's degrees, officers in the private company, and have a monthly salary above 50,001 Thai baht.
Analysis results of the mixed marketing factor the research group gave the focus on the personal
service factor the most, found that there was a statistically significant relationship (P <0.05) at 0.001*
Analysis results of the mixed marketing factor the research group gave the focus on the price factor
the most, respectively, with a statistically significant correlation (P <0.05) at the value of 0.002*
Analysis results of the accepting technology the research group gave the focus on acknowledging
the benefits factors the most, respectively, with a statistically significant correlation (P <0.05) at the value

of 0.050*

Keywords: Condominium, Condominium Online, Online Marketing, Accepting Technology,

Decision to Buy
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