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Factors Influencing Consumers’ Decisions to Purchase Pre-owned Houses in

Bangkok Metropolitan Area

4
UNANMITNTIY 1HAINT
AUNIFINITAAA AULUIHITFIND YN IINGIAII AN
ASURYOULNAIN
% |
UNAALD
a v glz tdydw S A =R v Ama A 1 ) d’l 9 A

M3eATINLInglssasdmivernfadeniansnademaadulagetiuloaes

a 1A 4 o o J [
¥oafu3 Inaluwangunwuriuns Taeyadnsgianuduiussznialedoniugunin
9 o a9 9 KX a A v o J o v Aa dy
11U 5171 A UaNAT MIDITUFD tazMsaaauazmslszmduius numsdaaaulade
Y A a A Y o a o d o
hulloaes asearuauotuIMuFInagninguszneumsedinisunsndamisoir

Iq Y @ Y = a A = gﬁ dyd Aav A
Yszgnaldlumsianusumsama ldednalidse@ninw msdnuasatiilumsived
a 3 4 <
13179 (Quantitative Research) Tagldunudoumuiluasesio lunmsinusiusiudoya

] [ ] Y Aa ~ = 4 A 0o v w A dy 9 =
11N UAE NS Inainglilszaunisal wsemasaaaulagetiuleaesluua

o a a 4 aa a [ ~
NTUNNUMIUAT AUTUMTNATIZHToYaR0aDATINTTUUT Taun A1nwD Sooaz

U

a 4

1 A U a o Y4
AURAY TIULUVIUUVUNIATTIIU UACDITUATICHANAUNUTUACNITOADD YNV AULU D

Stepwise INONATOUAUUAFIUNTIVG

ke

9 A

Hams9ewu 4uUs Inaldanudingaeilaseniioninasemsandulagetuie

a L]

[ A [ v R Aa ~
ﬁ'ﬂ\?alu5$ﬂ‘ll “wnnga” IﬂfJLﬂ‘W'IZ@%}"Iuﬂ'lﬁ@la']ﬂ!,!agﬂ'liﬂigsb"]ﬁuwuﬁ “T);QN'E]VI‘ﬁWﬂE]EJ'NiJ

aaa Y 1 Y 9

3 v
Wedwynuananszan .001 aemsaadulagerthuieaes vazhiseauguniniig

o d' a’; 9y R A d' a2Aa A A o o w (Y ]
TR NUANAY LASNITLVIINTULYD ]liJﬂJEJVI‘ﬁWEI’OEJNZJuEJE‘T"IﬂﬂﬂHI?Jmai’JiJ AN NS

[ [ 9 1

agnouqus Inalugadgiiuldanudrdydudeyatinairs n1s Tuvaieoulal

9 U

TisTusu uagnsasaisnianisaatandusesdeninnidasediunieninuyoaiiu
aw cgl o 93 o v 9 @ a v )
namsaveilaninsoi Il ddunuamedwmsudlseneumsedansumindlumstivua

s A vy 1Y A Y oy a &
NAYNTNWNITAAIN NTADAT Llﬁﬁﬂﬁﬁl‘ﬂﬁﬂﬂﬂmlﬂﬁﬂiiﬂﬂqﬂE]EJNG]SQﬂQiJL‘IJWTiﬂEJ RININ

U

v 3 ' a A o '
dutlualse TominomsnaumusauTouneduiegerdsluaiioslng)



F [
mdnn: tulodes, midadulade, Tedemamsama, madhdesdude, ngannumiuns

Abstract

This research aims to study the factors influencing consumers’ decisions to purchase second-
hand houses in Bangkok Metropolitan. The study focuses on analyzing the relationships between house
quality, price, location, access to credit, and marketing and public relations factors and the decision to
purchase second-hand houses. It also seeks to propose strategic guidelines that real estate entrepreneurs
can apply to improve marketing plans effectively. This study employed a quantitative research approach
using a questionnaire to collect data from consumers who had experience in or were in the process of
purchasing second-hand houses in Bangkok. The data were analyzed using descriptive statistics such as
frequency, percentage, mean, and standard deviation, and inferential statistics, including correlation
analysis and stepwise multiple regression analysis, to test the research hypotheses.

The results revealed that consumers placed the highest importance on factors influencing their
decision to purchase second-hand houses, particularly marketing and public relations, which had a
statistically significant influence at the .001 level. In contrast, factors such as house quality, price,
location, and access to credit did not show significant influence in the overall model. The findings
indicate that modern consumers place greater emphasis on information, online advertising, promotions,
and credible marketing communication rather than the physical attributes of the house itself. These
findings can serve as a guideline for real estate entrepreneurs in formulating marketing and
communication strategies and providing accurate information to target consumers. Furthermore, the
results contribute to policy planning regarding urban housing development.

Keywords: Second-hand House, Buying Decision, Marketing Factors, Access to Credit, Bangkok

Metropolitan
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