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SERVICE MARKETING MIX AND CORPORATE IMAGE AFFECTING HOME
OFFICE DEMAND TO PURCHASE A HOME OFFICE IN
AIYARA HOME OFFICE PROJECT, PS MAINLAND COMPANY LIMITED

Jarinrat Thuengnok!”

Abstract

The objective of this research was to study the service marketing mix and corporate
image affecting home office demand to purchase a home office in Aiyara Project, PS Mainland
Company Limited. With multistage sampling, the total number of the sample group was 400,
including the customers who had purchased or influenced decisions in purchasing real estate
developed by PS Mainland Company Limited, merchants, and entrepreneurs. To collect data,
questionnaires were used as a research tool. To analyze the collected data, frequency,
percentage, mean, standard deviation, and multiple linear regression were used.

Most of the respondents were female (52.3%), aged between 20-30 years (34.0%),
held a bachelor's degree (64.0%), had a monthly income of 100,001 or more (68.8%), had a
personal business (34.0%), and had known PS Mainland Co., Ltd. for 1-5 years (52.8%). The
results of hypothesis testing showed that the service marketing mix and corporate image
affected the demand to purchase a home office in the lyara Home Office Project, PS Mainland

Company Limited with a statistical significance of .05.

Keywords: Service Marketing Mix, Corporate Image, Purchase Demand
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