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SERVICE MARKETING MIX AFFECTING LESS-THAN-5-MILLION-BAHT HOUSING
ESTATE PURCHASE DECISION IN PHUTTHAMONTHON SAI 5 AREA,
NAKHON PATHOM PROVINCE

Nirin Sodsri?

Abstract

The purpose of this research was to study the service marketing mix affecting less-
than-5-million-baht housing estate purchase decisions of consumers in Phutthamonthon Sai 5
Area, Nakhon Pathom Province. The total number of the sample was 400, consisting of a group
of people who purchased a housing estate worth less than 5 million baht in the study area
within the past three years. Questionnaires were used as a data collection tool. Frequency,
percentage, mean and standard deviation were used as the descriptive analysis. To test the
hypotheses, t-test statistics, one-way ANOVA, and multiple regression were utilized.

The results showed that the overall sample group had a high level of opinion toward
the service marketing mix of the housing estate. The study of less-than-5-million-baht housing
estate purchase decisions of consumers in Phutthamonthon Sai 5 Area, Nakhon Pathom
Province in the past three years had the highest level of opinion. After the hypothesis testing,
the results showed that the price factor affected housing purchase decisions at the highest
level. Since customer pays attention to the right payment terms, entrepreneurs should focus

on pricing strategy and value of the goods and services.

Keywords: Service Marketing Mix, Purchase Decision, Housing Estate
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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

! Master of Business Administration program for excellence, Faculty of Business Administration, Ramkhamhaeng University
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Abstract

The objectives of this research were to study (1) the elderly's purchasing behavior on
online platforms, (2) the elderly’s opinions towards the marketing mix on online platforms,
and (3) the differences between the elderly’s purchasing behavior and their opinions towards
the marketing mix of the elderly on online platforms. The population included the elderly
with experience in purchasing products on online platforms. 400 samples were selected from
the two online platforms: Shopee and Lazada. Questionnaires were used as a research tool.
The collected data were analyzed by percentage, mean, and standard deviation. The
hypothesis was tested by t-test and one-way ANOVA.

The statistically significant test results showed that different purchasing behaviors
affected the elderly’s opinions towards the marketing mix on online platforms at 0.05. The
respondents had the highest satisfaction with Ganoderma Lucidum products, products made
in Thailand, products with shipping services from the west, supplement products, the popular
intercity shipping company named Kerry, and promotional services provided by Shopee: 10%
discounts to purchase any item of which full price is less than 500 baht; free shipping and free
delivery for 99-baht minimum purchase; and buy 5 and get the 50-baht discount, and
promotional services provided by Lazada: 30% discount or more for any purchase that is over

1,000 baht.

Keywords: Elderly, Products, Online Platform, Purchasing Decision
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Abstract

This research aimed to examine the relationship between female executives and
corporate cash holding of 40 consumer goods companies listed on the Stock Exchange of
Thailand (SET) from 2019 to 2021. The study was conducted by studying female executives
based on three factors: female executives (GEND1), number of female executives (GEND2),
and the proportion of female executives on the board of management (GEND3). Cash holding
was measured by cash equivalents to total assets (CH), and analyzed by descriptive statistics
and inferential statistics.

The results showed that there was a significant positive correlation between the
number of female executives (GEND2) and cash holdings in consumer goods companies listed
on the Stock Exchange of Thailand. Thus, are positively associated with a higher level of
corporate cash holdings in anticipation of potential risks in the future, and provide insights to
financial decision-makers of a company for better cash management according to the

economic conditions and national economic conditions.

Keywords: Female Executive, Cash Holding, Stock Exchange of Thailand
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1« Asia-Pacific (APAQ): Australia, India, Japan, China (mainland), Indonesia, Malaysia, New Zealand, Philippines, Singapore, Thailand
« Developed APAC: Australia, Japan, New Zealand, Singapore
+ Emerging APAC: China (mainland), India, Indonesia, Malaysia, Philippines, Thailand
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Abstract
This study was designed to analyze the economic conditions of the real estate
industry's market strategy in terms of the condominium, low-rise building, and construction
markets during the COVID-19 pandemic. It was essential to consider marketing strategy
planning, together with the economic conditions in Thailand, and global economic conditions
to analyze the movement of the real estate sector, including applying digital innovation and
digital marketing to become a market leader in the real estate industry during the COVID-19

pandemic in Thailand.
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