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Factors Influencing the desire of people in Bangkok to buy Real Estate: A Case

Study of Sansiri Public Company Limited
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Abstract

The objectives of this research were to examine the brand and image, attitude of the
consumers, and marketing mix factors to study the desire of people to buy real estate of Sansiri
Public Company Limited. The sample group in this study included 400 people in Bangkok who
were above 20 years old, selected by using the multistage sampling method. Questionnaires
were used as the data collection tool. The statistical data analysis was conducted using the
descriptive statistics including frequency, percentage, mean, and standard deviation, and the
inferential statistics including Multiple Linear Regression Analysis. The result from the hypothesis
testing revealed that brand and image, and marketing mix factors had an influence on the
consumers’ decision to buy real estate developed by Sansiri Public Company Limited at a
statistical significance level of 0.05. On the other hand, there was no influence of their attitude

on the decision to buy real estate developed by the company.
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