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ABSTRACT

The objective of this research was to study the customer-based marketing mix (7Cs),
consisting of customer value, cost to customer, convenience, communication, caring,
comfort, and completion, that influence the purchasing decision of low-rise residential
real estate in Phuket Province. The sample group comprised 400 consumers in Phuket
who intended to purchase or had purchased low-rise residential properties. A
purposive sampling method was employed. Data were collected using questionnaires
and analyzed using percentage, mean, standard deviation, and multiple regression
analysis.

The research found that marketing interactions from a customer perspective
(7Cs), including what consumers will receive, customer cost-effectiveness,
convenience, communication, attention, comfort, and success in meeting demands,
influence the decision to purchase a flat residential type of flat property. These include
demand awareness, data retrieval, option evaluation, purchase decision options, and

post-purchase behavior with a statistically significant level of 0.05.
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