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ABSTRACT

Background and Aims:This research examines the marketing strategies that
influence consumers' purchasing decisions, using a case study of condominium units
in Bangkok. The objectives of this study are (1) to investigate the personal factors of
consumers that relate to their purchasing decisions of condominium units in Bangkok,
(2) to study how consumers' personal factors affect the marketing strategies of condominium
units in Bangkok, and (3) to examine the marketing strategies that influence consumers'
purchasing decisions in the case study of condominium units in Bangkok. Methodology:
Descriptive statistical analysis is used in this study. The statistics applied include
frequency, percentage, mean, and standard deviation. Inferential statistics include
Independent Samples t-test, One-Way Analysis of Variance (ANOVA), correlation analysis,
and stepwise multiple regression analysis Results: The study of the relationship between
marketing strategies that influence the purchasing decision process for condominium
units in Bangkok (Y1) showed that buyers of condominium units, in terms of advertising
and public relations (X1), had a P-value of 0.001, which is less than 0.05 (0.000 < 0.05).
Additionally, in terms of sales promotion (X3), the P-value was 0.001, also less than
0.05 (0.000 < 0.05). The regression analysis equation can be written as follows:

Y = 181.516 + 1.344 (X1) + 2.312 (X3)
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