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Abstract

The objectives of this research were: Firstly, to compare the different of
personal factors with the townhouse purchase decisions In Bang Khun Thian District,
Bangkok Metropolis. Secondly, to analyze the influence of marketing strategy
affecting townhouse purchase decisions In Bang Khun Thian District, Bangkok
Metropolis. Samples were people who were making townhouse purchase decisions
of Bang Khun Thian District, Bangkok Metropolis, a total of 400 samples, using multi-
states to collect the data by questionnaires. Data were analyzed by using
descriptive statistics, which consisted of frequency, percentage, mean, standard
deviation and using statistics of t-test and F-test and multiple regression equations.
The study found that personal factors of those who were deciding to purchase
townhouses In Bang Khun Thian District, Bangkok Metropolis, were different i.e.,
age, marital status, and average monthly income. The marketing strategy for price,
distribution channel and marketing promotion affected townhouse purchase
decisions in Bang Khun Thian District, Bangkok Metropolis
Keywords: Marketing Strategy; Townhouse
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