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Abstract
          
The objective of this research was to investigate customer perception levels regarding the marketing mix in the home and residential sector. The study focused on the four key elements of the marketing mix, product, price, place (distribution channels), and promotion, as perceived by customers living in homes and apartments in Bangkok and its suburbs. Understanding the dominance and influence of these components is crucial for real estate developers and marketers aiming to tailor their strategies to better meet customer needs. Data were collected from 500 participants through accidental sampling. Respondents provided insights into various aspects of the marketing mix as applied to residential housing. The findings revealed that all four components significantly influence customer perceptions and decision-making. Among these, the place or distribution channel component was the most influential. Within this component, the quality of service provided by sales staff and convenient business hours at sales offices were particularly valued. Following place, the product component was the next most dominant factor, with customers emphasizing features such as central lighting, drainage systems, cleanliness, and overall home quality. The price component was also a critical consideration, with interest rates, home-purchase fees, and bank financing availability playing key roles in purchase decisions. Lastly, the sales-promotion component, while slightly less dominant, remained important, with customers valuing after-sales services, discounts, and repair and maintenance options. This study underscores the importance of a balanced marketing mix strategy in the competitive housing market. By identifying the factors customers prioritize, developers and marketers can better allocate resources and design marketing programs that effectively resonate with their target audience. The results offer practical guidance for improving customer satisfaction and boosting sales performance in the home and residential industry, especially within Bangkok and its surrounding areas.
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1. Introduction

1.1 Background and Importance of the Problem
Competition in the home and residential business intensified in 2017 due to a significant number of unsold units carried over from 2016. According to real estate data, 522,879 residential units were on the market in 2016, with only around 65% sold by the following year. In 2017 alone, an additional 107,000 to 109,000 units were introduced into the market (Kasikorn Research Center, 2017). At the same time, the Sky-Train rail network underwent expansion into the Green, Red, and Blue Lines, with gradual openings scheduled between 2018 and 2021 (Research and Database Division, AREA, 2017). This development spurred increased real estate activity along these routes, especially in suburban Bangkok, as demand shifted toward residential areas with access to mass transit.

Despite this infrastructure growth, the overall economic stagnation, both globally and domestically, has reduced purchasing power, limiting the number of customers able to buy homes. Consequently, competition in the real estate market has grown fiercer, leading to an increase in promotional campaigns and marketing strategies. These include price reductions, added premiums, reduced down payments, and increased media advertising to clear out older stock and introduce new projects. To stay competitive, businesses have increasingly relied on the marketing mix strategy, the 4Ps: product, price, place (distribution channels), and promotion. However, not all aspects of the 4Ps are equally important from the customer’s perspective. Understanding which components customers consider most significant is essential for gaining a competitive edge in this saturated market. Therefore, this study not only examines customer perceptions of the marketing mix but also uses statistical analysis to assess the relative dominance of its components and associated variables.

1.2 Research Question

1) What are the levels of customer perception toward the marketing mix in the home and residential business?

2) Which components among the 4Ps of the marketing mix are most dominant in influencing customer perception?


3) What are the dominant observed variables within each marketing mix component, as perceived by home and residential customers in various areas?

1.3 Research Objective

1) To study the perception levels toward the marketing mix among customers of the home and residential business.


2) To analyze the dominance of the 4Ps on the marketing-mix components.


3) To identify the dominance of observed variables within each marketing-mix component in various geographic and demographic areas.
2. Literature Review

2.1 Related Concepts and Theories

The marketing mix, widely referred to as the 4Ps, Product, Price, Place, and Promotion, is a foundational concept in marketing theory. First introduced by McCarthy (1964), the 4Ps model offers a practical framework for organizations to analyze, structure, and execute marketing strategies to meet customer needs effectively. The "Product" encompasses the attributes, quality, and features of the item offered to the consumer. "Price" reflects the cost to the buyer, which includes not only the list price but also payment terms, financing options, and perceived value. "Place" refers to the distribution channels through which a product reaches the consumer and includes accessibility, location, and logistics. "Promotion" involves the communication strategies used to inform and persuade the target audience, such as advertising, sales promotions, and personal selling.

In the context of real estate, the application of the marketing mix plays a crucial role in influencing purchasing decisions. Kotler and Armstrong (2018) highlight that in high-involvement products like homes, customer decision-making is significantly shaped by emotional, psychological, and contextual factors alongside marketing stimuli. Furthermore, component analysis and factor loading, commonly used in statistical marketing research, are applied to examine the relative importance and interrelationship of observed variables (Hair et al., 2010). Concepts such as the Theory of Consumer Behavior also underpin such studies, suggesting that individual buyer behavior is driven by personal, social, and economic considerations (Schiffman & Wisenblit, 2015).

2.2 Literature Surveys

Prior studies have examined how the marketing mix influences consumer behavior in the real estate industry. Buanim (1998) found that sales promotion, particularly in the form of advertising and reduced down payments, significantly affected purchasing decisions in residential housing. Similarly, Sirijattharaphong (2007) confirmed that elements such as pricing strategies, accessibility to financial institutions, and the quality of after-sales service played a substantial role in shaping customer preferences in allocated housing projects.


Thongmueangluang (2011) studied the marketing mix strategy of Pruksa Real Estate Public Company Limited and identified that discounts and after-sales services were among the most influential promotional tools affecting home-buying decisions. These findings are consistent with those of Sangprasit et al. (2011), who highlighted the increasing significance of sales staff performance, operating hours, and service quality within the "place" component of the marketing mix, especially for customers in the upper-level housing market segment.

Additionally, the Real Estate Information Center (2017) reported that rapid urbanization and infrastructure developments, notably the extension of Bangkok’s Sky-Train system, have led to increased residential real estate activity in suburban areas. The Research and Database Division of AREA (2017) similarly observed that developers were responding to this competitive environment by implementing aggressive marketing mix strategies, including price reductions, media campaigns, and lower down payments, to help absorb unsold inventory and promote new housing projects.

Choosun (2014) conducted a study on condominium-buying behavior and found that product features such as interior layout, location, and amenities had the highest impact on purchasing decisions, followed by brand image and financial offerings. His findings emphasize the growing importance of consumer-centered product design in densely populated urban housing markets.

International research also supports these findings. Cervero (2007) analyzed housing demand trends in California and found that access to public transit, such as rail systems, was a major determinant in residential location choices, highlighting the synergy between place strategy and urban planning. Likewise, Kotler and Armstrong (2018) emphasized that in high-involvement purchases like real estate, integrated marketing communication and perceived value can heavily influence buyer confidence and decision-making processes.

Utami et al. (2024) also contributed to this discussion by examining how customer experience and service quality in the real estate sector influence purchase intention, mediated by perceived value and customer satisfaction. Their findings underline the importance of combining product excellence with strategic marketing support to drive residential sales.

In the context of Thailand’s economy, Thirasophon (2015) identified that during times of economic stagnation, real estate buyers became more price-sensitive, placing increased weight on financial incentives, such as interest rate packages, down payment schemes, and mortgage accessibility. This corresponds with Kasikorn Research Center (2017) data, which indicated a shift in consumer decision-making as a response to oversupply and economic pressure in the real estate market.

In summary, a wide body of literature supports the view that various components of the marketing mix, particularly price, place, and promotion, hold considerable influence over residential housing decisions. The consistency of findings across both domestic and international studies provides robust evidence for real estate developers to strategically tailor their marketing efforts in response to shifting consumer behaviors and competitive market conditions.
2.3 Conceptual Framework

Based on the theoretical underpinnings of the marketing mix and empirical literature, the conceptual framework of this study focuses on identifying the perception levels of home and residential customers toward the 4Ps and analyzing the dominance of individual variables within each component. The framework integrates the following key elements:

1) Marketing Mix Components: Four main constructs, Product, Price, Place, and Promotion.

2) Observed Variables: Specific factors under each construct, such as product features (lighting, drainage, cleanliness), pricing strategies (interest rates, fees), distribution attributes (sales staff service, accessibility), and promotional tools (after-sales service, discounts).


3) Customer Perception: Measured perception levels toward each marketing mix component using a five-point Likert scale.

The model seeks to bridge the gap between customer perception data and strategic marketing implementation by real estate firms, especially during periods of market oversupply and heightened competition.

2.4 Research Hypothesis

Based on the conceptual framework and supporting literature, the following hypotheses are proposed:


H1: Customers perceive the marketing mix components of home and residential businesses at a high level overall.

H2: Among the four components of the marketing mix, "place" (distribution channels) is the most dominant factor influencing customer decision-making.


H3: Within the product component, central lighting and drainage systems are the most dominant variables affecting customer perception.


H4: Within the price component, interest rates and home purchase fees are the most influential variables.


H5: Within the place component, service rendered by sales staff and corporate office accessibility are the most dominant variables.


H6: Within the promotion component, after-sales service and discounts are the most influential variables in customer decision-making.

3. Research Methodology

3.1 Research Design

The format of research chosen by the researchers on this occasion followed the pattern of a quantitative research, using the research process described below. The study aimed to examine the marketing-mix levels of the 4Ps, product, price, place (distribution channels), and promotion, among home and residential customers in Bangkok and its suburbs. The research concept, as shown in Figure 1, illustrates that these four independent variables combine to form the marketing-mix components, which serve as the dependent variable in this study.

3.2 Population and Sample

The study population consisted of an accidental sampling of 500 customers who resided in allocated housing and/or in apartments in Bangkok and its suburbs. The sample group was representative of customers involved in high-rise and flat-building housing allocation projects. These participants were individuals who came to make a purchase or to visit and view the housing and residential distribution projects opened for service within the targeted geographic areas.

3.3 Research Instruments

Research tools employed in the collecting and compilation of data comprised a single questionnaire with five evaluation levels, including 29 questions and 15 demographic features. The questionnaire focused on the 4Ps marketing mix of the home-and-residential program in Bangkok and its suburbs, designed to measure perceptions toward product, price, place, and promotion factors. Content validity was accomplished by five individuals with the necessary expertise, who determined an Item-Objective Congruence (IOC) value of 0.5 for each item. Confidence testing of the questionnaire yielded a high reliability, with a confidence value of 0.976, which is greater than the acceptable threshold of 0.70.

3.4 Data Collection

Data collection was conducted by the research team, who submitted requests for cooperation to the home-and-residential program management in Bangkok and its suburbs. The team independently carried out the data gathering process by distributing the questionnaires to 500 participants involved in allocated-housing and apartment-unit distribution projects. The participants were customers who either visited or intended to purchase residential units within the studied areas.

3.5 Statistics Used for Data Analysis

Several statistical methods were applied to analyze the collected data. Frequency distribution was used to calculate percentage values and describe demographic features of the customer group. Mean values and standard deviations were applied to assess perceptions of the marketing mix components. Component analysis using the principal-component (PC) extraction method was conducted by setting the number of components to exactly one for each dominance-determining factor of the observed variables across all four marketing-mix components. This analysis was used to determine the dominance of marketing-factor variables for product, price, place, and promotion. Finally, inferential statistical hypothesis testing was applied at a significance level of 0.05 to evaluate the validity and significance of the study’s findings.
4. Data Analysis and Findings

4.1 Introduction

This section presents the analysis and findings from the data collected from 500 home and residential customers in Bangkok and its suburbs. The analysis focuses on understanding the demographic characteristics of the respondents as well as their perceptions and evaluations of the four key components of the marketing mix: product, price, place (distribution channels), and promotion. The aim is to explore the dominance and influence of these components and their underlying variables on customer decision-making in the home and residential market. Descriptive statistics, component analysis, and other inferential methods were used to provide insights into how these marketing mix elements contribute to customer preferences and behavior. The findings will offer valuable guidance for strategic marketing planning in the competitive housing sector.
4.2 Data Analysis of the Quantitative Data


The demographic characteristics of the home and residential customers included in the study were as follows: 45.4% of the participants were male, while 54.6% were female. The largest age group was between 31 and 40 years old, comprising 43.8% of the total sample, followed by those aged 41 to 50 years, who accounted for 26.4%. Among the participants, 69.0% were married, and 23.6% were single. Regarding family size, 28.0% had no children, 34.2% had one child, and 32.2% had two children. More than half of the respondents (53.8%) had attained a Bachelor’s degree or higher. In terms of occupation, 42.0% were employed in private companies, followed by 17.8% who were business owners. The average monthly family income of the participants was 45,243 baht. Regarding housing type, 65.0% resided in flat buildings, while 35.0% lived in high-rise apartments. Exactly half of the respondents (50.0%) commuted using privately owned automobiles.

All four areas of the marketing mix had an overall mean value of 3.92, which was a high level. The area with the highest mean value was the product area, with a mean of 4.03, which was a high level. The promotional area had a mean of 3.83, which was a high level. The place area had a mean value of 3.73, which also was a high level. 

Table 1 Mean (x̅) and Standard-Deviation Values of Market-Mix Components
	Area
	Mean
	S.D.

	Product
	4.03
	0.69

	Price
	3.94
	0.73

	Place
	3.73
	0.70

	Promotion
	3.83
	0.77

	Net
	3.92
	0.64


The analysis showed that among the four marketing-mix components, "place" was the most dominant, followed by product, price, and promotion, indicating that distribution channels have the greatest influence on customer decision-making.
The dominance of individual components in all four areas of the marketing-mix was analyzed (with Eigen value = 3.90 describing a variation of 77.23%, a KMO value = 0.842 and a statistical significance with Chi-Square value of 125.36 and P = 0.000). From results of the analysis, it was found that, within the marketing mix, the place were dominant, followed by product, price and promotion, in that order, as shown in Table 1.

Table 1 Component Dominance in All Four Areas
	Observed Variable
	Component Dominance

	Place
	0.907

	Product
	0.893

	Price
	0.881

	Promotion
	0.833


The dominance of the product component in the marketing mix was analyzed (with Eigen value = 9.50 describing a variation of 73.11%, a KMO value = 0.971 and a statistical significance with Chi-Square value of 6603.93 and P = 0.000). From results of the analysis, it was found that the variables inducing the highest component dominance were the central lighting and the water drainage systems, followed by the cleanliness system and the interior of the home itself, in that order, as shown in Table 2.   

Table 2 Dominance of the Product Component
	Observed Variable
	Component Dominance

	1. Central Lighting
	0.887

	2. Drainage Systems
	0.887

	3. Cleanliness Systems
	0.881

	4. Home Interiors
	0.881

	5. Plumbing Systems
	0.872

	6. Security & Safety
	0.865

	7. Roads & Public Areas
	0.860

	8. Structure, Flooring, Walls & Roof of House
	0.847

	9. Termite Eradication
	0.842

	10. Parking Areas
	0.837

	11. Quality of Materials
	0.836

	12. Convenience of Transportation
	0.812

	13. Neighbors
	0.803


The dominance of the price component in the marketing mix was analyzed (with Eigen value = 4.01 describing a variation of 80.20%, a KMO value = 0.899 and a statistical significance with Chi-Square value of 2142.56 and P = 0.000). From results of the analysis, it was found that the variable inducing the highest component dominance was interest rates, followed by home-purchasing fees and the availability of banks for credit requests, in that order, as shown in Table 3. 
Table 3 Dominance of the Price Component
	Observed Variable
	Component Dominance

	1. Interest Rates
	0.916

	2. Home Purchase Fees
	0.907

	3. Bank Credit Requests
	0.900

	4. Association Fees
	0.877

	5. Home Purchase Price
	0.877


The dominance of the distribution-channels (or place) component in the marketing mix was analyzed (with Eigen value = 4.54 describing a variation of 75.71%, a KMO value = 0.874 and a statistical significance with Chi-Square value of 2937.79 and P = 0.000). From results of the analysis, it was found that the variable inducing the highest component dominance was the service being rendered by the sales staff, followed by business hours of the corporate/sales offices, access and convenience in contacting corporate officials, in that order, as shown in Table 4. 

Table 4 Dominance of the Place Component
	Observed Variable
	Component Dominance

	1. Service Rendered by Sales Staff
	0.902

	2. Business Hours of the Corporate/Sales Offices
	0.882

	3. Access and Convenience in Contacting Corporate Officials
	0.867

	4. Access and Convenience in Contacting Sales Staff
	0.862

	5. Corporate Offices/Sales Offices 
	0.861

	6. Service Rendered by Corporate Officials and Staff People
	0.846


The dominance of the market-promotion component in the marketing mix was analyzed (with Eigen value = 4.06 describing a variation of 81.16%, a KMO value = 0.867 and a statistical significance with Chi-Square value of 2398.83 and P = 0.000). From results of the analysis, it was found that the variable inducing the highest component dominance was the after-sales service, followed by discounts and repairs and maintenance, in that order, as shown in Table 6.  

Table 6 Dominance of the Promotion Component
	Observed Variable
	Component Dominance

	1. After-Sales Service
	0.936

	2. Discounts
	0.912

	3. Upkeep
	0.903

	4. Home Insurance
	0.877

	5. Premiums
	0.876


4.4 Summary of the Results

The study revealed important insights into the demographic profile of home and residential customers as well as their perceptions of the marketing mix components. The sample consisted of a slightly higher proportion of females (54.6%) than males (45.4%), with the majority aged between 31 and 40 years. Most respondents were married and had one or two children. Educational attainment was relatively high, with over half holding a Bachelor’s degree or above. The participants mostly worked in private companies or owned their own businesses, with an average monthly family income of approximately 45,243 baht. Residential preferences leaned toward flat buildings, and half of the customers commuted by private vehicle. Regarding the marketing mix, all four components, product, price, place, and promotion, received high mean ratings, with the product component rated highest at 4.03. Component analysis demonstrated that place (distribution channels) was the most dominant factor influencing customer decisions, followed closely by product, price, and promotion. Specific variables within each component showed varied levels of dominance: central lighting and drainage systems were the most influential in the product component; interest rates led in price-related variables; service rendered by sales staff topped the place component; and after-sales service was the most critical in promotion. These results indicate that while all elements of the marketing mix play significant roles in home and residential purchasing decisions, particular emphasis should be placed on enhancing distribution services and product quality, alongside competitive pricing and effective sales promotion strategies. The findings provide a comprehensive overview of consumer priorities, offering strategic guidance for marketing planning within the real estate sector in Bangkok and its suburbs.
5. Conclusion, Discussion, and Recommendation

5.1 Conclusion

This study investigated the influence and dominance of the marketing mix components, product, price, place, and promotion (the 4Ps), on consumer purchasing behavior in the residential real estate sector. The findings reveal that all four components hold high dominance values, ranging from 0.833 to 0.907, confirming their collective importance in shaping consumer decision-making. The most dominant component was place (0.907), followed by product (0.893), price (0.881), and promotion (0.833), accounting for a total variance explanation of 77.23%. Within the place component, the quality of service by sales staff was the most influential factor, followed by business hours and ease of contact with company representatives. The product component was strongly represented by physical and functional characteristics, such as lighting, cleanliness, building structure, and location, with the highest dominance observed in lighting (0.876). For the price component, interest rate had the highest dominance value (0.916), demonstrating its significant role in buyer decisions. Regarding promotion, after-sales service, discounts, and maintenance were key elements influencing purchasing decisions. The study also aligns with prior research, such as Buanim (1998), Sirijattharaphong (2007), Thongmueangluang (2011), and Sangprasit et al. (2011), all of whom emphasized the critical roles of promotional tactics, pricing strategies, and sales service quality. Therefore, it can be concluded that the balanced and strategic application of all 4Ps is essential for competitiveness and success in the Thai residential housing market.

5.2 Discussion

The findings of this study reflect the evolving dynamics of Thailand’s residential real estate market, particularly under conditions of increased competition and economic stagnation in recent years. The dominance of the place component supports Sangprasit et al. (2011), who found that customer convenience, sales office location, and the performance of sales staff were central to buyer satisfaction, especially in the higher-end housing segment. The importance of product factors is also confirmed, with customers placing strong emphasis on safety systems, design, and neighborhood infrastructure. These findings echo the sentiments of Thirasophon (2015), who noted that buyers in Bangkok's suburban areas particularly valued functional and aesthetic aspects of homes. The price component’s dominance, especially interest rates and payment terms, validates Buanim’s (1998) findings that reduced down payments and low-cost financing options drive sales. The significance of promotion, especially after-sales service, was also emphasized by Thongmueangluang (2011), who noted that customer service following the purchase enhances customer satisfaction and brand loyalty. Moreover, macroeconomic and infrastructure developments such as the expansion of the Sky-Train system (Kasikorn Research Center, 2017; AREA, 2017) have influenced market dynamics by boosting suburban development. These projects have increased demand in outlying areas, intensifying competition and pushing developers to adopt aggressive marketing strategies, such as media advertising, reduced down payments, and price promotions, to manage housing inventory. Therefore, the marketing mix in this context is not static; it evolves in response to external environmental factors and changing customer preferences, and its success depends on how well developers can adapt to these shifts.

5.3 Recommendation

Based on the study’s findings, several recommendations are proposed for both future research and practical applications. First, future studies should consider employing Structural Equation Modeling (SEM) to analyze causal relationships and the interaction effects between each component of the marketing mix on consumer decision-making. Additionally, researchers should expand the scope of the marketing mix beyond the traditional 4Ps to include newer variables such as people, process, and physical evidence, especially in service-oriented housing projects. Practically, real estate developers should focus on enhancing the place component by training sales staff to deliver professional, empathetic, and efficient service, extending business hours, and improving ease of communication with potential buyers. For the product component, continuous investment in housing design, environmental sustainability, and neighborhood development is critical. The price strategy should be responsive to interest rate changes and offer flexible payment plans that reflect the financial capabilities of modern consumers. As for promotion, developers should improve after-sales service quality and provide value-added services such as long-term maintenance, repairs, and warranties. Marketing strategies should also be responsive to broader trends, such as the extension of transportation infrastructure, and the rise of digital marketing channels. In highly competitive environments, such as the one noted in 2017, these strategies are essential for clearing older inventory and stimulating demand for newly launched projects. Ultimately, integrating customer perceptions with data-driven marketing strategies will empower developers to build lasting relationships with buyers and achieve long-term business sustainability in Thailand's residential real estate sector.
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