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Abstract

The objectives of this research were: 1) to examine the level of marketing mix strategies (7Ps)
among customers of housing estates and condominiums in Thailand; 2) to classify customer groups
using cluster analysis; and 3) to analyze the characteristics of each customer group and propose
appropriate marketing strategies. The population consisted of residents of housing estates and
condominiums in Thailand. 1,000 samples were selected using multi-stage sampling. The research
instrument was a five-point rating scale questionnaire with a validity coefficient greater than 0.60 and
a reliability coefficient of 0.880. The statistical methods used included percentage, mean, standard
deviation, and cluster analysis.

Research Findings :
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1) The overall level of marketing mix strategy was found to be high. The highest mean score
was for price, followed by product and service, while the lowest was for process.

2) The results of the cluster analysis classified customers into three distinct groups with
statistical significance at the 0.05 level: Group 1: Commercial Customers, with an average monthly
income of 38,518.90 baht. Group 2: Social Customers, with an average monthly income of 33,309.58
baht. and Group 3: Premium Customers, with an average monthly income of 42,113.97 baht.

3) The appropriate strategies for each group are as follows: Group 1 (Commercial Customers)
. Prefer medium-sized houses at moderate prices, with long-term installment plans, and locations
near community areas. Group 2 (Social Customers): Prefer low-priced houses with low monthly
installments, emphasize cooperation with government agencies, and locations close to public
transportation systems. and Group 3 (Premium Customers): Prefer luxury houses with full facilities,
situated in prime locations with convenient transportation access. This study can serve as a guideline
for developing marketing strategies that effectively meet the needs of each customer group.
Keywords : Marketing Mix, Cluster Analysis, Housing Estate, Customer Segmentation
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