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ABSTRACT

The purpose of this research is finding the Marketing Factor Affecting Customer
Loyalty of a House from Famous Property. Brands in Chiang Rai province. It is the
quantitative research methodology. 385 samples of residents in Chaing Rai housing
estate are collected and analyzed by descriptive and inferential analysis techniques.
The result of this study found that all the 7P’s marketing mix factors excepting

the physical evidence are significant at the level of 0.01.

Keywords: Marketing Mix Factors, Purchasing Decision to Purchase, Housing Estate Real

Estate Development Project



