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The Channels for Awareness of Marketing Communications that Affect
Real Estate Purchase Decisions of Consumers at
Hat Yai District Songkhla Province

ao = o

UIadU AA98Y,

v
3

Unsal auledu uaz Ladagul devnus
URINEFUIA Y

Yaninee Srisamran,

Pakorn Limyothin and Jedsarid Sangkaphan

Hat Yai University, Thailand

Corresponding Author, E-mail: yanipiya.kwang@hotmail.com

KEXXXXXXX

UNANEa

(%
[

A15IUASINL

o

nRUsEasALiiafny) 1) N135UTYemMNNITARETNINITIAIN kazn1sAnaula

Y

[
1Y [

Fpodwsunsndvesuslan Wundwnemalug Jamingwal uar 2) Yoamn1ssuINsieans
msnanfidsmasionisinduladeedmnsunindveiuilnn nuiidunemalng dainaswan Wunis

av a

FodeUinn Wuuvasunulunismunadoyannnguiieiindsermsuiiiony 20 Biuld Tu
fufisnnomalng fviaasan fedinmsduiiegiauuazan fvuasuangusogidlagldgns
MsAuIMTLIafeg i oldUszInadadulszvInsues Cochran fiszduainandesiu 95% 1¢
fr0g1991uru 301 Faega 138 nsduiegauuuraneduneu Tinseidayalasldlusunsy
AoNfimosdnsagy

HANTSIIE WU

1) masuddomsnisdeansnensnan wasnsdndulatoodmiuninduesduilan fiud
sunemelng Sminawwar nudn fuilaasuiriudesmadeansnsnainussianeenlatiasniw
saueglusziuuiunats suiididedegsgn Aedolavannalauds (x = 3.96, SD = 0.87) uazdo
%ﬂ’qﬁaﬁuﬁﬁﬂ'uaﬁlam"’wqm (X = 2.43, SD = 1.20) Uszianeauladlagaimsinegluszavuin
Facebook ﬁmm?{aqaq@ (X = 4.64, SD = 0.60) waz E-mail ﬁmLa?{aﬁnqm (X =2.87,SD = 1.20)

[

wag 2) Yeanunsiuinsdeansmisnainfidwmadenisindulatesdmiuningvesiuilaa Wui

¢

SunOMIAlNEY T9nInasTa WUl dslavananeuds uazdendsdeiun d8nSwansuinaenis

* fufifuunmana : 3 nsngieu 2567; Suudluunaniu 16 nsngiey 2567; FuneuuunAda : 17 nsngney 2567
Received: July 3 2024; Revised: July 16 2024; Accepted: July 17 2024


mailto:%20yanipiya.kwang@hotmail.com1

Journal of Roi Kaensarn Academi 1333
U 9 avuil 8 Ussinhaudannau 2567

[y (%)

andulageedumIunindvesiuilaa sgrildedidgneadansedu .001 way awnsasinesuie

o

'
o w aa

AMuLUsUTINBInsanaulateedunsuning ln3esay 69 eg1didvdransananiseau .001

AEIARY: N15F0E1IN15RRR; NMIRRaUlaTe; adimnZunsne

Abstract

The objective of this research was twofold: 1) to study how consumers perceive
marketing communication channels and their decision-making process regarding real estate
purchases in the Hat Yai District, Songkhla Province, and 2) to investigate how these marketing
communication channels influence consumers' decisions to purchase real estate in the same
area. This quantitative research utilized a questionnaire to collect data from a sample group of
residents aged 20 and above in the Hat Yai District, Songkhla Province, using a convenient
sampling method. The sample size was determined to be 301 participants based on Cochran's
formula for estimating population proportions with a 95% confidence level.

The findings revealed the following:

1) Regarding consumers' perception of marketing communication channels and their
real estate purchase decisions in Hat Yai District, Songkhla Province: Consumers perceive
offline marketing communication channels moderately overall, with the highest mean score
observed for outdoor advertisements (x=3.96, SD = 0.87), and the lowest for print media
(x = 2.43, SD = 1.20). Online marketing communication channels were perceived highly
overall, with Facebook having the highest mean score (X = 4.64, SD = 0.60) and email the
lowest (x =2.87, SD =1.20). 2) Regarding the influence of marketing communication channels
on consumers' real estate purchase decisions in Hat Yai District, Songkhla Province: Both
outdoor advertisements and print media significantly positively influenced consumers' real
estate purchase decisions at a statistically significant level of .001. Together, they explained
69% of the variance in real estate purchase decisions.

Keywords: Marketing Communication; Decision-Making; Real Estate
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