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STRATEGIES TO INCREASE THE MARKETING CAPABILITY OF THE REAL

ESTATE BUSINESS OF CONDOMINIUM IN LADPRAO AREA

This research aimed to study marketing capability and compare the strategic characters in
marketing of the real estate company running condominium business in different projects, and to
study consumer behaviors on decision-making to purchase the condominium. This study was a
survey research. The samples were divided into two groups: entrepreneurs running the real estate
business in 24 project in Lad Phrao area, and 125 consumers entering to stay in the condominium
between 2007-2011. To select the samples, the judgment of the researcher was used, and a set of
questionnaires were adopted to collect data.

The results showed that entrepreneurs, in product strategies, three level of prize used the
business strategy at a high level, because the project manager need to focus on the location of the
project, utilities and facilities of the project including decorative arts, strength and durability;
therefore, the product strategies were applied in the pricing strategy. The entrepreneurs of the
three projects fixed the price moderately, because the project managers in the three projects set
prices lower than other project but in a similar quality, having the special discount and promotion
on the grand opening of the project by adopting less down payment and long pay by installment,
duration of the down payment with no interest charged, and find a loan agent for the customers.
For the distribution channel, all entrepreneurs created model project profile with details and
establish a separate sale office in shopping center or hotel etc. For this the senior administrators
used the distribution channel strategy at a moderate level, and the medium and low price
strategies were adopted at a high level.

The research showed that the use of the distribution channel strategy of the business in each
of the prize levels must take their own financial stability into account and general economic
conditions. The results of the study also found that entrepreneurs in a higher level differently
used the sale channel strategy from those who run business in lower level. The high level
entrepreneurs used the pricing strategy at a moderate level. On the one hand, the entrepreneurs
running business in the moderate level used the low price strategy at a high level. This was
because they put focus on the marketing strategy by employing the officers who know about how

promote the project on advertising medias such as radio, television, newspaper, brochure. What’s



more, to promote the project, they gave the gift vouchers for the first fifty customers.  The
consumer aspect found that the most important factor in decision-making to purchase the
condominium of the high level customer was utilities and facilities, second factor was

environment and safety. The least important factor was transportation.



