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ABSTRACT  

The objective of this research is to study 1) the level of expected outcomes of the condominium residents, management, marketing strategies, 

developer image, and barriers in changing the service provider, 2) the influence of management, marketing strategies, developer image, and 

barriers in changing the service provider on the expected outcomes of condominium residents. This research uses a quantitative research 

methodology on the total number of 360 condominium owners or residents holding the ownership for more than 1 year. The sample size was 

determined using the criteria of 20 times the observed variables. The multi-stage sampling method was used. The data was collected with 

questionnaires and was analyzed with the structural equation model. The research results revealed that 1) the expected outcomes of the 

condominium residents, management, marketing strategies, and developer image were at the high level. However, the barriers in changing the 

service provider were at the moderate level. 2) The management had the greatest influence on the expected outcomes of the condominium 

residents, followed by the developer image and marketing strategies, respectively. The research results were used for decision making, planning 

for the operation, formulation of policies and strategies in order to increase the competitive opportunity of condominium developers in operating 

the businesses to meet the needs of condominium residents effectively. 
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Introduction 
 

The factor that will make the business successful or survive 

is to know about the management and marketing strategies 

(Chetthamrongchai, Jermsittiparsert, & Saengchai, 2019; 

Sutduean, Harakan, & Jermsittiparsert, 2019). We must 

know who the residents or target group are. We also have to 

know their purchasing behaviors, residing habits, and the 

roles of the entrepreneurs in order to reduce possible 

problems such as an unoccupied condominium unit without 

residents or the residents resell the units and go to buy 

another condominium unit. There are also other problems 

such as inconvenience in residing, insecurity, facilities and 

services lacking of care. These problems affect the 

expectations of the condominium residents as well as being 

the factors supporting the residents to move out, terminate 

the contract, or change to reside in other condominium 

projects. 

The problems of residents moving out or cancelling the 

contract are caused by many reasons. 1) The residents feel 

that the room is too narrow. They need more storage area 

and need more space to place the things. Those who used to 

stay in a studio room would like to add more space or there 

are other reasons which the residents think that the 

condominium is now not as big as when moving into. Some 

residents have other reasons such as getting married, having 

children, or planning to have a family which surely requires 

a larger area. 2) The residents cannot pay installments or the 

rent at this price anymore due to the financial and liquidity 

problem that may not be the same. In this case, residents 

will have to find a condominium with cheaper rent. This 

could be a nearby condominium. 3) The residents have 

enough money to pay by installments or rent a better 

condominium. Of course, with more earnings and more 

stability, the residents often want a better life and more 

comfort as well. 

4) The original condominium is not easily accessible. 

Sometimes when the residents graduate, start working, or 

change the workplace, their lifestyles have also changed. 

The travel may not as comfortable as before or it may cause 

higher travel expenses. 5) The residents want better 

neighbors. Regardless of how much the residents like the 

condominium, the residents might not always have good 

neighbors. If the residents live in a chaos or unsafe 

environment with the crime, there is a reason to move. 6) 

The excessive convenience of public transportation can also 

be the reason for the move. For example, a resident may live 

in a condominium or apartment near BTS or other public 

transport. There may be the limitation on parking but they 

may want to buy a car and such convenience may not be 

what they want. 7) The residents do not like their 

condominiums, for example, they do not like management, 

the system of maintenance, cleaning, or they do not like the 

owner of the condominium. These reasons may also make 

residents want new accommodation (Leshnower, 2020). 

The aforementioned reasons are often the main ones causing 

most residents to feel that they want to relocate. However, 

some residents have other reasons in terms of their 

background, feelings, or habits that they do not like to use 

common areas or shared parking with other people. But one 

thing that is needed to be considered when living in a 

condominium is that the residents are required to live 

altogether with the others in shared common areas. If they 

do not like this point, no matter how many new 

condominiums they move to, they will encounter the same 

problem. 

The situations mentioned above lead to the expected 

outcomes for condominium residents in Bangkok area 
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including the worthiness of investment, utilization, 

satisfaction, engagement, and customer loyalty eventually. 

Therefore, the researcher is interested in studying the factors 

determining the expected outcomes of the condominium 

residents in Bangkok area. This will be beneficial for 

improving the management and marketing strategies of the 

condominium business investment for the condominium 

business operators. 

 

Research objectives    
 

1. To study the level of expected outcomes of the 

condominium residents, management, marketing strategies, 

developer image, and barriers in changing the service 

provider. 

2. To study the influence of management, marketing 

strategies, developer image, and barriers in changing the 

service provider on the expected outcomes of the 

condominium residents. 

 

Research methodology 
 

This research uses a quantitative method. The population 

consists of the condominium owners or condominium 

residents who have hold the ownership for more than 1 year 

focusing on condominiums in Bangkok area. However, as 

the researcher could not determine the exact population, the 

researcher relied on the population size calculation from the 

condominium owners or condominium residents in Bangkok 

area for a total of 2,674 projects (Hipflat, 2020). In this 

research, the researcher used structural equation modeling 

analysis. For the sample size suitable for this technique, 

Kline (2011) Hair, Black, Babin, & Anderson (2010) 

suggested that the sample size should be 15-20 times the 

observed variables. In this research, there are totally 18 

observed variables consisting of a total of 360 samples using 

multi-stage sampling. 

The research tools were questionnaires using Likert scale 

that was verified for content validity with an IOC value 

between 0.80-1.00. For the reliability of the scale, it was 

found that the Cronbach’s alpha of the empirical variant 

scale used in the research was between 0.770 and 0.970 and 

the whole version was 0.986. The data was collected by 

having the sample group answering the questionnaires in 

Google form. 

Data Analysis: 1. Descriptive statistics were analyzed for 

mean ( X) and standard deviation (S.D.) to describe the 

degree of expected outcomes of the condominium residents, 

management, marketing strategies, developer image. 2. 

Inferential statistics were analyzed using the structural 

equation modeling (SEM) to test the influence of 

management, marketing strategies, developer image, and the 

barriers in changing service provider on the expected 

outcomes of the condominium residents. 

 

Research results  
 

1
st
 objective: To study the level of expected outcomes of the 

condominium residents, management, marketing strategies, 

developer image, and barriers in changing the service 

provider. 

 

 

Table 1: Level of the studied variables 

Details Mean  Standard 

deviation 

Interpretation 

Expected outcomes 

of the 

condominium 

residents 3.68 0.59 High 

Management  3.78 0.76 High 

Marketing 

strategies 3.77 0.71 High 

Developer image 3.85 0.83 High 

Barriers in 

changing the 

service provider 3.49 0.69 Moderate 

 

From Table 1, it was found that the expected outcomes of 

the condominium residents, management, marketing 

strategies, and developer image were at a high level while 

the barriers in changing the service provider were moderate. 

2
nd

 objective: Regarding the result of the model analysis, 

when considering entirely, it was found that indicators of 

good accessibility to all data (Supamas Angsuchot, 

Somthawin Wichitwanna, and Ratchanikul Pinyopanuwat, 

2011) were as shown in Table 2. 

 

Table 2: Model analysis results 

Indicators 

Criteria of good 

accessibility to 

the data 

Before 

adjusting 

the 

model 

 

After 

adjusting 

the model 

Chi-

square/df 
Less than 2.00 3.224 1.534 

RMSEA Less than 0.05 0.079 0.039 

Standardized 

RMR 
Less than 0.05 0.042 0.036 

GFI 
From 0.90 and 

over 
0.98 0.95 

AGFI 
From 0.90 and 

over 
0.85 0.92 

CFI 
From 0.90 and 

over 
0.98 1.00 

PGFI From 0.50 and 

over 

0.65 0.65 

CN Not less than 200 151.41 313.18 

 

Hypothesis test results 

 

 
Figure 1 Structural equation model after model adjustment 
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1) The expected outcomes of the condominium residents 

(EXPECTED) depend on the management (MANAGE), 

marketing strategies (MKTSTR), developer image 

(IMAGE), and barriers in changing the service provider 

(SWBAR). The structural equation can be written as 

follows: 

EXPECTED = 0.09*MANAGE + 0.40*MKTSTR + 

0.58*IMAGE + 0.03*SWBAR, 

 (0.078)                   (0.17)                 (0.085)           (0.11)                           

1.00                        3.17                    6.42              0.23                               

Errorvar. = 0.031, R² = 0.83                                                       

(4.19) 

(0.007)  

 4.64 

The analysis results revealed that the expected outcomes of 

the condominium residents depend on the marketing 

strategies and developer image. The variation of the 

expected outcomes of the condominium residents can be 

explained as 83% while the management and the barriers in 

changing the service provider have no direct effect on the 

expected outcomes of the condominium residents. 

2) The barriers in changing the service provider (SWBAR) 

depend on the management (MANAGE), marketing 

strategies (MKTSTR), and developer image (IMAGE). The 

structural equation can be written as follows: 

SWBAR    = 0.20*MANAGE + 0.76*MKTSTR + 

0.001*IMAGE,  

 (0.086)  (0.13)      (0.087)                          

  2.28     8.70          0.005 

Errorvar. = 0.045, R² = 0.79                                                          

(4.20) 

 (0.009)  

5.17 

The analysis results revealed that the barriers in changing 

the service provider depend on the management 

(MANAGE) and the marketing strategies (MKTSTR). The 

variation of the barriers in changing the service provider can 

be explained as 79% while the developer image has no 

direct effect on the barriers in changing the service provider. 

3) The developer image (IMAGE) depends on the 

management (MANAGE) and the marketing strategies 

(MKTSTR). The structural equation can be written as 

follows:     

IMAGE    = 0.78*MANAGE + 0.08*MKTSTR, Errorvar. = 

0.062, R² = 0.69      (4.21) 

 (0.068)   (0.084)                        

 (0.010)  

11.06  1.40                             

 6.50 

The analysis results revealed that the developer image 

depend on the management (MANAGE). The variation of 

the developer image can be explained as 69% while the 

marketing strategies have no direct effect on the developer 

image. 

4) The marketing strategies (MKSTR) depend on the 

management (MANAGE). The structural equation can be 

written as follows:       

MKTSTR   = 0.57*MANAGE, Errorvar. = 0.062, R² = 0.33                                   

(4.22) 

(0.047)                 

 (0.0

11)  

 7.95                    

 5.5

4 

The analysis results revealed that the marketing strategies 

depend on the management. The variation of the marketing 

strategies can be explained as 33%.  

 

Table 3: Direct influence, indirect influence, and total 

influence of the studied factors 

Influence of variables 
Causal relationship 

Direct Indirect Total 

Management 0.09 0.69** 0.69** 

Marketing strategies 0.40** 0.03* 0.43** 

Developer image 0.58** 0.00 0.58** 

Barriers in changing the 

service provider 

0.03 

- 0.03 

  

According to Table 3, it was found that the management had 

the greatest influence on the expected outcomes of the 

condominium residents, followed by the developer image 

and marketing strategies, respectively. However, when 

considering only the factors that directly affect the expected 

outcomes of the condominium residents, it was found that 

developer image has the most direct influence on the 

expected outcomes of condominium residents, followed by 

marketing strategies while the management only has an 

indirect influence on the expected outcomes of 

condominium residents. 

 

Conclusion and discussion 
 

1) Management: Operating the condominium business to 

meet the expected outcomes of the condominium residents 

involves many different factors. The fundamental factor that 

entrepreneurs have to take into account is the management 

because management is a process, activity, science, art, and 

professionalism. These include forecasting, planning, 

organizing, directing, coordinating and controlling (Fayol, 

1961; Thenmozhi, 2011). The condominium management is 

the management of accommodation covering planning and 

control in 1) building and common areas, 2) environment, 

and 3) safety. The study results were consistent with the 

study found that business failure is caused by 

mismanagement (Miller, So, & Williamson, 2011), poor 

management and poor leadership, lack of government 

support, bad quality of products or services. There is no 

customer demand survey. Customers feel bad about 

products or services. The staffs lack quality. They are 

inexperienced without innovation. These also involve 

economic factors such as economic uncertainty and currency 

exchange rates similarly to the study’s results. It is also 

consistent with the research of Zadkarim, Emari, Sanatka, 

and Barlem (Zadkarim, Emari, Sanatkar, & Barghlame, 

2011).  

2) Developer image: This influences the expected outcomes 

of the condominium residents as a developer image is one of 

the key factors in making a decision to buy a condominium. 
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As the condominium units or real estate products are highly 

priced, the customers will have to study and find more 

information in order to make decision. Thus, creating the 

developer image or confidence in the brand is an important 

issue. The desirable image of the condominium business 

consists of confidence in the company’s brand, experience, 

expertise, reputation, company’s personnel potential, and 

social responsibility. These are in accordance with the idea 

of Seri Wongmonta (1998) and Argenti’s research (Argenti, 

2007). The researches of many scholars found that a 

successful business that leads to promising results must be 

involved with many factors. Some important factors are 

reliability (Kang & James, 2004), management (Terry & 

Israel, 2004; Miller, So, & Williamson, 2011; Bishop, Jr., 

2009), and developer image (Vilares & Coelho, 2003). ; 

Kang & James, 2004). These are also correspondent with the 

work of Worathep Triwichit and Chonkanok Kositkanin 

(2017). In addition, it is also in line with the research results 

of Amphon Chusanuk, Poomphong, Phoommaphuti, 

Chaweewan Chusanuk, and Wittaya Pattaramethakun 

(2018). 

3) Marketing strategies: Marketing strategies affect the 

expected outcomes of the condominium residents. They 

involve a plan for an action aimed at marketing to meet the 

demands or needs of customers. They also involve 

determining the marketing mix to enable businesses to 

achieve their marketing objectives (Kotler, 2003) and find 

profits and business opportunities. They create a competitive 

advantage by attracting customers, retaining existing 

customers, and seeking to add new customers (Disraeli, 

2011). The customer behavior and demand are the starting 

point of the marketing process affecting the expected 

outcomes of the business. Therefore, the condominium 

developers must consider modifying the marketing 

strategies to suit the changing behavior and customer needs. 

Today’s consumer needs have changed greatly from the past 

as technology and life styles change. 

As the competition in condominium business is increasing, 

the condominium developers need to keep pace with 

changing competitors and consumer behaviors. The popular 

strategy based on the concept of new paradigm marketing 

communication is strategy to meet customer needs. This is a 

strategy that emphasizes the interaction with customers at a 

high level leading to greater customer satisfaction. As a 

result, the brand will be superior to other competitors in the 

business (Michelli, 2015). Responding to customer needs is 

a modern consumer marketing communication strategy by 

giving customers the power to choose what they want and 

also providing uniqueness to customers (Yoo & Park, 2016). 

If an organization can meet customer needs, this will allow 

customers to recognize the perceived value of the 

organization (Michelli, 2015) as well as making customers 

feel proud and happy to have that product (Avey, Avolio, 

Crossley, & Luthans, 2009). This is consistent with the 

researches of Bonson, Carvaja and Escobar Wanglo and 

Yang (Bonson, Carvaja, & Escobar, 2015; Wang, Lo, & 

Yang, 2004). 

In addition, in today’s marketing, the pricing of 

condominium developers must take into account the cost of 

the customers rather than the cost of the condominium. 

Considering that before the customer buys that 

condominium, which are the expenses that they have to pay. 

When buying a condominium, they feel it is worth the cost 

previously spent or not. Pricing for condominium 

developers takes into account the cost of the customer rather 

than the production cost. Considering that before the 

customer pays for that product, the customer has to pay 

anything before or not. If already offset, it is worth the cost 

previously spent or not. If it is not worthy, the customer 

does not choose to buy it. In addition, entrepreneurs have to 

consider the cost reduction or reduce unnecessary expenses 

as well. The research results are consistent with the research 

results of Attawut Accum (2016), Chuchai Samitkrai (2010) 

and Zhen, & Mansori (2012). 

 

References 

 

[1] Chetthamrongchai, P., Jermsittiparsert, K., 

& Saengchai, S. (2019). The Mediating 

Role of Pharmacy Engagement on the 

Relationship of Perceived Service Quality, 

Customer Perception, Price Strategy with 

Pharmacy Customer Devotion. Systematic 

Reviews in Pharmacy, 10(2), 120-129. 

DOI: 10.5530/srp.2019.2.20. 

[2] Sutduean, J., Harakan, A., & 

Jermsittiparsert, K. (2019). Exploring the 

Nexus between Supply Chain Integration, 

Export Marketing Strategies Practices and 

Export Performance: A Case of Indonesian 

Firms. Humanities and Social Sciences 

Reviews, 7(3), 711-719. DOI: 

10.18510/hssr.2019.73102. 

[3] Worathep Triwichit and Chonkanok 

Kositkanin. (2017). Influence of business 

ethics and image on corporate success of 

companies in Rojana Industrial Estate, 

Phra Nakhon Si Ayutthaya Province. 

Veridian E-Journal,Silpakorn University, 

10(3), 1944-1958. 

[4] Supamas Angsuchot, Somthawin 

Wichitwanna, and Ratchanikul 

Pinyopanuwat. (2011). Statistical Analysis 

for Social Science and Behavioral Science 

Research: Techniques for Using LISREL. 

Bangkok: Chareon Dee Mankong Printing. 

[5] Seri Wongmonta. (1998). Public relations: 

Theory and practice. Bangkok: Teerafilm 

and Citex. 

[6] Amphon Chusanuk, Poomphong, 

Phoommaphuti, Chaweewan Chusanuk, 



PSYCHOLOGY AND EDUCATION (2021) 58(4): 1936-1941 

Article Received: 08th October, 2020; Article Revised: 15th February, 2021; Article Accepted: 20th March, 2021 

 

1940 
www.psychologyandeducation.net 

 

and Wittaya Pattaramethakun. (2018). 

Influence of Integrated Marketing 

Communication on Brand Image, 

Satisfaction and Customer Loyalty in 

Condominium Purchase of L.P.N. 

Development Public Company Limited. 

Suranaree Technology Journal, 12 (1), 87-

102. 

[7] Attawut Sasom. (2016). Marketing 

strategy for residential condominiums 

along the water thoroughfare in Bangkok 

area. Academic Journal of Uttaradit 

Rajabhat University, 11 (2), 387-402. 

[8] Argenti, P. A. (2007). Corporate 

communication (4th ed.). Boston. MA: 

McGraw-Hill.  

[9] Avey, J. B., Avolio, B., Crossley, C. D., & 

Luthans, F. (2009). Psychological 

ownership: Theoreticalextensions 

measurement and elation to work 

outcomes. Journal of Organizational 

Behavior, 30(2), 173-191. 

[10] Bishop, Jr., J.L. (2009). Management 

issues for the growing business: Emerging 

business series. U.S. small business 

administration. Retrieved October 21, 

2019, from, 

http://www.sbaonline.sba.gov/idc/groups/p

ublic/documents/sba_homepage/ 

serv_pubs_eb_pdf_eb3.pdf 

[11] Bonson, P. E., Carvajal, T. E., & Escobar, 

R. T. (2015). Influence of trust and 

perceived value on the intention to 

purchase travel online: Integrating the 

effects of assurance on trust antecedents. 

Tourism Management, 47, 286–302. 

[12] Disraeli, B. (2011). Your marketing 

strategy setting the course for customer 

satisfaction. Retrieved August 31, 2019, 

from http://www.turnaround 

tour.com/docs/members/MK-

0060YourMarketingStrategy.pdf . 

[13] Fayol, H. (1961). General and industrial 

management. London. Pitman. 

[14] Hair, J. F., Black, W. C., Babin, B. J., & 

Anderson, R. E. (2010). Multivariate data 

analysis (7th ed.). Upper Saddle River, NJ: 

Pearson Prentice Hall. 

[15] Hipflat. (2563). Condominiums in 

Bangkok divided by district. Searched on 

20th March, 2020, from 

https://www.hipflat.co.th/market/condo-

bangkok-skik. 

[16] Kang, G. D., & James, J. (2004). Service 

quality dimensions: An examination of 

Gronroos’s service quality model. 

Managing Service Quality, 14(4), 266-277. 

[17] Kline, R. B. (2011). Principles and 

practice of structural equation modeling 

(3rd ed.). New York: The Guilford Press. 

[18] Kotler, P. (2003). Marketing management 

(11th ed.). New York. Pearson Education. 

[19] Leshnower, R. (2020). How to tell when 

it’s time to move to a new apartment. 

Retrieved May 30, 2020, from  

https://www.thespruce.com/how-to-tell-

time-to-move-155641 

[20] Michelli, A. J. (2015). Driven to delight: 

Delivering world-class customer 

experience the mercedes-benz way. New 

York: McGraw-Hill. 

[21] Miller, R. So, N., & Williamson, J. (2011). 

Drivers of firm location, firm success and 

industry success in the Auckland region. 

Ministry of Economic Development. 

[22] Terry, B. D., & Israel, G. D. (2004). Agent 

performance and customer satisfaction. 

Journal of Extension, 42(6), 1-9. 

[23] Thenmozhi, M. (2011). Management 

concepts and fundamentals. Department of 

Management Studies, Indian Institute of 

Technology Madras. 

[24] Vilares, M.J., & Coelho, P.S. (2003). The 

employee-customer satisfaction chain in 

the ECSI model. European Journal of 

Marketing, 37(11), 1703-1722. 

[25] Wang, Y., Lo, H. P., & Yang, Y. (2004). 

An integrated framework for service 

quality, customer value, satisfaction: 

Evidence from China’s telecommunication 

industry. Information Systems Frontiers, 

6(4), 325-340. 



PSYCHOLOGY AND EDUCATION (2021) 58(4): 1936-1941 

Article Received: 08th October, 2020; Article Revised: 15th February, 2021; Article Accepted: 20th March, 2021 

 

1941 
www.psychologyandeducation.net 

 

[26] Yoo, J., & Park, M. (2016). The effect of 

value co-creation of mass customization 

on consumer responses. Journal of Society 

for e-Business Studies, 18(1), 37-49. 

[27] Zadkarim, S., Emari, H., Sanatkar, S., & 

Barghlame, H. (2011). Environmental 

quality as an important dimension of 

customer satisfaction in apartment 

industry.  African Journal of Business 

Management, 5(17), 7272-7283. 

[28] Zhen, J. S., & Mansori, S. (2012). Young 

female motivations for purchase of organic 

food in Malaysia. International Journal of 

Contemporary Business Studies, 3(5), 61-

72. 


