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Abstract
The objective of this research is to study the influence that physical quality, sales promotion, staff behavior

and perceived advertising have on the purchasing intentions of potential buyers of “Grand U” Condominium units.
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To analyze the descriptive information data was gathered from 270 questionnaires. The hypothesis testing was based

on multiple regression analysis. The results show that the respondents were mostly females aged between 26-30

years with a bachelor degree. Their average income was between 20,001 — 30,000 baht per month. They planned to

have 1-2 people living in the condominium. The hypothesis testing revealed, in order of importance, that the

variables with best power predictors for purchasing intentions were physical quality with a beta coefficient of 0.283,

sales promotions with a beta coefficient of 0.137, and staff behavior with a beta coefficient of 0.131 at .05 significant

level. This research can be used to help plan marketing strategies that serve the needs of potential condominium

buyers especially at the “Grand U” Condominium.

Keywords: physical quality, purchase intention, condominium
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