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Abstract

This research aims to 1) identify the levels of factors and adaptive strategies that influence
condominium purchase decisions in economic crises; 2) explore the relationships between these
factors and strategies and how they impact purchase decisions; 3) examine the influence of these
strategies on decision-making processes; and 4) propose ways to enhance these factors and
strategies to support decision-making in economic crises better. The researchers conducted the
study using a mixed-methods approach. The quantitative segment utilized surveys with 500
respondents, employing frequency distributions, percentages, means, standard deviations, and
structural equation modeling for data analysis. The qualitative research involved focus group
discussions with nine key informants.

Quantitative results revealed that the causal relationship model of factors and adaptive
strategies, such as adjusting pricing strategies or offering flexible payment plans, affecting
condominium purchase decisions is consistent with empirical data, showing a chi-square value of
185.383 at 159degrees of freedom, a probability level of 0.017, a relative chi-square of 1.166, a
goodness of fit index of 0.994, adjusted goodness of fit index of 0.952, and a root mean square
error of approximation of 0.018. Furthermore, the findings indicate that the marketing mix (7C's),
which includes elements like product, price, place, promotion, people, process, physical
evidence, consumer behavior, governmental real estate policies, and adaptive strategies,
significantly influence condominium purchase decisions during economic crises.

Qualitative results unanimously confirmed by all key informants suggest that the
marketing mix (7C's), consumer behavior, governmental measures, and adaptive strategies
critically impact these decisions. Proposed development strategies for influencing condominium
purchase decisions include focusing on location, product or project attributes, project image,
customer segmentation analysis, environmental conditions, business partnerships, project

characteristics, lifestyle integration, integrated marketing communications, and facility provisions.

Keywords: Adaptive Strategies, Decision-Making, Condominium
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