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Abstract

This research titled “Marketing Factors (7Ps) Influencing the Decision to Enroll in
Tutorial Institutes for Civil Service Exam Preparation among Civil Servants in Bangkok” This
research aims to investigate the marketing mix factors (7Ps) that influence the decision to
enroll in tutorial schools for civil service exam preparation among civil servants in Bangkok.
The sample population comprises 179,262 civil servants in Bangkok. The sample size was
determined using Taro Yamane’s formula, and data were collected through questionnaires
using a convenience sampling method. The statistical technique employed was multiple
regression analysis. The findings revealed that the factors related to need for power, people,
and need for achievement had a statistically significant influence on the decision to enroll
in tutorial institutions for government exam preparation among civil servants in Bangkok
at the 0.05 level.
Keywords : Marketing factors, Three Needs Theory, Intention to Choose Tutorial Schools
For Civil Service Exam Preparation
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