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ABSTRACT

The objectives of this research are: (1) to examine the differences in personal
factors, including gender, age, marital status, educational level, average monthly income,
and occupation, affecting the decision to rent a residence among working-age individuals
in Chonburi Province; and (2) to study the impact of the Marketing Mix (7Ps), specifically
Product, Price, Place, Promotion, People, Process, and Physical Evidence , on the rental
decisions of the same target group.

The research methodology involved a sample of 400 working-age individuals
(aged 18-60) currently renting residences in Chonburi Province. The sample size was
determined using Cochran’s (1953) formula, and data were collected through
questionnaires using a convenience sampling method. Data analysis consisted of two parts:
(1) Descriptive Statistics, including percentage, (Mean : X), and standard deviation (S.D.) :
and (2) Inferential Statistics, including t-test, One-Way ANOVA, Pearson Correlation
Coefficient and Multiple Regression Analysis.

The results of the hypothesis testing found that (1) Personal factors that did not
affect the rental decision including gender and occupation. Conversely, age, marital status,
educational level, and average monthly income significantly influence the decision to rent
a residence among working-age individuals in Chonburi Province. (2) All Marketing Mix
factors—Product, Price, Place, Promotion, People, Process, and Physical Evidence -
showed a positive correlation with the rental decision-making process at a statistical

significance level of 0.05
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fwuszuvassesuladmsiivesmeiifidiannsanaaesiesvietnmnadrutesiueeulay
I¢awann oneulandngiinssy "auwhaugaddvia’ Tuiiuil EEC
lesunudisannges: ms:ﬁQ’L%mszjmﬁhsu,l,wﬁwﬁﬁﬂl,t,az@LLaﬁ'aqLaﬂmi Tyayaraefinlenia
Tunsdnaulainldinetu

funsdaEiun1snata (Promotion)
a¥rsmnnindefiorunsiatuayuliiiuintieTimievende Wesangigiseluli
mnuidededeyaanmsiiinnniinislavanlaensadalustuduiliiunaiuiinu nsaaiue
difounn viewiandiunandlutisusn iensedunisdndulaluszesdy

a1uyAans (People)
whumsuimsfivsssiulamsiineusuminauguaiinvidayweduiusiuaziinnandalalunis

Tvusnng
47 Y a
AIUNTLUIUNITIAUSNNS (Process)

AAAIINLIBINVBITUNBUAITUTUUTINTEUIUNITY AIwANITBUBY N3vidyeyn TUaudanis

14 14 val < [ 7
ghanlriinnusindsaglidudou
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AUENINULINADUNTIN18ATN (Physical Evidence)
= < v aa N o w
AuanuareInlazusseInia: iewiniduladeiidanaivanudiAygean (4.32)
AUTENOUNIARIliANUAAYAUNITALAENINGIANT ANNALRIAYDINUNAIUNGN UALN1TIA
annwndeuliguiegendunaaniia

1] P2 a o & .
dalduauuzion1sidgassral

- NFYYIYVDULYALAZVUINYDINGUADEIN N1TANYIATIABLUAITVEIETIUIUNGY
megalvinsaunguituiious ludwminvausnlidnuusianisisiinaiu wu Wisuweuseninaue
Wugaamnssy (Punes) fulaiuivewigInagnIfvenssy (INg1/u1etaw) iegaIy
unna1sveeladunisindula

v = ada v = a v a . .

- N5l 08UITITEUUUNANNEIY AI5ENTTITELTIAUNTIN (Qualitative Research)
SIUATY LU NTAUNUINGY (Focus Group) N38nsdun1¥allliedn (In-depth Interview) U
WuazUsenaunis Wielvilaveyaldednifgituusegalanigauet (Underlying Motives) &
wuvaaunuTsUSINaean i

- M5AILUSBUTBULNAANDSN AISANYIANULANAISTENINSLBUNALAT UL LS lad
wuvtufindundnduweus Miunisdevis iedumzuuuunistaiiunzauiign (Optimized
Streaming Format) dmuguilaalng

=~ a a = Ao ) a & A a =

- mMsAnwdnsnaveaunalulad nnsndmiavayTegluiiui EEC asinisAnw
WLRNI walulagninendesaasey (Smart Home) |, stuuainudasadonuulsduna | vsenis
FoeuLNanneTy Digital Nomad finasionsandulaviuindesiiiedlalugatagiu

- waAnssuadug gy Anwauaulavesfignivviunen wnendedudnsse
Aanaey 1Y N158YAYITATaEUALNAN (EV Charger) N133ANT5U8¢ ¥30N1508NLUUDIANS
Uszundanaanu Jadumsuanmdaiulnlunguaugulng

= P ' o . . = 1 ‘:ll i o

- 1JS8ULNeUnINY2998 (Generational Comparison) ANWIANUABINITVILANGIINY
FENINAUAYIINU Gen Y wag Gen Z M wvihnuluiiufvays Wesanusas Generation
pnaflAnfleaientu "Anududiudi’ way "Hufndiunans’ Nenatuy

a a a o o = ! ) v a |

- wWiguigugUnuunwnede Anwiaiiuuwanaisvesdadenisindulasening

"aeuladiiflesiiowdn" AU "ewn/enismglurinaly" wielvidusenaunisnneiuniandn e

(Positioning) ladALauB T
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