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The purpose of this independent study was to investigate service marketing mix factors
affecting selection of renting monthly rental resident in Krathum Baen district, Samut Sakhon
province in accordance with the Service Marketing Mix Factors Theory. In order to collect data,
questionnaires were specifically distributed to 385 renters who rented a monthly room in Krathum
Baen district, Samut Sakhon. This determination of the research samplings was done in
accordance with the standard formula of which confident level was at 95% and variation level
was at 5%. Then, all data derived were analyzed by the descriptive statistics, consisting of
frequency, percentage, and means. Hereafter were shown the studying results.

The findings indicated that most respondents were 20-29 years old single female, with
junior high school level of education, earning monthly income at less than 10,000 Baht, working
as private company wage-worker/employee, and residing in Tambon Klong Madua. They were
living in an apartment with or without spouse/children and paid for the monthly room rent at
1,001-2,000 baht, excluding water supply and electricity charges. They learned about the monthly
room rent from the suggestion of their fellows and the influencing person to make decision in
renting the room was the respondents themselves. It was found that they experienced moving out
from a room to another because they were disturbed by other renters: making loud noise, for

example. However, they had not got any problem from their current room.



In the overall view, the service marketing mix factors affecting monthly room renters
were weighed at the medium level. The factor influencing the respondents at high level was
referred to people factor. The factors influencing the respondents at medium level were referred
respectively as follows: process, price, product, place, and physical evidence and presentation
factors. The factor influencing the respondents at low level was referred to promotion factor.

The respondents paid their concern in each factor as follows. In people factor, the
concern was paid to the effective resident administrator who could keep control the renters to
comply with resident rules and regulations. In process factor, the concern was paid to the prompt
assistance: the assistance to be provided when power was off, for example. In price factor, the
concern was paid to reasonable rate of room rent comparing to the room’s condition. In product
factor, the concern was paid to the strong/enduring structure of the building. In place factor, the
concern was paid to the short distance from the resident to the workplace. In physical evidence
and presentation factor, the concern was paid to the protection of outside noises. In promotion

factor, the concern was paid to the recommendation from fellows.



