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Abstract

The objectives of this research were 1) to study the behavior of Thai people in
choosing Serviced Apartment with Daily rental service in Bangkok province 2) to study
marketing mix factors influencing the choosing of Daily rental service 3) to compare
components of marketing mix factor influencing the choosing of Daily rental service
according to personal factor 4) to study the relationship between behavior in choosing Daily
rental service of Thai people and marketing mix factor influencing the choosing. The data
were collected through questionnaires filled in by 400 Thai people finding apartment daily
rental service in Bangkok. The statistics used in data analysis were those of frequency,
percentage, average, standard deviation, t-test, F-test, Chi-square test and testing of pairing
difference by Scheffe’ method.

The results showed that most of the test subjects were female, 20-30 years old,
single, holding bachelor degree, employed, domicile in the middle part of Thailand, family
monthly incomes within 10,000 baht and monthly expense less than 10,000 baht. Most spent
2 nights per visit under the influence of friends and relatives in choosing serviced apartment
with daily rental service, walk in with no reservation, choosing at the rate of 500-999 baht per
night. Marketing mix factors influencing the choosing in general showed intermediate
important level, but once each aspects was considered separately those at high level were
marketing channel, physical features, personnel, process, and product respectively while
those at intermediate level were pricing efficiency and quality of marketing promotion. The

comparison among marketing mix factor influencing the choosing of Daily rental service



according to personal factor showed that age, educational level, occupation, average
monthly income, and average monthly expense were different from each other significantly
at 0.05 level while relationship between choosing behavior and marketing mix factor showed
that duration of stay, those influencing decision making, method of making reservation, room

of rate were all related to marketing mix factor significantly at 0.05 level.



