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Factors Affecting Decisions for Room Rental at Sittikaum Mansion
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Abstract

The objectives of this research are (1) to study personal factors of tenants at Sittikaum Mansion,
(2) to study factors affecting decision of room rental at Sittikaum Mansion, and (3) to study marketing mix
affecting room rental at Sittikaum Mansion. Quantitative research and purposive sampling of 31 rooms (44
tenants) was used as a tool for data collection. The data was analyzed by descriptive method and
technical data of 5W1H.

The results showed that most tenants were female, aged between 16-19 years old, college
students, with an average income between 4,500-7,000 baths per month. The main reasons of personal
interest in renting the room were resendable price with a good private residence also equipped with
internet and parking facilities. Secondly, the place was located near schools or universities. Tenants used
different channels through internet to compare the price with another three places before making the
decision. Therefore, the marketing mix of price, place, people, promotion and presentation was the main

influence the decision of room rental at Sittikaum Mansion.
Keywords: Decision of room rental, Marketing mix, room rental, 5SW1H.
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