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ABSTRACT

Study on the Decision-Making Process for Renewing Dormitory Contracts Among Students
in Prachinburi Province The study aims to achieve one objective: 1. To examine the impact of
marketing mix factors on the decision to renew dormitory contracts among students in Prachinburi
Province. These factors include product and service aspects, pricing, location, marketing support,
personnel, service processes, and physical characteristics. The goal is to provide insights for those
interested in studying the factors influencing the renewal of dormitory contracts among
students.This research is a quantitative study using questionnaires as the primary data collection
method, with a focus on paper-based questionnaires. The population studied consists of students
from universities in Prachinburi Province, including two higher education institutions: King
Mongkut's University of Technology North Bangkok, Prachinburi Campus, and Thai Traditional
Medicine College of Apai Phubet. Data was collected through a total of 400 questionnaires. The
majority of respondents are male, aged 20-21, in their fourth year of study. Due to the age
specification in this study, the largest age group may be divided into two academic years, so it
does not represent the most numerous academic year. Additionally, most respondents are from the

Communication Arts faculty and have an income ranging from 5,000 to 10,000 baht per month.

The research findings indicate that demographic factors such as age and academic year
affect the decision to renew dormitory contracts. Regarding the marketing mix factors, aspects
including product and service, pricing, location, marketing support, personnel, service processes,
and physical characteristics all influence the decision to renew dormitory contracts among students

in Prachinburi Province.

Keywords: Dormitory, Contract Renewal
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