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ABSTRACT

This study aims to examine the marketing factors of gamification features based on the 7P
marketing mix—Product, Price, Place, Promotion, People, Process, and Physical Evidence—and
their influence on relearning behavior in digital foreign language learning. The study focuses on
residents in the Bangkok Metropolitan Area. The sample consisted of 400 consumers who had
prior experience using online platforms or applications for foreign language learning. Data were
collected through a structured questionnaire and analyzed using descriptive and inferential
statistics, including mean, standard deviation, t-test, ANOVA, Pearson’s correlation coefficient, and
multiple linear regression analysis. The findings reveal that five marketing factors significantly
influence relearning behavior in digital foreign language learning: Place, Promotion, People,

Process, and Physical Evidence, at a statistically significant level.
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