ANIANETITFINYTERUNIINITARIA (4Ps) NAKAGaAINNAILD

Wanlfiumunudaidaiuluwanaunnaniua izl muma
The Influence of the Marketing Mix (4Ps) on Consumers’ Intention to Select

Home Renovation Contractors in Bangkok and Its Metropolitan Area

U@ 9aanwsi
1A3975 IT-Smart Program A LINIITING UAINNRETINALAS Useinelng

;ﬁ'uﬁmauumam

Wanchat Julluck
6614193125@rumail.ru.ac.th
M.B.A. for IT-Smart Program, Faculty of Business Administration,
Ramkhamhaeng University, Thailand

*Corresponding author

unaage

luqﬂﬁq@m%mmaé’mﬁm%’wﬁua:ms@iaLﬁuﬁagjmﬁ'ﬂﬁmwmmﬁamd@imﬁao
laswwzluaangamwamuasuazdiumna madenlguingivmannudaiduniiuagng
mmzauﬂmﬂLﬂ%ﬂﬁ]ﬂ”ﬂﬁ%’lﬂ?yﬁmwaeﬁaqmmw%‘?maaﬁayjméTsJ mu%”ﬂﬂ%f:ﬁ’j”@qﬂizm&ﬁa
(1) AN UFIUY TZRUNIINTARNG (4Ps) laun HRaA (Product) 3101 (Price) Ta9
MIMIsAIMINY (Place) UazMIFILE3NN5AaA (Promotion) filHasanwaslatdenls
Haumnnudaidniu uas (2) AnwlSuuifsusnsaslannsmanindnadannuasle
Wanldiiumany lasiiudagaannngudiagieiiwiu 447 au luaanianwuniuaiuas
USutuma HIULUUFELINNB DM LAtk LLaﬁmﬁ:ﬁ%gjaﬁaﬂaﬁamimm mMINATTHANN
u1l5U39% (ANOVA) MINagauenf (t-test) MIRANERFUNKSLNESTW (Pearson's Correlation)
LLazﬂ’lﬁLﬂi’lzﬁ'a@ﬂaUWiﬁQm (Multiple Linear Regression)

namsIsanwui guilnaldenudaynunnesdlsznauvas 4Ps lasawiz “‘wianmuad
Gﬁmmﬂﬁmmmwua:mmmﬁaﬁamaau‘ﬁmipﬁumm ﬁwa@iamm@l‘gﬂaLé‘anwﬂ‘%migaq@
(Beta = 0.299) 384848178 TaINIINNTINT 1KUY (Beta = 0.195) LazI1A (Beta = 0.159) el
ndsEsuMIaaa ldidaynesiia (p > 0.05) uddidunumlwdinsaiiemaivg
(Awareness) uazanuanlatiiosdn namsdemeddimuin snsmedszannsmaas leun e

818 M3 1e'le uazandw Jonuuandnaaianainadangdnswnnaengumnany

o

addkpEALY (p < 0.05)



AdaTY: SINLFUNWNIANG, HIUMINUAaLANLT

Abstract

In the context of the growing housing renovation industry in Bangkok and its
Metropolitan Area, choosing a reliable home renovation contractor has become increasingly
vital to homeowners. This study aims to (1) examine the influence of marketing mix factors
(4Ps), including product, price, place, and promotion, on consumers' intention to engage home
renovation contractors, and (2) compare demographic factors affecting such intentions. A
sample of 447 respondents residing in Bangkok and surrounding provinces was surveyed using
an online questionnaire. The data were analyzed using descriptive statistics, ANOVA, t-tests,
Pearson’s correlation, and multiple linear regression.

The findings reveal that all elements of the marketing mix were perceived as important
by consumers. Among them, product—referring to service quality and contractor reliability—had
the strongest influence (Beta = 0.299), followed by place (Beta = 0.195) and price (Beta =
0.159). Promotion did not have a statistically significant influence (p > 0.05), but still contributed
to brand awareness and initial engagement. Demographic factors, including gender, age,
education, income, and occupation, were found to significantly affect consumer behavior (p <
0.05).
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