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Abstract

The objective of this research is 1) to study the process of selecting a home construction company
by the public in the Bangkok metropolitan area and its vicinity, and 2) to investigate the influence of the

service marketing mix factors on the selection of a home construction company in the Bangkok metropolitan
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area and its vicinity. The sample group for this research consists of individuals who are planning to build a
house or those with experience in using home construction services, totaling 400 participants. The data
analysis was conducted using descriptive statistics, including frequency, percentage, mean, and standard
deviation. 2) The marketing mix factors significantly affect the choice of home construction services at a

statistical significance level of 0.05
Keywords: Marketing mix
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