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ABSTRACT

This research aims to study the personal factor. Factors and
communication marketing mix factors 7P's For the business services that have
an impact on the decision to select higher education at the Faculty of architecture
and planning. Thammasat University's undergraduate students the first year 1
a quantitative research using the format of a survey research study and questionnaire is
a tool to collect information by providing a sample of respondents which in this example is a
group of undergraduate students into the first year 1 of the Faculty of architecture and
planning. Every branch of Thammasat University who are studying in the academic year
number 2559 204 people. The study found that a sample of mostly females, rather
than  males. Use the grade point average for students filed s
between 3.00 - 3.49 domiciled in the Bangkok Metropolitan area. Graduated from the
State school curriculum teaching with Thailand language. Average monthly income of

the family and a number of 50000-100000 family members studying another 1 people
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are open to press releases from both internal and external media, media that is
associated with the Faculty of architecture and planning ram lift. Thammasat University on
many levels by most online media and marketing mix factors 7P's for business services,
personnel factors is the most important factor is the institution/course, the physical
evidence of the factors factor of the service process on many levels for hypothesis
testing found that gender, hometown. Type of school graduates. The different Does
not affect the open media library. That section filed study course Average monthly
income of a family at different exposure to external media are different, and the
number of family members who are studying at
a different exposure media within different statistical significance level .05 (P-value < .05)
and also found differences of personal factors Marketing mix, 7P's for business services,
gender, type of school graduates. Different, there is no difference in
the importance of marketing mix factors. But the average grade of the students filed a
domicile. The graduate courses. Average monthly income of the family and
the number of family members who are studying different vital factors, marketing mix,
a different. The factor institution/course. Factor of a marketing campaign. Factor of the
service process. Physical evidence, Factor of the location and the personnel factor by
each variable in the personal factors a statistical significance level .05

(P-value < .05)

Key words:  factors that affect the decision to choose education, personal factors,

Media exposure, marketing mix factors 7P's for business services.
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