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The objective of this research is to study marketing mix factors affecting the
choosing decision in nursing home for elederly persons in Bangkok Metroplitan
region. This is the quantitative researchand conducted by the survey research. The
research instrument is a questionnaire. Descriptive statistics, percentage, mean,
standard deviation and Inferential statistics are used to hypothesis test. Pearson
Product Moment Correlation Coefficient and analysis of the relationship of the
independent variables are also applied. 400 questionaires are collected. The results
are most of each respondent is responsible for one elder and knows the nursing
home from the advertising. The most wanted services besides medical physicians
and registered nurses are recreation activities, exercises, and religion
activities.Marketing mix analysis and the process of the choosing decision affecting
the choosing decision in the nursing home is overall found very important.  The
hypothesis testing result is discovered the analysis of the relation between marketing
mix is associatedthe choosing decision in nursing home for the elderly persons with
the significant of0.00 which is less than 0.05. The relation is in the same direction, high
level, with the level of the choosing decision in nursing home for the elderly.
Correlation Coefficient(r) is 0.51. However, the analysis of the relation between the
decision process is associatedwith the level of the choosing decision in nursing home
with the significant of0.00 which is less than 0.05. The relationship is likewise in the

same direction, high level. Correlation Coefficient(r) is 0.57.



