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ABSTRACT

The purpose of this research paper was to investigate the marketing strategies of
dormitory entrepreneurs : A case study in Suthep sub-district, Mueang District, Chiang Mai
Province. Questionnaires were used to collect data from 125 participants (dormitory
entrepreneurs). The total number of questionnaires obtained was 108, since 2 entrepreneurs went
out of business and 15 entrepreneurs did not cooperate. The data was analyzed using
descriptive statistics : frequency, percentage, and mean.

The results of the study indicated that the majority of dormitory business investors were
31-40 year-old females. Most of the dormitories had a single owner, who used his/her personal
savings to start the business. Most dormitories were in business from 1-4 years. The dormitories
themselves were co-ed, with 10-40 rooms. Fans were provided in each room. Rent was about
1,001-1,500 baht per month, The dormitories were over 70% full, a figure which did not vary
over time. The dormitories had good reputations as being safe and clean. Things were looked
after well, and everything was well maintained and quickly repaired when broken. The

dormitories were in good locations, not far from the business district, schools, and universities.



The objective of the marketing was to increase the number of dormitory renters. Most of
the dormitory entrepreneurs divided their customers into two groups. The first group, which
represented the majority of customers, was comprised of university students. The students were of
moderate economic status. The dormitory entrepreneurs adjusted the prices and quality of the
dormitories to accommodate these middle-income students, their target group.

The dormitory entrepreneurs gave priority to the following marketing strategies: price,
place, people, physical evident and presentation. However, the owners gave only moderate
priority to the marketing strategies of product quality, advertising and promotion, and service
process.

The entrepreneurs concluded that most of the customers who decided to move out of the
dormitories did so because they were following their friends. The biggest problem experienced by
the dormitory entreprencurs was late payment of rent. The entrepreneurs thought that price was
the deciding factor regarding success of the dormitories. When customers moved out and the
number of customers decreased, the entreprencurs tried to make adjustments such as lowering the

price of rooms and trying to make rooms cleaner and more comfortable in order to attract more

customers,



