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7Ps Marketing Mix Factors Affecting the Decision-Making Process in Choosing
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ABSTRACT

The objectives of this research were: 1) to investigate the difference of individual factors
affecting the decision-making process for using Laundry Bar services in Buriram Province and 2)
to study the Affecting of the 7Ps Marketing Mix Factors on the decision-making process in
Choosing Laundromat Services at Laundry Bar in Buriram. The researcher determined the sample
size to be 399 respondents using Convenience Sampling. Data collection was conducted solely
through paper-based questionnaires only (offline format). The data were analyzed using statistical
methods including Frequency, Percentage, Mean, Standard Deviation, T-Test, F-Test, and

Multiple Regression Analysis.

The study found that the overall level of the 7Ps Marketing Mix factors was rated The
Highest and the decision-making process in Choosing the service was rated High. Multiple
Regression Analysis revealed that the 7Ps Marketing Mix factors accounted for 59.0 % of the
variance on the decision-making process with a Standard Error of Estimate of 0.187. Specifically,
the Place component demonstrated the highest and most significant influence on the service
usage decision. Regarding Personal Factors, differences in Sex and Occupation were found to
significantly affect the decision-making process of 0.05. However, Age, Education, Monthly

Salary, and Branch Used had no statistically significant effect on the decision of 0.05.

Keywords: Difference, The Marketing Mix factors, The decision-making, Laundry Bar, Services
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aauds Unstandardized | Standardized Collinearity
Coefficients Coefficients Statistics
B Std. beta t Sig Tolerance VIF
Error

#1nsfl (Constant) 0.622 0.187 3.329 | 0.001

MUNRANUT (x1) 0.143 0.045 | 0.154 | 3.207 | 0.001* 0.453 2.208
ANUINNN (x2) 0.081 0.044 | 0.089 | 1.856 | 0.064 0.457 2.190
AUTDINIINNT 0.191 0.029 | 0.286 | 6.704 | 0.000* 0.574 1.741
IIRUNY (x3)

ANUNIIRILETN 0.103 0.043 | 0.113 | 2.409 | 0.016* 0.478 2.091
N1INANA (x4)

ﬁ”]%i.qlﬂﬂ’]ﬂi (x5) 0.104 0.033 | 0.143 | 3.184 | 0.002* 0.517 1.935
FIURRNZIUN 0.091 0.050 | 0.088 | 1.824 | 0.069 | 0448 | 2.230
NYNINW (x6)

AWNIZLABNNT (x7) 0.130 0.053 | 0.117 | 2.447 | 0.015* 0.455 2.197

*“BpFAYNIIFDANIZAY 0.05

Durbin-Watson=1.977, R =0.768, R Square =0.590, Adjusted R Square =0.583,
Standard Error of est. =0.337, F.=80.356, Sig =0.000b
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Y=0.622 + 0.143(x1) + 0.081(x2) + 0.191(x3) + 0.103(x4) + 0.104(x5) + 0.091(x6) +
0.130(x7)
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