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ABSTRACT

Independent Study title . Marketing Mix Factors Based on the 4Es Affecting Consumer
Decisions to Adopt English Tutoring Services: A Case Study of
Queen’s English, Mueang District, Buriram Province
Researcher :  Nathamon Buddhithammaporn

Degree . Master of Business Administration (M.B.A.)
Ramkhamhaeng University

Thesis Advisor . Assistant Professor Poramet Boonnumsirikij, Ph.D.

The research entitled “Marketing Mix Factors Based on the 4Es Affecting Consumer
Decisions to Adopt English Tutoring Services: A Case Study of Queen’s English, Mueang District,
Buriram Province” was undertaken with two objectives: 1) to study differences in personal factors
and 2) to investigate 4Es marketing mix factors affecting the decision to use services at Queen’s
English Institute, Buriram. This quantitative study utilized questionnaires to collect data from 385
service users. Statistical analyses included frequency, percentage, mean, S.D., One-way ANOVA,
and Multiple Regression Analysis at a 0.05 significance level.

The results revealed that 1) Differences in gender, age, occupation, and parents' monthly
income significantly affected the decision-making process. 2) The 4Es marketing mix factors
overall influenced decisions at a high level, collectively predicting 84.5% of the variance (R? =
0.845). The most influential factor was Evangelism, followed by Experience and Everyplace,
respectively. However, the Exchange factor had no significant impact on the decision-making
process.

Recommendations The institute should prioritize building community networks to stimulate
word-of-mouth (Evangelism) and enhance accessibility through online platforms (Everyplace).
Future research should employ qualitative methods, such as in-depth interviews, to explore the
drivers behind Evangelism and conduct comparative studies with franchise institutes to improve
strategic competitiveness and maintain long-term market leadership in the local education

industry.

Keywords: 4Es Marketing Mix, Decision-making, English Tutorial Institute
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