o

d‘ o v A 9y a 9 [ Y a Li’ d'
¥oI399 Pavglumsdaaulalsusmsivazaingnuedus loa Tuwanundune

A (% (% A
BN WNNIATALT

Yo-ana WnAnw WYTL NN

¢ = o a a
911387131 A3. UQNA ATSWAUAYIA
nangns UIMIFININITacng
W wa. 2568

unAnLo

aw g‘/ £ @ s A v A Y a 9 @ [
n3aveasell Udagiszasaiie 1) Wisuieumsaadulaldusnmsduazaindnaiuilade

1 1 Y a o A =\ = =< 1
mwmmﬂmqmuuﬂﬂammﬁuﬂﬂﬂ“lumﬁmmamawa J3 WNIATYALS Uae 2) AnraIlIzaung

a o

A 1 v A Y a 9 7 Y a tij I Ay A =
mmmwmwam}mm@ﬁu%%mmﬁmﬁzmwnmamuﬂﬂﬂ 15298 UM IVeFIUT U0

9 @ 1% A X

I a 1 a [ o ]
Uszrnadudus Inatunlduimsfuazandgnluwadunoilosways saniavay ¥ linsw

QU

Suiiuduey Muisvanguaied1a Taeldgas W.G. Cochran Tdngualsdissiuau 400 au Tag
A 1 (Y 1 ) aad‘ Jn Y LI 7 1 d‘ 1 d‘
AONNGUAIDE VDT UNIZIZII ADAN 15 laun Ar5peaz Aunde AnlownuAsgIL MInadou
LUV tagmInade LU

Han13390 WU 1) Tavedruyaaauanatsnuiinisaadulalduinisiuazaindnung

A4

V3 Inauanannued iied AN Nananszay .05 uag 2) aaulszauniensaaIanaInanonis

e

v A

Y a Y @ Y a ' ) A A 3 ) 1
@]ﬂﬁu1%1%USﬂ”lﬁﬁiuﬁ'zﬂ’llﬂ%’ﬂsll@\il’{jﬂiiﬂﬂ “lumwsamg“lmmumn mawmmuﬂuswmuwmw

v . o A A ¥y o A& 9 A o Y Y a v
ATUITIA agimmuummqﬂ 5998491170 MUNVANAT ATUNAANAUN AUNTZVIUNT ITUING AU
ANHULNINYNN ﬁ'mmiduﬁ‘%umsmm uazﬁ’muﬂmﬂs ANAIAY

[ a o A

Y v
mdiay msdaduly dilszauniemsaaia Hruazaingn gus Inaluwaiundunoiios tarda



Title Factors influencing consumers' decision to use self-service laundromat services

in Mueang District, Chonburi Province

Name Pachara Kwangthong

Advisor Dr.Naruemon Teerapattanakiat
Degree Master of Business Administration
Year 2025

Abstract

The objectives of this research were to 1) compare the decision-making in using self-service laundromats
based on personal demographic factors of consumers in Mueang Chonburi District, Chonburi Province,
and 2) study the marketing mix factors that influence the decision to use self-service laundromat services
among consumers. This study employed a quantitative research approach. The population consists of
consumers who use self-service laundromats in Mueang Chonburi District, Chonburi Province, with the
exact number of the population unknown. The sample size was calculated using W.G. Cochran’s formula,
resulting in a sample of 400 individuals, selected through purposive sampling. The statistics used in this

study include percentage, mean, standard deviation, t-test, and F-test.

The research results revealed that 1) consumers with different personal factors showed statistically
significant differences in their decisions to use self-service laundromat services at the .05 level, and 2) the
overall marketing mix that influenced consumers' decisions to use self-service laundromat services was at
a high level. When considered by individual aspects, price was rated the highest, followed by location,

product, service process, physical evidence, marketing promotion, and personnel, respectively.

Keywords: Decision making, Marketing mix, laundromat services, consumers in Mueang Chonburi

District, Chonburi Province



