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Abstract

This research aims to 1) examine the level of the marketing mix (4P’s) factors of cull Idea Studio Co., Ltd.
2) to study the level of customers’ decision - makingin using the services of cull Idea Studio Co., Ltd. 3) to investigate
the marketing mix (4P’s) factorsinfluencing customers’ decision-making in selecting construction services of cull Idea
Studio Co.,Ltd.And 4) to analyze which marketing mix (4P’s) factorsinfluence each stage of the customers’ decision-
making process in choosing the services of cull Idea Studio Co., Ltd. The sample includes 138 customers who used
the company’s services during 2023 - 2024. Data were analyzed using frequency, percentage, mean, standard
deviation,and multiple regression. The results show that customers rated the overall marketing mix factorsat a high

level, with marketing promotion being the most important. Their decision-making was also at a high level, with post-
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service behavior receiving the most emphasis. Marketing promotion and price were found to have a statistically
significant influence on customer decisions at the .05 level.

The findings revealed that customers placed the highest importance on marketing promotion, followed by
product, place (distribution channels), and price, respectively. Overall, the customer decision-making behavior was
rated at a high level, particularly in the area of post - purchase behavior, which highlights the importance of after-
sales service and long-term customer satisfaction. Furthermore, the results of multiple regression analysis indicated
that marketing promotion and price significantly influenced service selection decisions at the .05 level of statistical
significance. These findings can be applied to the formulation of effective marketing strategies, particularly in
enhancing promotional campaigns, marketing communications, and competitive pricing. Such strategies aim to
improve the company’s market competitivenessand foster customer loyalty in the long term. Moreover, the results
serve as a practical guideline for other construction businesses in designing customer - centric strategies that

effectively meet market demands.
Keywords: 4P’s Marketing Mix, Decision to Use Services, Construction Business
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