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ABSTRACT

The objective of this research was to study the 4E marketing factors that influenced
consumers' decision to use services of cleaning companies in Bangkok. The questionnaire was a
tool to collect data online from 396 customers who had experiences in using services of cleaning
company in Bangkok. The descriptive statistics: frequency, percentage, mean, standard deviation
were used to describe the data and the Inferential statistic and Stepwise multiple regression were
used for hypothesis testing. The analysis results revealed that the respondents living in a house
used the cleaning service 1-2 times per month on weekend. The charge was on an hourly basis.
For 2 - 3 hours, the average cost of service was 1,001-3,500 baht/time. The result of hypothesis
testing of the 4E's marketing strategy: Experience, Exchange, Everywhere, Evangelism showed that
they had an influence on the decision of using service of the cleaning company with statistical
significance at the .05 level. All the 4 factors together could predict the decision of consumers to
use the service of the cleaning companies in Bangkok at 55 percent and could write a prediction

equation as follows:

3\7 =.747 + .150(TE1) + .085(TE 2) + .120 (TE 3) + .458 (TE4) ; R2= 0.550

KEYWORDS: Marketing strategy, Decision making, Marketing mix
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Mean Std. Deviation TD TEL TE2. TE3 TE4
nmsanaula (TD) 4.00 0.557 1 498%*  240%*  582**  699**
nsassUsyaunisal (TEL) 4.01 0.580 498** 1 158%*  555**  46T**
N5a39ANUANAT (TE2) 4.07 0.538 240%  158* 1 230%*  186%
msindsladne (TE3) 3.93 0.754 582%%  5ES¥*  p3g%c 1 g14%x
nsuenme (TEA) 4.02 0.622 699%  AeT* 186**  614% 1

**_Correlation is significant at the 0.01 level (2-tailed).
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