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THAT AFFECT THE BUYING DECISION OF HOME SERVICES IN BANGKOK AND
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ABSTRACT

This research is for the purpose of (1) studying the difference demographic factors
of customers in Bangkok and Metropolitan area that affect decision making about Home
Services (2) studying about factors of marketing mix in the perspective customers (7Cs)

in Bangkok and Metropolitan area that affect decision making about Home Services.

A quantitative research and population of this study is customers using home
services who live in Bangkok and Metropolitan area. Online Questionnaire is as a tool for
collecting data from 400 respondents. The descriptive statistics in this study are
frequency, percentage, average, standard deviation, and the inferential statistics comprise
of F - test (One Way ANOVA), Least Significant Difference (LSD) and multiple regression

to analyze the information at the error level of 0.05

The results showed that most customers are females between 31-40 years old,
single status, working as a officers or private employees, obtaining a bachelor's degree
or equivalent and have an average monthly income of 30,001— 45,000 Baht. Then that
demographic factors affecting consumers' decision to purchase Home Services in
Bangkok and Metropolitan area include gender, age, and education with statistical
significance at the 0.05 level. Moreover, the most marketing mix factors from customers'
perspective (7 Cs) affecting their decision to purchase Home Services in Bangkok and
Metropolitan area are Cost to Customer, followed by Customer Value and Communication
factors, respectively. These findings are statistically significant at the 0.05 level of

significance.

Keywords: Marketing mix factors (7Cs), Buying decision, Home Services
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