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FACTORS AFFECTING DECISION TO USE COIN WASHING MACHINES AND

DRYERS OF SERVICE IN BANGKOK
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Abstract
The objective of this research was to analyze the exploratory components of factors affecting the
decision to use coin washing machines and dryers. Personal factors marketing mix factors and brand value
factors affecting decision making of coin-operated washing machines and dryers in Bangkok. The

research uses questionnaires from a sample of 400 people. The results showed that the population living in
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Bangkok with gender, age, educational level career, and income different It was decided to use a coin-
operated washing machine and dryer. that is no different as for the product marketing mix factors
distribution channel and marketing promotion in the same direction influenced the decision to use coin
washing machines and dryers. The price aspect had opposite influences on the decision to use coin
washing machines and dryers and the factor. brand value Quality perception and brand loyalty also
influenced the decision to use coin laundry and dryer services.

Keyword: Exploratory Factors Analysis, Washing machines and dryers, Marketing mix, Brand value, Bangkok

province
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