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Abstract

The objectives of this research were 1) to study the 7P marketing mix factors affecting the purchase intention
for self-service laundry franchise rights among potential investors, 2) to investigate the influence of the 7P marketing
mix factors on the purchase intention for self-service laundry franchises, and 3) to propose strategic recommendations
for franchisors to develop the 7P marketing mix.The sample consisted of 400 individuals interested in franchise
investment residing in Bangkok, the perimeter area, and other provinces. A questionnaire was used as the data
collection instrument. The statistics used for analysis included frequency distribution, percentage, mean, and standard
deviation. Hypothesis testing employed the t-test, One-Way Analysis of Variance (ANOVA) (followed by the LSD
method for pairwise comparisons if differences were found), and Multiple Regression Analysis.

The research findings revealed that the majority of the sample were male (52.25%), aged between 31-40 years
(41.00%), held a Bachelor's degree (64.25%), worked as private company employees (45.00%), and had a monthly
income in the range of 30,001-50,000 Baht (40.00%). A significant percentage had no prior experience in franchise
investment (85.25%) and resided in the perimeter area (31.00%).

The study found that investors rated the 7P marketing mix factors as being at the highest level of importance
overall, with the most important factor being People (X = 4.69) Furthermore, the Stepwise Multiple Regression
Analysis (R%= 0.280 and Sig = 0.000) indicated that the factors significantly influencing the purchase intention of the
self-service laundry franchise at the 0.05 level were Place (B =0.261, Sig. = 0.046) and Process (B =0.282, Sig. =
0.031).Regarding personal factors, Age, Education Level, Occupation, Income, and Franchise Investment Experience

showed significant differences in terms of purchase intention.

Keywords: Self-Service Laundry Franchise; 7P Marketing Mix; Purchase Intention; Theory of Planned

Behavior.
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