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Abstract

This research aims to study (1) factors affecting the decision to use accounting firm
among entrepreneurs in Wang Thonglang District, Bangkok. This study employs a quantitative
research approach. The sample consists of 386 entrepreneurs in Wang Thonglang District,
selected through convenience sampling. Data was collected using an online questionnaire.

The statistical methods used for analysis include frequency, percentage, mean, standard
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deviation, and multiple regression analysis. The study found that the marketing mix factors,
including personnel, service processes, and product, respectively, significantly influence the
decision to use accounting services among entrepreneurs in Wang Thonglang District,
Bangkok, at a statistical significance level of 0.05.

Keywords : Service Marketing Mix, Decision Making, Accounting Firm
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