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Abstract
This study aimed to: 1) examine the level of the digital-era marketing mix (4E’s) associated
with football field rental services in Chon Buri Province; 2) examine the level of consumers’

decisions to use football field rental services; and 3) investigate the influence of the digital-era
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marketing mix (4E’s) on consumers’ decisions to use football field rental services. A quantitative
research approach was employed with 400 targeted participants was determined using non-
probability sampling, of whom 306 provided complete responses. Data were collected using a
questionnaire with an Item-Objective Congruence (I0C) index ranging from 0.67 - 1.00 and an
overall reliability coefficient value of 0.98 and analyzed using descriptive statistics included
frequency, mean, percentage, and standard deviation and multiple regression analysis. The results
showed that: 1) the overall digital-era marketing mix was at a high level (X = 4.66, S.D. = .413);
2) consumers’ overall decisions to use football field rental services were at a high level (X = 4.59,
S.D. = .446); and 3) the digital-era marketing mix had a significant positive influence on service-
use decisions. Experience (B = 0.275), Everywhere (B = 0.374), and Evangelism (B = 0.245)
had significant influences at the .01 level, while Exchange (B = 0.087) had a significant influence
at the .05 level. The four dimensions jointly explained 74.2% of the variance in consumers’
service-use decisions. The findings provide guidance for developing marketing and management
strategies for football field rental businesses in response to consumer behavior in the digital era.
Keywords: Digital-Era Marketing Mix, 4E’s, Service-Use Decision, Football Field Rental Services,
Digital Marketing
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EPfull  EXfull  EWfull  EDfull  AWfull  APfull  ASfull  ACfull  ADfull

EPfull 1

EXfull 723" 1

EWfull 693" 550" 1

EDfull 727" 594" 665 1

AWfull 718" 576 756 733" 1

APfull 617 557 666 650" 806 1

ASfull 7100 535 682" 6117 744" 653" 1

ACfull 7107 557" 628" 634" 694" 610" 750" 1

ADfull 5777 529 562" 545" 6117 585" 653" 646" 1

v o w

NAI19N 3 WU FwUsENNaLAN 9 Andsianuduiusiuluianisuinegraivedifund

3
atfanseeu .01 lnellAduuszAnSanduiugeysening 0.529-0.806 Afuusnilanuduiusgegn e
AUN13A9RALY (APFUL) AuAuNITSUS (AWFULD) 31A1 r = 0.806 vausiigfwUsniinnuduiusaign Ao

[ ]

AUNITRELNS (ADFull) AumuANANAY (EXFull) df7 1 = 0.529
M19199 4 HaN1TIATIEBVENaTeaTudIuUsEaNININTaAlULARITIA (4E’s) dewasians

v A L3
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Y. o a ¢ t Sig
msanaulaldusnisauiy
wﬂuaaiﬁnh B SEy, Beta (B) Tolerance VIF
Al (Constant) 0.392  0.149 2.632 .009**
suUszaun1sal (EPfull) 0.264 0.051 0.275 5.159 .000** 303 3.301
AUALANAT (EXFUll) 0.084  0.041 0.087 2.023 .044* 465 2.149
aunsintaguilan EWFUl) 0326 0.037 0.374 8.698  .000** 463 2.159
FuNSHELns (EViull) 0.228  0.042 0.245 5.397 .000%* 416 2.406

R = 0.861, R*= 0.742, Adjusted R*= 0.738, F = 215.969
*ffudndyn1eadffiseiu 0.05 “fjpdrAgnsadanazau 0.01
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Wiy 0.861 wazArdulszAvdnisiivun (R2) Wiy 0.742 uanddn drulszaunanisnainlugafdsa
i3 4 FruannsosiufusiuieanuuUsunuresmsdadulaliuinigldfenar 74.2 ansnideuaunis
anneenvaulusUazuuuAuldfed

5/\ =0.392 + O.326E\/\/fuu + O.264Epfuu + 0-228Evfull + O~084ExfulL
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1. HaMIANYITEAUAIUUTEAUNNITNAINATIA (4E’S)

naMFITenuin dndstauvnanisaainddvia (4€%s) lnesaweglusefuaniian daads 4.66
wazdudonuunsgu 413 WeRtansandusiediu wuir fudszaunisal (Experience) fidniade
gagn (X = 4.73, S.D. = .463) 5098917 bAun G1UNTITHEUNS (Evangelism) (X = 4.64, S.D. = .479)
AUALANAT (Exchange) (X = 4.62, S.D. = .462) Wagaunsiinfisguilaa (Everywhere) (X = 4.62,
S.D. = .512) muanu

HaRInaEsaedunelame LuARdILUSEENNIINIAaIARIYIA 4E’s UBs Fetherstonhaugh,
B. 4 Lauan15iUA pus uLa91INALYTEANNIINIAAIALUUA LAY 4Ps Tugnrsliaudd eyt
Experience, Exchange, Everywhere uag Evangelism Ingitfususosvesguilaauazaaaiiguslaa
Wﬁ’umﬂmmﬁ’uﬁuﬁﬁuqsﬁﬁmmfu (Fetherstonhaugh, B., 2009) NANNSANYIASTIT SadEiauin
Aiuinsaunamavealiidlvianuddgyiuesduszneunemsnaiafifendosiulszaumsaiuazsnaan
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