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The purposes of this research were 1) To study the levels of decision making in
choosing the cleaning services by the clients of the high buildings in business areas, Sathorn and
Bangrak. 2) To compare the levels of decision making in choosing the cleaning services,
classified by the individual factors and the organization factors. 3) To study the relationship
between the organization factors and the decision making in choosing the cleaning services.

The sample for the study was comprised of 200 personnels who were the executives
of the buildings and the clients who participated in making decision in choosing the cleaning
services of the high buildings in business areas, Sathorn and Bangrak by using Taro Yamane’s
formula, Stratified Random Sampling, and using Sample Random Sampling. The data for the
study were gathered in form of questionnaires which were divided into 4 parts : Part 1-
Individual factors, Part 2- Organization factors, Part 3- The Decision Making in Choosing the
Cleaning Services, and Part 4- Open-ended Questions. In analyzing the data, the percentage,
mean, standard deviation, T-test were used to test the differences between the mean of the two
groups. F-test (one-way ANOVA) was also used to test the differences of the sample in case of
more then two groups. The differences in pairs were tested by Schaffe” and Chi-Square while the
correlation was tested by Contingency Coefficient.

It was found that;

1. Clients decision making in choosing the cleaning services in overview were high
level, decision making section, knowledge of result on problems section, and assessment
choosing section were high level, and searching information section was medium level
respectively.

2. Statistically significant difference at .05 level of clients decision making between
educational group and salary group. Nonstatistically significant difference of clients decision
making between gender group, age group, position ranking group, and working experiences
group.

3. Statistically significant difference at .05 level of clients decision making between
owner buildings group. Nonstatistically significant difference of clients decision making between
kind of business buildings group.

4. Statistically significant difference at .05 level about organization factors had
relationship with clients decision making in most of section, except the registering buildings

section.





