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ABSTRACT

This independent study aimed to investigate marketing mix factors affecting
customer decision towards selecting car care services in Mueang Chiang Mai district. The data
was collected by the questionnaire distributed to 200 customers who took car care services in
Mueang Chiang Mai district. Then, the collected data were analyzed by descriptive statistics
including frequencies, percentages, and means.

Based upon the findings, it found that most respondents were single male in the
ages between 20 — 30 years with Bachelor’s degree. They worked as an officer in private
company and the average monthly income was ranked between 5,001 — 20,000 baht. Type of car
that they processed was mostly found in a sedan type.

According to the study on car care services selection, the results suggested that
most respondent took external washing service and the place where they mostly took services
from was general car care service center. The frequency in taking services at the car care center
was mentioned to once a month on Saturday — Sunday at 12.01 — 16.00 hrs. The amount to be
spent averagely in each time for car care services was about 200-400 baht and the payment for
car care services was mostly done in cash. They learnt about the car care service center where

they took services from the recommendation of friends. The reason in selecting the car care



service center where they took the services was mentioned to its convenience for transportation
and the preferred promotion was the discount coupon.

Regarding the findings of study on service marketing mix factors, the respondents
rated high importance for all factors affecting customer decision towards selecting car care
services as follows; people, product/service, process, physical evidence, place, price, and
promotion, in orderly.

In terms of products/services, the first three sub-factors which the respondents paid
highest importance on were service quality, hygiene concern, and the damage assurance for each
car, in orderly.

In terms of price, the first three sub-factors which the respondents paid highest
importance on were the fixed price, the clear sign indicating service fee, and the notify of the new
rate of service fee to customers if there was any rate change, in orderly.

In terms of place, the first three sub-factors which the respondents paid highest
importance on were the convenient location for transportation, the large area to support the
amounts of cars waiting to be washed including the large washing area, and the large area for
parking the washed cars, in orderly.

In terms of promotion, the first three sub-factors which the respondents paid highest
importance on were the promotion campaign (discount, premium redeem, distribution, and extra
free premium), the membership registration in order to get privileges, and the score rewards as
gained in according to the frequency in taking car care services, in orderly.

In terms of people, the first three sub-factors which the respondents paid highest
importance on were the enthusiasm of washing staff while they were providing services, the
reliability and the honesty of staff, and the knowledge and skill in providing services of staff, in
orderly.

In terms of physical evidence, the first three sub-factors which the respondents paid
highest importance on were the cleanliness of the center as well as its toilets which was rated
equally with the high technology of its equipments, the safety of property when the car was
cleaned, and the shady decoration found in both interior and exterior areas, in orderly.

In terms of process, the first three sub-factors which the respondents paid highest
importance on were the rapid services, the convenience in taking services, and the final check

done before delivering cars to customers.



