A A Y 1% a o 1 A A 1Y A
FALININIIAHUAINUUUDA IS ﬁi]i]il’di]uﬂiz’diJmiﬁmﬂ‘]Jimi%llNﬁ@m@’U‘ﬂﬂﬂ

[ v d a ] @
‘luiN‘Vi’J@E‘TlJ‘VIiE‘ﬁﬂﬂuﬂﬁlﬁﬂﬂﬂuﬂﬂiﬂﬁwuﬂu

a o
AUHUTDYIUA
Y A g o
ALY u’]\iﬁ“]jf,j:ﬂf]ﬁﬁl DHIVY
Saan UIMsgInauniaia
¢a vy v a ¢ a o
i’)1“01ﬁﬂﬂﬂ%ﬂH]ﬂ']sﬂuﬂ'J“!uUﬂaﬁz TONFANTATINITIVINNU ﬁ\i‘ﬁﬁ]‘ity
YA
YN

s A

Y
msfuawuudasell  Tiegdszasn

AN o

= [ 1
o anwtaveainlszaumsaaia

1 9 d a

N
Aa = [ o A ] o a J
‘U'iﬂ'liﬂlw‘lﬁﬁ@I’d‘UﬁI.ﬂﬂiuiNW']ﬂﬁiﬂ]ﬁEﬁﬂicluﬂ'lﬁla’f]ﬂf,fuEl'lliﬂ'liwuﬂuﬁuilﬁﬂﬂuﬁ Tums

= 2, < ¥ D) o Voo 1 A
ANHINTIU mmimmmnum@gaiﬂﬂmmuﬁaumn UIU 300 YA ﬂqnmﬁ)smﬂ%mlu

=2 A Y a A I @ ' 1% @ < Yo a Y a 1
NITANEIND Wy Tﬂﬂﬂmaﬂuﬁﬂmﬁﬂ@gclumwmmmimﬂi Llaﬁlﬂu@ ﬂﬁuiﬂi%’ﬂiﬂ’lﬁw
Y Y a

@ a Y 1w 1 { o 1 v
AUTUNTDIUAAIYAULID TﬂElmlﬂumumﬁﬂﬁ’mmﬂﬂ@ﬂ@]’;@&l%ﬁﬁtﬂl@ﬂﬂ%‘ﬂimiﬁuﬂwuﬂu

U U

J

a g’/ 1 1 1 < Aa 1 o a . @ a 1
AtuN 3 e urisaz 100 510 1dun gudnsmanunuatiueionil-Tanlauea quiusmsniu

Ll

o a Y] J A v @ A Ay a A o a Y Y
NUAUY  griammaian HasguUIuIMINUNUAUNINDWILNYY uazummﬂiwmayaiﬂﬂ%

aa A Y d‘ Y v d‘ é = Y o dy
anaFanssau Usznoualennud Sevaz uazaunae eagUnamsanylagail
= J 9 1 [~ =S =
HaMsANEINUN Arouuuuaeounwdiulvgidumeme o1g 31-40 1 3
anuNNaNse odeeglu oules vaynIaIns sAuMsANEseUANIeulaeAly/
. Todwwinauussmensu tagiisie ldmasas@on 10,001-20,000 v daulna) s
A % d‘ 9y Aa d A ] 9 a 4 d‘ A Yo o o
sotlaon mawai IFuSmsgudusmsnunuaiusooudmniga Ao lasuduuzihninau

Yoy Yo S ¢ ¢ A4 7o ' ¢ a W VY
Eﬂﬂ Ulﬂﬁllﬂ']ﬁcwuﬂuﬁuuﬂ’]ﬂﬁu&ﬁﬂﬂuﬂ@@umcﬁﬂﬁﬂﬂu@lﬂuﬁlﬁu Llagﬂuﬂ ‘Uiﬂ'ﬁ@giﬂaﬂ']u

A "9

PJavearwlszaumnaintsmsninanadys laalussndaaynsains lums
A Jd a ' (% a J ' o A A ' @ 9 w
@engUIUIMINUAUaNNIosua WU Taseniaunagegluszauanudiagun Usznou
Y v Y v 9 9 o o v Y o
ate  adeauynains Jateiumsainuazinaueanyuzn1ImenIn  Jatea1unssn

o ' ) o Y A o o v ' A ! =
VINUY ﬂ‘ﬂﬂﬂﬂ’]uﬂﬁgﬂjl‘lﬂ'ﬁ ﬂﬁ]ﬂﬂﬂTuwaﬁﬂm“ﬂ ﬂﬁ]‘ﬂﬂﬂ’]uﬂﬁliﬁﬂlﬁﬁuﬂ'ﬁ@aqﬂ LASAURAY



agluszauanudingihunans 1dun dededsin Taelidadegosndaounuudouninli
9 _ v A A
anudryuInigadie
o 9 a [ J A 50} 1 [ a o 9 A
Totsaundadaal Ao guamvenhomuiuaiy  Jasedusin Ao
1 A ~ v 9 v o [] A a 1 A o a Y 19
musmsinnuinza detedumstadiieg e cunsoaaaeioiuDIMs lade Jady
9 1 a A = Y A Y o A g 1 [ A
mumsaudiumMsaaia fie tmsuduasudsuuimsluaieae l Jadedunszuaiums fe
= a & a oA Y Y ' A T W a o Y A o =
imsesureruasumslgiaauldihlaneuGuriunueady Jesedmyaains de winaud
9 9 ~ o 901 ] @ a I [l =1 v Y k) o o
anuinnuanlaRenihemiunuatuiueded Jedemumsaiuazinauodnyauznig

A IAq Y (A ua = o o
NEYNIN D qﬂmmﬂ%ﬂgummmmmwuﬁufJ



Independent Study Title Service Marketing Mix Factors Affecting Consumers
in Samut Sakhon Province Towards Selecting Spray

Coating Service Centers

Author Ms.Sukritta Eithongchai

Degree Master of Business Administration

Independent Study Advisor Associate Professor Chawapon Singhajarun
ABSTRACT

The purpose of this independent study was to study the service marketing mix
factors affecting consumers in Samut Sakhon province towards selecting spray coating service
centers. The data was collected by using 300 questionnaires. The samples were consumers who
had automobiles, lived in Samut Sakhon province and made decision by themselves on selecting
3 spay coating service centers. They were divided to 100 consumers by each of center: Tuff-Kote
Dinol brand, Cadulac brand and Premium brand. The data analysis were done by using
descriptive statistics; frequency, percentage and mean.

The result of this study found that the most respondents were male, aged
between 31-40 years old, married, living in Mueang district Samut Sakhon province, having high
school degree or college degree. Most respondents were company’s employees with average
monthly income 10,001-20,000 baht and using pick-up cars. The main reason that most
respondents had used the spray coating service center were recommended from known persons,
received spray coating from car center when they bought new cars and the spray coating center
was near consumer’s residents.

Service marketing mix factors affecting consumers in Samut Sakhon province
towards selecting spray coating service centers found that the factors were rated at high level of

importance in terms of people, physical evidence, place, process, product and promotion. The



respondent rated at a moderate level of importance was price factor. The sub-factors that
respondents gave the highest importance were as following:

Product factor was the quality of spray coating. Price factor was the acceptable
price of service. Place factor was to contact easily the spray coating center. Promotion factor was
to inform for next time service. Process factor was the explanation steps of spray coating clearly
before starting. People factor was employees had knowledge and skills on spray coating. And

physical evidence factor was equipments and tools were new and modern.



