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ABSTRACT

This independent study aimed to explore services marketing mix affecting consumers
towards buying used pick-up vehicles in Mueang Lamphun district. The data were compiled from
400 questionnaires distributed to customers who visited used vehicle dealerships. The given data
were then analyzed by using descriptive statistics consisted of a frequency, a percentage, and a
mean. The research results were summarized as follows.

Based on the findings, the majority of the respondents were married, male business owners
aged between 31 and 40. Their highest level of education was a high school diploma or a vocational
certificate. Their average net monthly income ranged between 30,001 and 40,000 baht. They already
owned 2 cars and were interested in buying used pick-up vehicles which came with an installation
of 2,500 cc. engine and an extended cab (an additional cabin space). Their most preferred brand was
Toyota with a color of choice, silver bronze, prized between 200,001-400,000 baht.
Recommendations from their relatives and friends played an important role as a main source of
information regarding used car dealerships. A joint decision-making process was also an important
factor for them in buying the vehicles. In other words, their spouses had a strong influence on their
purchase decisions on the vehicles. Most respondents were concerned with the quality of used pick-

up vehicles as their reason to make a purchase.



As a result of the study, the services marketing mix affecting consumers towards buying
used pick-up vehicles in Mueang Lamphun district at a high level were Product, Prize, Promotion,
and People respectively. The services marketing mix factors affecting consumers at a medium level
were Place, Process, and Physical Evidence respectively.

The sub factors for services marketing mix affecting consumers towards buying used pick-
up vehicles in Mueang Lamphun District with the highest average were as followed:

For Product, the highest average was for the quality of used pick-up vehicles.

For Price, the highest average was for the reasonable prices matching the quality of used
pick-up vehicles.

For Promotion, the highest average was for the customer privileges in terms of lower
interest rates on auto financing, free vehicle registration and title transfers, free car decoration
accessories, and free auto insurance.

For People, the highest average was for the clear communication used between salespeople
and consumers.

For Place, the highest average was for the display of the vehicles in categories such as
brands, models, years and colors.

For Process, the highest average was the thoroughness of the services to customers such as
customer record keeping and vehicle deliveries.

For Physical Evidence, the highest average was for the reputation of the dealerships.



