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Abstract -

This study aimed to investigate the services marketing mixed factors which affected
consumers in choosing car care shops in Mueng District, Samut Sakhon Province. The samples
were 100 owners of automobiles registered in Samut Sakhon, which were 72 of under seven —
seats car owners and 28 of over seven—seats car owners. The data were collected by structured
questionnaires, The collected data was analyzed by using descriptive statistics including
frequency, percentage and mean.

The results that revealed most respondents were male, aged between 20~-30 years old,
married status and held high school education. Most respondents were private employees and
with revenue between 10,001 — 20,000 baht per month.

Regarding the service marketing mixed, the total mean of every factor was at high
level. Considering factor by factor, it was found that the most important product factor was using
good and brand materials and equipments. The most important pricing factor was the infonnix'lg
of price changing to customers and the reasonable prices. The most important place factor was the
convenient and the closeness to the community of the location. The most important promotion

factor was the complete and up-to-date information. The most important people factor was the



speed and correct service, The most iinportant physical factor was the car asset security. Lastly,
the most impartant process factor was the efficient of service queue.

Regarding the service marketing mixed problems, the total mean of every factor was
at medium level. Considering factor by factor, it was found that the highest product factor
problem was the lack of development of the service. The highest price factor problem was the
unreasonable price. The highest place factor problem was the inconvenience and dirtiness of the
service place. The highest promotion factor problem was the lack of service imformation. The
highest people factor problem was the cumbersome work. The highest physical factor problem
was the lack of caution manner. Finally, the highest process factor problein was the service delay.

Suggestion for car care shop, the owner should pay atteation to services marketing
mixed at high level of importance. The mentioned factors were the location should be close to
community, there should be queing system, the service place should be neat and clean, there
should be security system for cars and proporty in car, the employees should be well trained to be
provide fast and accurate service and there should be enough parking space for customers,

respectively.



