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ABSTRACT

The objective of this independent study was to study the services mix factors, affecting the
selection towards Car Care services of employees in the Northern Region Industrial Estate, Lamphun
province. The tool for data collection was questionnaire. The data was analysed in terms of frequency,
percentage, and mean.

The finding from this study showed that most of the respondents were male, between 21 — 30
years of age, married, having a bachelor’s degree, having 2 — 5 years of experience, having an employee
staff position, monthly incomes between 5,001 — 10,000 Baht, using pick up truck. They used the car wash
services in Car Care Service shops on Sunday at 8.00 — 12.00 a.m., at about once a month and paid about
200 — 400 Baht per time.

Services mix factors that influence the selection towards Car Care Services of employees were
ranked as follow. The personal factor was the respondents’ most concerned services mix factor at high

level. The sub factor were the honesty of the workers. The second most concerned services mix factor



which was ranked at high level was the service process. Its sub factor which was given the first priority
was the speed of the services. The place factor was the respondents’ third most concerned services mix
factor which was ranked at high level. Its sub factor was the convenient parking. The product factor was
the respondents’ fourth most concerned services mix factor which was ranked at high level. The
respondents emphasized on the cleaning service. The physical appearance factor was the respondents’ fifth
most concerned services mix factor which was ranked at high level. Its sub factor was the cleanliness of
place and toilet. The marketing promotion factor was the respondents’ sixth most concerned services mix
factor which was ranked at moderate level. Its sub factor was the Car Care services should give discount
occasionally. The price factor was the least concerned services mix factor which was ranked at moderate

level. Its sub factor was the price for Car Care Services.



