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ABSTRACT

The objective of this independent study was to study service marketing mix factors 

affecting the decision of car users in selecting car inspection center in Mueang Ratchaburi 

District. In this study the data was collected from 315 car users using a questionnaire. The data 

was analyzed by using descriptive statistics: frequency, percentage, mean, and standard deviation. 

The results of the study showed that most questionnaire respondents were male, between

31-40 years old, having their own business, with Bachelor’s degree.  Their income was between 

10,000-20,000 baht.  Their cars were 7-10 years old.  They brought in their 7-seater (sedan) for 

inspection.  Most of the cars belonged to the people who brought them in for inspection and they 

were Japanese cars. 

All factors affected the selection of car inspection center at the high level, and were 

ranked in the following order from the most influential to the least: physical appearance 

construction and presentation, service staff, product, service process, price, place, and marketing 

promotion.  The personnel factors that significantly affected mix marketing factors at 95%  were 

gender, income, car type, and country of manufacturing.


