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Abstract

TE 1558930

The objective of this independent study is to study customers” peiceived market positions
and factors used to position the car care business in Chiang Mai municipality. The author chese to
study customers who had used services from each type of the car care business: car care in shopping
malls, car carc in gasoline stations, franchise car care and independent local brand car care.
Convenience sampling was used to get 200 samples.

It was found that there are two factors consumers perceived on car carc business positions.
The first factor was called “‘service managcmcnt” which comprised six marketing mix variables.
There were physical evidence, place, promotion, process, people and price. The second factor is
called “‘service offer ” which comprised one variable: services for sale. The convenience of location
was prominent customers perceived market positions of car care in shopping malls. In addition, the
service operating process, physical evidence and variety of services were perceived by consumers. By
not competing on price, the price of car care services in shopping malls were set at a premium level.

The car care in gasoline stations positioned themselves by price, so the prices of this car carc
business type were economic and in addition, their locations are convenient and their physical
evidence was quite good based on their gasoline brands of which customers already had awareness.
Local brand car care positioned on price and people strategies. Their service personnel were
skillful and friendly. Furthermore, the consumers access to their services were convenient because

the independent local brand car cares were mostly located in high populated areas.





