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- ABSTRACT

The objectives of this study were as follows:

1. To study consumers” expectation towards marketing mix and perceptions of service
quality of Toyota and Honda car dealers’ service centers in Bangkok.

2. To compare the differences between the consumers’ expectation of marketing mix
between Toyota and Honda car dealers’ service centers in Bangkok.

3. To compare the differences between the consumers’ perceptions of service quality
between Toyota.and Honda car dealers’ service centers in Bangkok.

The samples of this study were 400 consumers of Toyota and Honda car dealers’ service
centers in Bangkok. The research instruments consisted of personal information questionnaires,
expectation towards marketing mix scale, and perceptions of service quality scale. The data were
analyzed by using frequency, percentage, mean, standard deviation, and t-test analysis.

The results of this research are as follows:
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1. The consumers of Toyota’s car dealer service centers had the highest expectation
towards marketing mix (X = 4.27, S.D. = .386). Once considering factors of marketing mix,

it was found that the consumers had the highest expectation towards process (X = 4.55,

S.D. = .519), product (X = 4.48, S.D. = .386), price (X = 4.39, S.D. = .619), people ( x = 4.39,

Il

S.D. = .554), é.nd place/distribution (X = 4.26, S.D. = .567). Further, the consumers had a high
expectation towards.promotion (X = 3.96, S.D. = .558) and physical evidence (Xx = 3.83,
S.D. =.608). |

2. The consumers of Honda’s car dealer service centers had the highest expectation
towards marketing mix (X = 4.32, S.D. = .373). Once considering factors of marketing mix,

it was found that the consumers had the highest expectation towards process (X = 4.66,

S.D.

i

449), product (X = 4.48, S.D. = .381), people (X = 4.48, S.D. = .478), price (X = 4.45,

S.D. = .558), and place/distribution (X = 4.26, S.D. = .559). Further, the consumers had a high
expectation towards promotion (X = 3.99, S.D. = .555) and physical evidence (X = 3.95,
S.D.=.591).

3. The consumers of Toyota’s car dealer service centers had a high perception of the
total service quality (X = 3.69, S.D. = .432). Once considering composition of service quality,
it was fouﬁd that the consumers had a high satisfactory to all compositions such as tangibles
(x= 3.?5,'S.D. = 491), assurance (X = 3.71, S.D. = .427), reliability (X = 3.67, S.D. = .733),
empathy (X = 3.67, S.D. = .508), and responsiveness ( X = 3.64, S.D. = .545).

4. The consumers of Honda’s car dealer service centers had a high perception of the
total service quality (X = 3.73, S.D. = .443). Once considering composition of service quality,
it was found that the consumers had a high satisfact;)ry to all compositions such as tangibles
(X = 3.86, S.D. = .501), responsiveness (X = 3.74, S.D. = .552), assurance (X = 3.74,
S.D. = .471), reliability (X = 3.67, S.D. = .691), and empathy (X = 3.66, S.D. = .500).

5. The consumers of Toyota and Honda’s car dealer service centers had no statistically

significant differences in expectation towards marketing mix (t = -.1503, p = .134).
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“Once considering each factor, it was found that only the customers’ expectation towards
the process of marketing mix had a statistically significant difference (t = -2.186, p =.029).

6. The consumers of Toyota and Honda’s car dealer service centers had no statistically
significant differences of perception towards service quality (t = -1.024, p = .306).
Once considering each composition, it was found that the consumers’ perception towards
the service quality only in term of tangibles had a statistically significant difference (t = -2.157,

p=.032).





