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Abstract

TE 156296

The purposes of this study were 1) to study consumers’ satisfaction with service quahty
provided by car rental businesses in Chiang Mai Province and 2) to study the correlation between
consumers’ opinions/expectations of the terms of car rental business marketing strategics and
consumers’ satisfaction with the services provided.

There were 400 samples used n this study which was obtained bv purposive sampling.
The sample demographic consisted of Thais and foreigners visiting Chiang Mai who could
communicatc in English and rented cars from 10 car rental businesses in Chiang Mai Province.
Period of data collected was between September — November 2003 and was aimed to 220 Thais
and 180 foreigners.  Questionnaires were returned. 289 which was 72.25%. consisting of 187
Thai or 46.75% and 102 forcigners or 25.50%.  Data were collected by questionnaires which
consisted of three parts: 1) demographic data 2) a survey of consumers’ satisfaction with the car
rental business and 3) opinions of customers toward car rental business marketing strategics.
Those data were analyzed by using SPSS for Windows. Descriptive statistics coliected consisted
of frequency and percentage. arithmetic mean and standard deviation and cocfficient of
correlation.

The findings were as follows:

) No significant difference was detected between consumers  with  different
demographics (gender, age. monthly income. occupation and purposes for vehicle rental) toward
the quality of service provided by the car rental businesses.

2) Significant correlation at level .01 was indicated between consumers’ opinions toward
car rental business marketing strategies (product, price, place and promotion) and the service

quality satisfaction.



