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The purposes of this research were to study'the customers’ opinions about decision
making of choosing after - séle services of Samutsongkhram Hopda Cars Co., Ltd., to éompare
the opinions about decision making of choosing the after - sale services of Samutsongkhram
Honda Céus Co., Ltd., :classiﬁed by demographic featurés, and to study the relation between |
marketing mix and decision making of choosing the after - sale services of Samutsongkhram
i{onda Cars Co., Ltd. The sample in this research wc;,re 250- customers who bought .the cais from
Samutsong khram Honda Cars Co.,Ltd. and took the after-sale servicés at this company. It was a
survey résearch. Questionnaires were employéd as research tools to collect data. Then the _datai
were analysed by using statistical package. The statistics in this research were percentage vmean,v
standard deviation and Chi — Square. » —

1. Forthe customers’ opinions about decision making of choosing the aﬁer —sale
services at the said company, it was found that 149 customers — 78 males and 71 femaies - took
the services regularly, and 101 customers — 48 males and 53 females - took the services
sometimes.

2. Having compared the customers’ opinions about decision making of choosing the
after — sale services at the mentioned company, it was found that different ages, occupations,
incomes and education levels affectéd decision mé.king of ' choosing the after — sale services.

However different genders did not affect decision making of choosing the after — sale services.

3. Forthe relatidnship between marketing mix and decision making of choosihg the
after — sale services at this company, it was found that 6vera11 marketing mix significantly {elated
to decision makmg Having cbnsidered each aspect, it was found that product, price, marketing
promotion, and advertisement also signiﬁcantly related to ‘de‘:cision making of choosing the

after — sale services.





