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ABSTRACT

The objective of this independent study was to study service marketing mix factors
affecting credit facilitator selection for car buying in Amphoe Mueang Ratchaburi. The data was
collected by questionnaire distributed to 225 customers with random sampling. The data was then
statistically analyzed using. frequency, percentage and mean,

The results of the study showed that most questionnaire respondents were male, 31-40
years old, status single, entrepreneurs, vocational degree and salary of 20,001-30,000 baht. Most
respondents used the credit facilitator 1-2 times and the most used company was Toyota Leasing
(Thailand) Co. Ltd. The most influential person for their decision was themselves. The most

" influential media affecting the decision was television. The most channel of payment was via
bank counter.

The factors affecting the credit facilitator selection for car buying of respondents were in
the following order from the most im{mrtant to the least: process, personnel, price, product, place,
physical construction gnd presentation, and marketing promotion. The highest sub-factors were
the convenient approval and correct process and standard, the sufficient personnel, interest rate,
transfered car registration as soon as finish by installments, payment through banks énd counter
services, organization established secureness and discount on interest when closing an account

before time, respectively.





