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ABSTRACT
TE 160126

The purpose of this research was to study the services marketing mix factors af%:cting
consumer’s decision in purchasing tyres from Yang 1hong Alai Yont Co.,Ltd.

The data was collected from primary and secondary sources. Primary source was
obtained from questionnaires given to 30 organization custormers of Yang Thong Alai Yont
Co.,Ltd. (verification of customers according to customer records from Yang Thong Alai Yont
Co.,l td. on December 15" , 2003) and other 200 geaeral customers of Yang Thong Alai Yont
Co.,Ltd. The questionnaires were divided into 3 parts : (1) Personal information conceming the
customner. (2) Information concerning the services marketing mix factors affecting consumer’s
decisicn in purchasing tyres from Yang Thong Alai Yont Co.,Ltd. For each question a 5-level
rating scale of most important, very important, imnportant, less important and least important were
used. (3) Problems concerning the services marketing mix factors affecting consumer’s decision
in purchasing tyres from Yang Thong Alai Yont Co.,Ltd. The secondary source was collected
from related documents such as journal, related research and the internet.

Data analysis consisted of descriptive statistics : frequency, percentage, and means by
Likert’s Scale.

The result of the study in group of the organization customers regarding the services

marketing mix factors affecting consumer’s decision was the product, people, price, process,
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place, physical evidence and promotion, respectively. Every factor was rated at a high level. In
terms of product, the most selected factor was service quality. In terms of price, the most selected
factor was reasonable service price. In term: of place. the most selected factor was easy
accessibility. In terms of promotion, the most selected factor was discount. In terms of people, the
most selected factor was service staff ability to please the customers. In terms of physical
evidence, the most selected factor was good air ventilation aiid brightness. And in terms of
process, the most selected factor was the operating time being convenient in their service.

The result of the study in group of the general customers regarding the services
marketing mix factors affecting consumer’s decision in people, product, price, proccss, place,
phyvsical evidence and promotion, respectively. Almost every factor was rated at a high level
except in prcmotion which was rated at a medium level. In terms of product, the most selected
factor was service quality. In tenns of price, the most selected factor was reasonable service price.
In terms of place, the most selected factor was easy accessibility. In ierms of promotion, the most
selected factor was discount. In terms of people, the most selected factor was service staff were
polite and friendly. In tenas of physical evidence, the most selected factor was machines and
instruments were up-to-date. And in terms of process, the most selecied factor was rapid, modern

and quality of service.





