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Abstract
TE141499

The objective of this independent study is to study the marketing mix factors which
influence the spare parts purchasing decision of garage cenueprencurs in Mucang  District.
Chiang Mai Province.

The data was collected from questionaires completed by 90 garage entreprencurs from 90
shops in Mucang District which had been registered with Chiang Mai Provincial Industry office
by February 20, 2002. The data were analyzed by using statistical analysis of frequency.
percentages and mean. The results of the data were as tollows:

It is found from the study that the marketing mix factors which influences the
entreprencurs at the high level are product, price and distribution. while the factor which
influences the entrepreneurs at the medium level is promotion. The details of the findings arc as
follows.

The product factor which influences the purchasing decision of the entrepreneurs at the
highest level is the efficiency of the statf who can respond to the needs of the customers
immediately. The next factors in rank are the quality of the product and trustful staff.

The price factor which influences the entreprencurs at the highest level s price
information quoting. The next factors in rank are instatlment plan period and lower price (in case
of the same product)

The distribution factor which influences the entreprencurs at the highest level 1s product
availability. The next factors in rank are phone purchasing and quick dehivery.

The promotion factor which mfluences the entreprencurs at the highest level s
rccommendation from other garage entreprencurs.  The next factors in rank are promotions

(discount and give away) and end-of ~the -year gift.



