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The objective of this independent study is 1o study services marketing mix factors affecting
buying decision on car film of car owners in Mucang District ,Chiang Mai Province.

The data was collected from questionnaires distributed to 330 car owners of not exceeding
7 passenger cars and pick — up trucks in Mueang District, Chiang mai Province who have registered the
cars and the pick — up trucks up to June 30" 2545. The data were analyzed by using statistical analysis
such as frequency, percentage, average and weighted average.

The study finds that most car owners are male and belong to not exceeding 7 passenger cars
Most of the car owners use cars which are produced in Asia.

The car owners change car film which has been in use for more than 5 years because of their
deterioration. There are the equal amount of car owners who can and cannot remember the brand of their
car film. The car film which is remembered is 3M. Moreover the car owners know the brand of car film
and choose 1o usc that brand due to a suggestion from the shopkeeper. They choose to use car film
because it helps to decrease the heat in their cars. They spend 3,001 — 5,000 baht in installing of the car

film at accessory car shops which they frequent. If the car film they want isn t available, the car owners
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will choose other brands of car film which are the same as the one they want in color and g

They make their own decision when they want to buy car film.

The szrvice marketing mix factors which affect the car film buying decision of car owners are
Iisted in descending order of the weighted average level as followed: product, price, process, promotion,

place, people and physical evidence respectively. The details of the study of cach factor are:

Car owners averaged product factors according to their importance as high total aversps v

The sub — factors that were ranked as the highest average importance level and were reted 1 the
average leve] were quality of car film and solar energy reduction rate.

Car owners averaged price factors according to their importance as high total average level.
The sub — factors that were ranked as the highest average importance level and were rated in the high
average level were retail price and discount.

Car owners averaged place factors according to their importance as high total average level.
The sub — factors that were ranked as the highest average importance level and were rated i3 the high
average level were retail convenient parking and convenient trip to the store.

LSV

Car owners averaged people factors according to their importance as high total sveng:
The sub — factors that were ranked as the highest average importance level and were rated in the high
average level were the polite dressing and dealing with customers of the staff, their trainning and
knowledge on car film, their experience, their manner, their adequate number of the services.

Car owners averaged physical evidence factors according to their importance as high total
average level. The sub — factors that were ranked as the highest average importance level and were rated
in the high average level were spacious, clean store, waiting room and lavatory, drinking water and light
detective tool.

Car owners averaged process factors according to their importance as high total average level.
The sub — factors that were ranked as the highest average importance level and  were rated in the high
average level were sample car film, distinct price tag, conveneint space to view product, quick
installation, payment system and quick receipt ,and convenient working hours.

Car owners averaged promotion factors according to their importance as low total average level.
The sub — factors that was ranked as the highest average importance level and was rated in the high

average level was sales promotion.



