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ABSTRACT

The purposes of this study were 1) to study factors affecting customers’
decision-making for services at the Special Warfare Center Cooperative Inc., in
Lop Buri; 2) to compare the factors aﬂecting that decision-making. Participating
customers were categorized by gender, age, military rank, educational qualifications,
marriage status, duration of membership and monthly income. |
' The sample comprised 376 members of the cooperative and others. The
instrument was a questionnaire designed by the researcher, and five experté e_xami'ned
its validity and reliability. The reliability was 0.90. The data were anélyzed by
percentage, mean, standard deviation, t-test, one-way ANOVA, and Fisher's Leaét
Signifi c.ant Difference (LSD).

The results were as follows: )

1. factors affecting customers’ decision-making were divided mto six aspects
and ranked overall at a moderate level. When the researcher considered specific
factors, arranged from the highest to the lowest by mean, these were:
1) approachability; 2) responsiveness; 3) persuadability; 4) credibility; 5) staft service
abiilty and 6) communication. - '

2. in compar;ng factors, when focusmg on difference in military rank
significance was at the 0.001 level. In addition, there was a high level of signifi icance -
at a level of 0.01 - when age and mohth!y income were highlighted. Also, considering
duration of membership of the cooperative, there was significant difference at the 0.05
level. However, there was no significant difference when considering customers’ gender,

educational qualifications or marriage status.





