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ABSTRACT

The objecting of this independent study was to study service marketing mix factors
affecting how customers used services at DaengKlonpratu Co. Ltd. Questionnaire was used in
this study to collect data. The data was analyzed using descriptive statistics, namely frequency,
percentage and mean.

The results of the study showed that the questionnaire respondents ranked the following
factors at the high level: product, price, process, personnel and place, respectively. Physical
presentation and marketing promotion were ranked at the medium level.

The first10 sub-factors the customers raked at the highest level were different brands
were offered, customers were able to find all products they needed, the products were available in
different price range, genuine parts were available, replacement parts were available, installment
service was available, the staff gave information about products, product quality,product
guarantee was offered, and staff’s ability to give information about products and services.

The 3 most important problems found were not enough car park, slow invoice writing,

and inconsistent price quoting.



