v
[ 1

d' A % % a a d‘d 1
FOLIDINIAUANUVVOAIS Tededrulseaunisnaiausnisninane

Y a o A = ] d!y L4
AU TnaluduneoudesInulunssoginial

U
[

14

nua Tugsnoua
Y A a a an
RN Wl Jaaiassw
Syan VINIIFINIWMIL DN

o’d‘ 1% 1% a J o v A

owsgnfSnmmsauauuudase JOINANTINGG AT, WS aualsza

>4

UNAAEID

[

Y} ) A 2 a s A = o 1 A A
MsAuAUUdassildaglszasd mednyateaiulszaumnainuinisn
=\ 1 Y a o A = 1 Ay J o 4 A =
uranoRus Inaludunoweuredlvulumsdeginsainualuesosud  waziefny)
= [} 1 a d‘d 1 Y Aa ) A = ]
nFeuneuilateaiulscaunamsaainusmsnunanodus Inaludunomeusaalvuly
¥ o P ' sd P ' <
mMivogUnsainuy TuesnsuATE nINTDEUALITIUYARD LAZTDOUADTINNAIULYAAD 1N
v 9 1w ) 9 s ]
Poya laglFuuDapUNININNGUAIBEINTIUIY 300 318 NDIVOITDIUANNDIYNIT 1F1U
1 a ~ Y a a g’z [ L o A = ] '
Ty 5 31 uazmelsusmsaaasszuusuy Tuesooua lusunaousealvy Tasuiians

ST 1 o

< e
mmmuﬁammmm%’wmmﬂum JTIUYAAAINUIU 177 318 uam%’wmmﬂummmﬂ

Q

dyuyanasiuin 123 519 Tanhdeyaunlszudana Tagldadamanssau (Descriptive
Statistics) U5¢nOUAIY AND (Frequency) 308@z (Percentage) ALY (Mean) Lazns ¥
adanfseumeun (t-test)

1 1 U 13
WﬁﬂWﬁﬁﬂ‘]&l'lW‘U'ﬂ ﬂ']ﬂﬂ']'iﬁﬂﬂ']“l/‘lﬂ'ﬂé}ﬁﬂﬂllﬂUﬁ@ﬂﬂ?ﬂﬁ?uiﬂiylﬂulWﬁ%’]ﬂ X

@

= (% = = ~ =) o a 9

'E'ﬂq 31-40 °]J igﬂ‘ﬂﬂ'ﬁﬁﬂ‘kﬂq\i’({.fﬂ ﬂimumuma ﬂizﬂ@ﬂﬂ?%WWHﬂQ?HUi NNV ‘i'lEJllﬂ
A oA < Y P A Y 4

magaawmon 20,001 - 30,000 UIN Lﬂumwmaaﬂuﬁmmuuﬂﬂaumma@ Glﬂﬁﬂflu@]@]i'l

Ay Y A SAq Y 9 = U 1A dy a 3’;

ovelalodnniga  uazsosuanletergmslyau 2 -5 I aulvgaenieuazinn
d @ S [ a [ o o | 1

ginsainuyTuesosudniianvus / jlunustdadyagunuyine s1as1edeluld Tasl

[

A A &’ A 1 9 1 91 j’ a 191}/ J o
mmmaaﬂ%aﬂ@mmazmﬂmmﬂmm ﬂﬂ%wiums«muazmmqﬂﬂimﬂuﬂuﬂ



9
v

7o X a 7w 7 ) o ¢
FOYUAVIUIU 2,001 - 3,000 UM Gﬁﬂlla%ﬂﬂﬂﬁ’fgﬂﬂﬁﬂ!ﬂuﬂliuﬂﬁﬂﬂuﬂﬂWﬂiTu‘ﬂi%ﬂ‘Uﬂu@]

= 1

= ) Y o o Yt v A A o v
ﬁﬂ‘]’:ﬂﬂ?"llf)ﬁ;ljﬁﬁﬂﬂﬂug‘ﬂﬂlluzlﬂ LLﬁ%QﬂNﬁ?Hﬁ?MiUﬂWﬁ@ﬂﬁuﬁl% o @I?Eﬁ“ﬁ!ﬂ\i

AeouuuuaeunIdanudidgaeidedosludtediulszaunienisaaia

9

a A 1 v A g d o 4 ~ 1 9 A v 9
‘U3m'i‘Vl3JWaﬂ@miﬁﬂﬁuﬁlﬂcﬁeqﬂﬂimﬂuﬂuﬂiﬂﬂuﬂ mﬂmjﬂﬂlmmamm Ao Yadoaru
9 1 a g}J [ 1 4 o Y a o 4 9 1
NISUIUNIT Ulﬂllﬂ ﬂ']iﬂﬂﬂ\ithﬁﬁwaﬂﬁgﬂﬂﬂ@f;ﬂﬂﬁﬂ!ﬂ']ﬂalU'ﬁﬂ T IUNAAN DN llﬂllﬂ
J o d 1 < [ 9 1 Y]
ﬂmmwmmqﬂﬂimﬂuﬂmmﬂuﬂ (YU AMVLLUILTI ANNU ﬂi]i]ﬂﬂWuuﬂﬂa llmm WU

9 Y Aa a ¥y a 9 o v 9 Y 1 o
F;Iflﬂfllla$1‘H1J5ﬂ15¢]@1@\111ﬂ’31113 AITUBTIUIY 7998A 11510 ‘lmm FIAVNRUITTUND
9

(% 4 v 9 [ Y 1 Aa ~ o o
gﬂaﬂym LagUNIN ﬁ%%ﬂﬂWHﬁaﬂ§1u%Nﬂ1ﬂﬂ1‘W ]lmm ADIUNAAAIUAITUNUTNY

v 9 o

v Y 1 a 9 1 4 @
Faseaumaduasumsnaia 1aun Unsuounsusisilseiusanie uazdadodiuniss
o 1 9 1 d'o 1 a 3'.; dd‘ = 1 d’ =)

31 laun aoiundmieuazanae Nroides U1sene
A = [ a A 1 Y a o A
wenseumeuateaiulszaunianmsaaiausmsninanedus Inalugunetiioq
= 1 dy Jd o J ] PR [ J [
@oalvulumssoginssinua Tuesnoun 52HINIDIUAIITIUYAAALALIDIUADTINNEIU
1 = (%] 1 (%] 1 ) d‘d 1 % =) dﬂ}
yana wu yladedeslutladediulszauniamsnarausnisninanemsdnaulose
S o ¢ A ' o X v Y A o ¢S A ] P
gUnsalnuaTnesooua ANANUUANAN adil 1) TITeaUNAANUM Ao 19190950 IUA

J J { o 1 @ o ] <}
mﬁqﬂmuuﬂﬂaﬁmmﬁﬂmmﬂﬁ]%&aaﬁ’m an¥e /gﬂzm‘ummmiﬂuﬂm WY aontuIn /

v S @

< a 7 d @ 3 Y 4 ! v 9
ARAY AONINYT aBNNIINIaY 1A FINIUITIUDITAYUAUINIUYANG 2) T99891UN5

]
= =S

duaiunsnaia Ao 11veeT0oUAUIINNAIUYARaTiAuRaovesaTodosA1u Tin1s

v
7]

@ v  da ] 1 1 4
Usznduwusauminag Tungnd1 genduswessoeudiisdiuyana



Independent Study Title Service Marketing Mix Factors Affecting Consumers in
Mueang Chiang Mai District Towards Buying Car Anti-

Theft Devices

Author Mr. Pawin Wilasineewan

Degree Master of Business Administration

Independent Study Advisor  Associate Professor Dr. Patchara Tuntiprapa

ABSTRACT

The purposes of this independent research were to study service marketing mix
factors affecting consumers in Mueang Chiang Mai District towards purchasing of vehicle anti-
theft devices and to compare consumers’ attitudes towards these factors between personal car
owners and truck owners. The data collection method was questionnaire distributed to the total of
300 vehicle owners with period of vehicle use not exceeding 5 years,177 of which were personal
car owners and 123 were personal truck owners. The data was processed by descriptive statistics
consisting of frequency, percentage, mean, and t-test.

The results of the research revealed that the majority of the questionnaire respondents
were male employees of private sector companies, 31-40 years old, with Bachelor’s Degree.
Their salary ranged was 20,001-30,000 Baht. Most of the respondents owned a personal car. The
most used brand was Toyota and they had been using the car for 2-5 years. The majority of the
respondents decided to purchase an anti-theft device, but most did not remember the brand name
of the device. The reason behind the selection of this device was that it was easy to use. The
expense of purchase and installment ranged from 2,001 to 3,000 Baht. The device was purchased
from an auto part shop. The respondents got recommendations from friends and family.
Moreover, the respondents themselves were the most influential person in the decision making

process.



From the analysis of the marketing mix factors, the highest ranked sub-factor in each
category was as follows. For process, anti-theft device installation did not affect vehicle’s
interior. For product, anti-theft device was of good quality such as its sustainability and
durability. For personnel, the sale staff and installation staff were knowledgeable and skillful. For
Price, the price matched the appearance and quality. For physical appearance, the shop was
modern. For marketing promotion, insurance for vehicle theft was offered. For place, the shop
was well known and reliable.

When comparing the attitudes towards marketing mix between personal car owners
and truck owners, it was found that 1) For product, personal truck owners ranked
appearance/form of anti-theft device such as brake lock, clutch/gear lock, and steering wheel lock,
higher than personal car owners. 2) For marketing promotion, personal truck owners ranked

public relations for new products higher than personal car owners.



