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ABSTRACT

The research aimed to study of the service marketing mix of the automobile
authorized companies that effect to the consumer in Maha Sarakham Province, to compare
the consumers’ perspectives toward the marketing mix with different personal
characteristics, and to study the relationship between the marketing mix of the automobile
authorized companies. The research sample were 400 registered in 2008, Toyota and Isuzu
vehicles owners; sedan (not more than 7 pass.), microbus and Passenger Van, Van and Pick
up by Yamane’s formula sampling. The rescarch instruments used questionnaire, The data
analysis used package computer program. The research statistics used frequency, percentage,
mean, standard deviation, t-test and f-test, Least Significant Different or L.3D, and Pearson’s
Product Moment Multiple Correlation.

The research finding as follows:

The sample’s personal characteristics of the research were male, 41-50 years old,
married, graduated civil servanis/state enterprise staffs, 10,000-20,000 baht per month
income, and 4-6 family members.

The sample’s suggestions preceded the service marketing mix were at high level for
overall section, considering the individual section, there were one items at the highest level,

three items were at high level and three items were moderated, Considering the precedence



sections from high to low; there were five items; person, products, price, geography,
distribution respectively.

The sample’s suggestions preceded the marketing mix was at high level in overall
section, considering individual sections, the mean from high to low; there were three items at
the highest and one item at moderated. Considering the means of precedence section;
comfort, benefit, service, capital and communication respectively.

The result of the sample’s suggestions comparing with different person
characteristics such as sex, age, status, education level, career, income and family member
were similar in overall section but different career had different perspectives was significan{
at .05 level. According to the individual section, there were 6 sections such as benefit, capital,

communication, customer cares service, success of customer-oriented and respond customers’

at .05 level.
The relationship between the service marketing mix of automobile authorized
companies and the Marketing mix of the consumer’s perspectives in Maha Sarakham

Province was positive value at moderated and significant at .01 level.




