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ABSTRACT

The purpose of this research is 1) to study consumer decision making to use car wash
shop in Wang Thong Lang district. 2) to study consumers' decision to use car wash services in
Wang Thonglang District Bangkok 3) to study the influence of the marketing mix on the decision
to use the car wash service of consumers in Wang Thong Lang district. Bangkok 4) To study the
influence of consumer demand behavior on the decision to use the car wash shop of the
consumers in Wang Thong Lang District 5) to study the influence of the image of the car care
shop on the decision to use the service. Consumer car wash shop in Wang Thonglang District
Bangkok 6) to study the influence of the marketing mix. Consumer behavior The Image of Car
Care Stores Affecting Consumer Decision To Use Car Wash Shop in Wang Thong Lang Bangkok

The sample used in this research is the population in Wang Thong Lang district. Bangkok
Metropolitan amount of 400 people using questionnaires as a tool for data collection. The
statistics used in the analysis were frequency, percentage, mean and standard deviation. The
hypothesis was tested by t-test, one-way ANOVA, and if difference was found, it would lead to
double comparison using LSD method and Multiple Regression Analysis.

The results of the study found that demographic factors, such as sexes, made the
decision to use a car wash shop among consumers in Wang Thong Lang district. Bangkok is
different In addition, the marketing mix factors for personal, environmental and physical
marketing promotion products and services influenced consumers' decision to use car wash
shops in Wang Thong Lang district. Bangkok

Keyword : Decision to use a car wash service; Car wash service
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