Jaduiiinadanisdnduladenldauduinissnoudvasusznsluaymsusinig
FACTORS INFLUENCING DECISION-MAKING IN SELECTING
AUTOMOBILE SERVICE CENTERS AMONG CONSUMERS

IN SAMUT PRAKAN PROVINCE

JUNT ASNGNY
#191NTAAA ATUINNTTIND UM INYIRYTIUAUKS

H3URAYBEUUNAIY

Ronnakorn Keereepruk
Email: 6514060088@rumail.ru.ac.th
Department of Marketing, Faculty of Business Administration,
Ramkhamhaeng University

Corresponding Author

UNANED

U

539815 ee Yadeiifinadentsdnduladenldauduinissnoudvesuszeinsly
aunsUsNs Tingusrasdlite (1) ilednwinisdnduladenldruduinssasudvesuszsng
Tuaumsusns (2) Wlednuiiladudwlsraunisnisnann waztladonsdudiiinasionis
dnduladenldguiuinssasudvesszrnsluaymsunms nguineeefililunside loun
Uszansludminaymsusinis 311w 400 Ay londnn1sA1uInues Taro Yamane 10813

LankuUgaUANAUNgNIegne Tonsduiagemuauasain nan1sfnyinudl Jadudu



Usganynan1snana Lusedu wudn fusian fMuaauil wazdussdusznounanignm
finasianisinduladenldguduinissagudvesusennsluaynsusinig egrelldedidnnig
add 0.05 uazillofansantadoasdud iusesu nudt dunmdnvainsdud was
A1ugnanualnIIdur duasenisindulaifenldqudusnissasuivesussvinglu

aunsUsIng egreildydAymnaadia 0.05

v

[ |

Adagy : Jadudiudszauninisaain, Uadensnduen, Jadensdndulaiaentd

ABSTRACT

This research titled “Factors Influencing Decision-Making to Selecting
Automobile Service Centers among Consumers in Samut Prakan Province” is (1) To
study the decision-making process in choosing automobile service centers among
consumers in Samut Prakan. and (2) To investigate the influence of marketing mix
factors and brand-related factors on the decision to use automobile service centers.
The sample group consisted of 400 consumers in Samut Prakan Province, the sample
size was determined using Taro Yamane's formula, and data were collected by
distributing questionnaires to respondents selected through convenience sampling.
The study found that marketing-mix factors, price, place, and physical evidence had a
statistically significant effect on decision-making at the 0.05 level. Additionally, among
brand-related factors, brand image and brand identity were also found to have a
statistically significant influence on the decision to use automotive service centers in
Samut Prakan at the 0.05 level.
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