T2 a5 aNNINITAAINUINIINFINAADNISLIBNIIOAFW 1T D

v A L% 6 4 A [ Qv Ao €
waacfl"zimm'i ¥an. DIvdY TE] LALLAALDUALDTDIIA ’i]\‘i‘i#i’)ﬁl!ii&l%l

THE INFLUENCE OF THE SERVICE MARKETING MIX ON THE CUSTOMER
DECISION-MAKING PROCESS AT THONGCHAI OA SALES AND SERVICE
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ABSTRACT

This independent study, entitled “The Influence of the Service Marketing Mix on the
Customer Decision-Making Process at Thongchai OA Sales and Service Limited Partnership,
Buriram Province,” aimed to examine personal factors and service marketing mix factors
influencing the customer decision-making process of the company’s customers. A quantitative
research methodology was employed. The sample consisted of 385 customers who had
previously used the company’s services and were selected through convenience sampling.
Data were collected using an online questionnaire. Descriptive statistics, including frequency,
percentage, mean, and standard deviation, were used to describe the respondents’
characteristics and opinions. Inferential statistics, namely the t-test, One-way Analysis of
Variance (ANOVA), and Multiple Regression Analysis, were applied to test the research
hypotheses at a statistical significance level of 0.05.

The results indicated that customers with different average monthly income levels
demonstrated statistically significant differences in the customer decision-making process,
particularly in the stages of evaluation of alternatives and post-purchase behavior. However,
gender, age, and occupation did not result in statistically significant differences. The analysis of
service marketing mix factors revealed that five components (Process, People, Product,
Physical Evidence, and Place [distribution channels]) had a statistically significant influence on
the customer decision-making process. In contrast, Price and Promotion did not significantly
affect customer decision-making. The findings suggest that Thongchai OA Sales and Service
Limited Partnership should focus on enhancing service processes, particularly in terms of speed
and accuracy, as well as developing employee competencies to better respond to customer

needs and encourage purchasing decisions.
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