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Marketing Mix Factors Affecting Consumer Service

Decisions Honda Big-Wing, Buriram Province.
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ABSTRACT

This research aimed to: (1) examine differences in the service decision-making process of
customers at Honda Big Wing, Buriram Province, classified by personal factors; and (2)
investigate the marketing mix factors influencing the service decision-making process of
customers at Honda Big Wing, Buriram Province. Quantitative data were collected using a
questionnaire administered to a sample of 400 customers who used the services of Honda Big
Wing in Buriram Province. The statistical methods employed for data analysis included
percentage, arithmetic mean, standard deviation, comparative analysis of differences in
importance levels, and multiple linear regression analysis for hypothesis testing.

The findings revealed that the majority of respondents were male, single, employed in the private
sector, and had an average monthly income ranging from 10,001 to 20,000 baht. Regarding the
service decision-making behavior of customers at Honda Big Wing, Buriram Province, the need
recognition stage was found to have the highest level of importance.

Hypothesis testing comparing differences between personal factors and the service decision-
making process indicated that there was no statistically significant difference in the overall
service decision-making process at the 0.05 level of significance. However, when examined by
individual factors, age, marital status, occupation, and average monthly income showed
statistically significant differences at the 0.05 level. Furthermore, multiple linear regression
analysis revealed that five factors significantly influenced the service decision-making process of
customers at Honda Big Wing, Buriram Province, at the 0.05 level of statistical significance.
Ranked from highest to lowest influence, these factors were promotional activities, price, product,
distribution channels, and physical evidence and atmosphere. In contrast, the factors related to
personnel and service process did not have a statistically significant effect on the service

decision-making process of customers at Honda Big Wing, Buriram Province.
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