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Abstract

This study aimed to (1) examine the personal characteristics of customers using
automotive glass and window film installation services at UD Auto Glass in Northeastern
Thailand, (2) investigate customer satisfaction with the service marketing mix (7Ps), and
(3) analyze the influence of the service marketing mix (7Ps) on the five-stage decision-
making process. This research employed a quantitative approach using a survey research
design. The sample consisted of 441 customers who used the services of UD Auto Glass
in Northeastern Thailand. Data were collected using a five-point Likert-scale
questionnaire, which was validated for content validity and reliability.

Data analysis involved descriptive statistics, including frequency, percentage,
mean, and standard deviation, as well as inferential statistics, namely Independent-
Samples t-test, One-Way ANOVA, and Multiple Regression Analysis. The results revealed
that most respondents were of working age, held a bachelor's degree, and had a
moderate to relatively high monthly income. Overall customer satisfaction with the service
marketing mix (7Ps) was at the highest level, with people, service process, and physical
evidence receiving the highest satisfaction scores.

Furthermore, the results of multiple regression analysis indicated that all
dimensions of the service marketing mix (7Ps) significantly influenced the customer
decision-making process. In particular, people, service process, and place were identified
as the most influential factors affecting customers’ decisions to use automotive glass and
window film installation services. The findings provide practical implications for service
quality improvement, marketing strategy development, and enhancing competitiveness in

automotive service businesses, especially in regional markets.

Keywords: Service Marketing Mix, Decision-Making Process, Automotive Glass

and Window Film Installation Service, Customer Satisfaction
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