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ABSTRACT

The objectives of this research were 1) to study the importance level of
service marketing mix in regard to decisions about purchasing brands of eco cars by
people in Pathum Thani Province, 2) to compare the importance level of service
marketing mix between individuals with different personal factors, and 3) to compare
the importance level of service marketing mix in regard to purchasing decisions about
choosing eco cars brands The population of this research comprised people in
Pathum Thani Province who decided to purchase eco cars, both male and female,
and over 18 years of age. The sample size was 385 samples calculated by the W. G.
Cochran method. The sampling technique was simple random sampling. The
instrument of this research was a questionnaire which had 0.95 reliability. The
statistics applied for this research were percentage, mean and standard deviation.
The hypothesis was tested by t-test and one-way ANOVA, and multiple-comparison
tested by Scheffe’s method.

The results of the study were as follows:

1) Overall, the consumers of eco cars in Pathum Thani Province were
mostly female, between 27 and 35 years old, single, with bachelor degrees, and
working for private companies. The level of importance of service marketing mix on
purchasing decisions of consumers of eco cars in Pathum Thani Province was overall
at a high level (X = 3.97, S.D. = 0.48). When considered by each factor, the three
factors found to have the highest scores were product (X = 4.20, S.D. = 0.50),
people (X = 4.09, S.D. = 0.67) and place (X = 4.03, S.D. = 0.61) respectively. The
factor with the lowest score was promotion (X = 3.81, S.D. = 0.62).

2) The result of the test of the hypothesis showed that there were significant
differences for perceptions on service marketing mix of eco cars consumers with

different personal factors of age, marital status and highest education level at the



statistically significant level of 0.05. However, there were no significant differences for

perceptions of the consumers with different gender, occupation and monthly income.
3) The test of the hypothesis showed that there was a significant difference

for perception of service marketing mix for consumers who decided to purchase

different brands of eco cars at the statistically significant level of 0.05.



