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ABSTRACT

This research aimed to study factors that affect customers decision making
process to choose an alloy wheel shop in Muang district, Chiang Mai. There were 400 samples
and questionnaires were distributed to the samples according to business size ; 176 from large
size, 132 from medium size and 92 from small size. The collected data were analyzed by using
SPSS program.

Findings showed that most of the respondents were male, single, bachelor’s
degree holders, under 30 years old, and private company employees with an average monthly
income for less than 15,000 baht. They had been using their cars for 2-3 years most. The
following were marketing factors having a high level of an effect on the decision to use the
service : product, price, physical presentation, distribution channel, personnel, process, and
market promotion, respectively. The decision making process of the respondents consisted of 5
steps : 1) alternative assessment for decision-making ; 2) decision-making to purchase ; 3) causes
of motivation to use the service ; 4) behaviors after the purchase ; and 5) information seeking.

For hypothesis testing, there was a positive effect on product, price, market
promotion, personnel, process, and presentation of physical appearance. However, distribution
channel had a negative effect on the decision-making process on the selection to use the service of

a car accessory shop (Mag wheels) in Muang district, Chiang mai.



