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ABSTRACT

This research aims to examine the customers’ levels of opinions on the management of
the Ford automobile dealers; study the customers’ behavior of using the service; investigate the
customers’ levels of satisfaction; compare the customers’ levels of opinions on the management in
relation to their personal factors; compare the customers’ levels of satisfaction in relation to their
personal factors; compare the customers’ levels of satisfaction in relation to their behavior of using
the service; examine the relationship between the customers’ personal factors and their behavior of
using the service; and study the relationship between the customers’ levels of satisfaction and their
opinions on the management. The sample group consisted of 310 customers purchasing cars or
using the service of the Ford automobile dealers in Phranakhon Si Ayutthaya and Angthong
provinces. The research tool was questionnaire survey using descriptive statistics of frequencies, t-
test, F-test, LSD, chi-square and correlation. Findings can be summarized as follows:

1. Planning, organization, motivation, and service quality assurance are at a high level.

2. The customers’ cars have one-year service life. The customers use the service once a
month on Saturday and Sunday during hours of 08:00 — 12:00 am. Their expense is in a range of
Baht 1,001 - 2,500 per visit. Engine oil changing is a service mostly used. Good reputation is a
reason that the customers choose the service.

3. The customers’ have satisfaction for Products, prices, distribution channels, and
media/channels information received from the dealers are at a high level, whereas marketing
promotion is at a moderate level.

4. Difference in the customers’ education, occupation, and status related to difference
in their opinions on the management of the Ford dealers.

5. Difference in the customers’ education related to difference in their levels of satisfaction.

6. Difference in the customers’ convenient time for visiting the service centers related
to difference in their levels of satisfaction.

7. Difference in the customers’ province of residence, gender, age, education,
occupation and monthly income related to their behavior of using the service.

8. There was relationship between the customers’ levels of satisfaction and their

opinions on the management at moderate to low levels.
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