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ABSTRACT

This study aimed to 1) examine customers’ behavior in selecting car-care services; 2)
study the customers’ decision levels in using car-care services; 3) compare the customers’
decision levels in selecting the services in relation to personal factors and behavior; 4) determine
the relationship between such personal factors and behavior when using the services; and 5)
determine the feasibility of car-care business investment. Data was gathered from 400 customers,
using questionnaires and interviews. Statistical analysis was performed in terms of frequency,
percentage, t-test, F-test, LSD, and the Chi-square. The findings were as follows:

1. Most of the customers used car-care services less than once a month, although a
tendency towards an increase in use was noted. They spent approximately 150-200 baht per visit.
The types of services mostly chosen were car wash and interior vacuuming. Primarily, the
customers had made the decision with regard to choice of car-care service by themselves.

2. The customers’ levels of decision on using car-care services were high in terms of
products, pricing, place, and sales promotion.

3. Different decision-making levels with regard to pricing, while a similar correlation
was found between the customers’ occupation and decision-making level in terms of price and
location of the shop. The tendency towards different use of car-care services was related to the
effect of different decision making in terms of sales promotion activity. Variation in approximate
customer expenditure per visit reflected different decision-making levels in terms of product with
significance level of 0.05.

4. Personal factors did not relate to customer behavior when they used the services.

5. The feasibility study of car-care business investment indicated that the cost of capital
amounted to approximately 3,697,800 baht. The return on this investment came to 9.97 percent.
The payback period equaled 4 years 3 months and 23 days, and the discounted payback period 4
years and 3 months. Assuming a discount rate of 7 percent, the net present value equaled
4,062,716.35 baht. The internal rate of return equaled 9.97 percent which was 7 percent higher

than interest rates of commercial banks. The benefit-cost ratio was 1.1558.
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