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Abstract

The objectives of this research were to: 1) study the level of marketing communication
of consumers towards choosing tire stores and tire change service in Chanthaburi Province,
2) study the behavior of choosing tire stores and tire change service in Chanthaburi Province, and
3) study the marketing communication affecting the behavior of choosing services from tire stores
and tire changes in Chanthaburi Province. The sample used in the research was a group of 400
residents, aged 20 years and over in Chanthaburi Province. The sample was determined by using
the calculations based on Yamane and was selected by random sampling. The instrument used to
collect data was a questionnaire on general information and behavior of the users of tire stores
and tire change service in Chanthaburi Province. The open and closed-ended questions were
about marketing communications affecting the selection of using tire stores and tire change service
in Chanthaburi Province. The questionnaire used was a 5 - level rating scale with a reliability value of 0.80.
The statistics used for data analysis consisted of: percentage, mean and standard deviation.

The research findings were as follows: 1) the level of marketing communication overall
was at the high level. When considering each aspect, it was found that (1) the process of
providing services was at the highest level (X = 4.46), (2) staff (x=3.99), (3) prices (x=3.78),
(4) product (X=3.76) and in terms of product prices, distribution channels officer and physical
characteristics were at a high level marketing promotion moderate, 2) the behavior of most respondents
chose to use the service of Challuay Rubber Shop and had used the service continuously

was a pick-up truck using the service to buy and change tires. They used the service on Saturday



and Sunday and had an average cost per time of six to nine hundred baht. The customers used the
service with the shop due to their own experience and knowledge, and 3 ) the marketing
communications did not affect the behavior of choosing to use the service of tire stores and tire

changes in Chanthaburi Province.

Keywords: Marketing communication, Service behavior, Tire stores and change service





