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The Model of Decision Making Based on Consumer Marketing Mix for 
Car Care Services 

 

Sakka Kuhaphet1* Prapet Kraichan2 and Taweesak Roopsing3
 

 

Abstract 
The purposes of this study were 1) to analyze the effect of the causal relationship on consumer 

decision-making process in car care services and 2) to develop the model of marketing mix which affecting 
car care services’ decision. This investigation was considered in two categories, the confirmatory factor 
analysis of car care using and the confirmatory strategy of marketing mix. The samples were 400 car care 
consumers from four districts in Bangkok area chosen by Simple Random Sampling Method. The 
questionnaire was used as a data collection instrument (R=0.95) and the data analysis was done by 
percentage, mean, standard deviation, Confirmatory Factor Analysis (CFA) and Structural Equation 
Modeling (SEM) via SPSS and AMOS. The result found that 1) the consumers paid attention to 
decision-making in services at high level ( = 3.86), especially in post purchase behavior was the 
highest issue with 4.21. They also highly concentrated on marketing mix ( = 4.05), particularly in 
individual aspect ( = 4.31). and 2) In term of the confirmatory factor analysis based on marketing 
mix of consumer decision-making, the decision model of consumer rely on marketing mix was 
according with empirical data by given Chi- square test was 16.660. The weight of marketing mix 
(7 P’s) in consumer decision-making was 0. 7 4 . The effective marketing mix consisted of four 
components: the weight of individual, product or service was 1.00 and 0.91 respectively, 
meanwhile, the weight of marketing promotion and process was equal to 0.87. By the way, the 
three aspects of car care using were the weight of the post-purchase behavior which was 1.00, the 
evaluation of alternatives and trouble was the same as 0.87. 
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 1  
   /  

  
Normal Chi-Square  CMIN/DF    3 
Normed Fit Index  NFI             >  0.95 
Relative Fit Index  RFI             >  0.95 
Incremental Fit Index IFI                 0.90 
Tucker Lewis Index  TLI                0.90 
Comparative Fit Index CFI             >  0.90 
RMSEA RMSEA      <   0.08 
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 = 1.00 

 = .60 
 
4.2.2  
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Initial Eigenvalues 
Extraction Sums of 
Squared Loadings 

Total 2 
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ulative  
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Total 2 
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