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ABSTRACT
The objectives of this research were: (1) to compare the level of consumers' decision to
choose air conditioning repair services in Pluakdaeng district, Rayong province classified
according to personal factors, and (2) to compare the level of consumers' decision to choose
air conditioning repair services in Pluakdaeng district, Rayong province classified by marketing
mix factors.

This research is quantitative research. The Population is consumers who used
to choose air conditioning repair services in Pluakdaeng district, Rayong province
which age over 18 years old. The sample was determined using Taro Yamane's
formula, 400 people was used by accidental random sampling. Using a questionnaire
as a tool for data collection. The statistics used to analyze the data were descriptive
statistics consisting of percentage, frequency, mean and standard deviation. and
inferential statistics including Independent Sample t-test, One Way ANOVA and
Multiple Regression Analysis.

Major findings; (1) Different personal factors, gender, age, marriage status,
average income per month, and type of resident has not affect the consumers' decision
to choose air conditioning repair services in Pluakdaeng district, Rayong province, and (3)
Different marketing mix factors, product, price, place, promotion, privacy, and
personalization has affect the consumers' decision to choose air conditioning repair services

in Pluakdaeng district, Rayong province with statistical significant at 0.01.

Keywords: Decision Making, Air Conditioning Repair, Rayong Province
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