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ABSTRACT 
This research aimed: 1. to study the opinion on the marketing strategy, the service quality, the 
perceived value, the satisfaction and the decision to select the services of clients, and 2. to 
study the marketing strategy, service quality, perceived value and satisfaction influencing the 
decision to select the services of a car leasing business client in Lampang province. It was a 
survey research and involved 378 car leasing business clients of 11 companies. The data 
obtained from the questionnaire were analyzed using the program with descriptive statistics of 
frequency distribution, mean, standard deviation, inferential statistics, and path analysis were 
used. The results indicated that most of the participants were males, age between 31-40 
years, married, with a bachelor degree, private employees with the salary between 10,000-
15,000 baht. The reasons why they made the decision to buy cars because the lower interest 
of new cars was better than the used car and modern features of automobiles.  The opinions 
on the marketing strategy, the service quality, and the satisfaction were the highest concern 
area for participants, excepted the perceived value was fair. The path analysis showed that 
the marketing strategy had highly influenced to the service quality. Subordinately, the 
marketing strategy had directly influenced to the perceived value. The marketing strategy had 
directly influenced to the satisfaction. The perceived value had directly influenced to the 
decision to select the services. The satisfaction had directly influenced to the decision to 
select the services. The perceived value had directly influenced to the satisfaction. The 
service quality had directly influenced to the perceived value. The last was that the service 
quality had directly influenced to the decision to select the services. 
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DE 0.000 0.221 0.567 0.336 
IE 0.212 0.129 0.084 0.000 
TE 0.212 0.350 0.651 0.336 

 
DE 0.860 N/A N/A N/A 
IE 0.000 N/A N/A N/A 
TE 0.860 N/A N/A N/A 

 
DE 0.690 0.228 N/A N/A 
IE 0.196 0.000 N/A N/A 
TE 0.886 0.228 N/A N/A 

 

DE 0.630 N/A 0.252 N/A 

IE 0.174 N/A 0.000 N/A 

TE 0.804 N/A 0.252 N/A 

 : TE = Total Effect, DE = Direct Effect, IE = Indirect Effect, N/A = Not  Applicable, 
 1  
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t-stat  

H1 :         0.860 37.126***  
H2 :  0.690 38.338***  
H3 :  0.630 36.203***  
H4 :  0.221 11.462***  
H5 :  0.228 14.788***  
H6 :  0.567 18.666***  
H7 :  0.252 19.747***  
H8 :  
       

0.336 11.928*** 
 

 
 

 : t-stat 1.96  0.05,  **P .05 
              t-stat  2.58  0.01, ***P .01 
  2    t-stat 1.96    

  0.05  
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