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Abstract

This research aimed to study marketing mix using level caused of car buying
decision, to compare the opinion for marketing mix effect on car buying decision of
consumers in Nongkhai province follow on consumers characteristic and to study
suggestions of marketing mix effect on car buying decision of consumers in Nongkhai
province. This research used 400 respondents of new private car’s consumers with seat
not more than 7 seats and registed in accordance with the car Act of 2522 in Nongkhai
province at the year of 1995 -1998. This research used questionnaire asking about
consumers characteristic. Car buying decision’s behavior consumers opinion for marketing
mix and consumers suggestions. Reliability was 0.86 the statistics used for the data
analysis were percentage, means and standard deviation, t-test, One - way ANOVA were

used to test hypothesis, compare by LSD. (Least Significant Difference).

The research findings were as follow :

1. Consumers characteristic found that mostly consumers were male at 57.30
percent, age of 35—44 years old at 59.80 percent, certificate education at 38 percent,
self employ at 42 percent, income 10,001 - 20,000 bath at 41.00 percent, married at 51.30
percent. |

2. Car buying decision behavior found that mostly brand was Honda at 49.3

percentage desired price was 650,001 — 800,000 bath at 36.5 percentage, monthly payment




at 65.0 percentage desired after sales service was service of salesman at 44.2 percentage,
buying reason was to get convenience for traveling at 51.3 percentage, participant of
buying decision was themself at37.7 percentage information source for buying decision
was intimate at 47.7 percentage.

3. The result of analyses for opinion’s level of consumers on marketing mix effect
on car buying decision in Nongkhai province, as a whole showed at medium level when
each compliance was considered process, price, people, promotion, physical evidence,
product and place were ranked form the highest to the lowest.

4. The result of hypotheses test, compare the opinion for marketing mix effect on
car buying decision of consumer in Nongkhai province. It was found that among different
characteristic had no statistically different at .05 level of significance. Except among
different age and job had different opinion in process at .05 level of significance.

5. Suggestions of consumers for marketing mix effect on car buying decision
found that wanting saving gasoline engine, should have commercial sign in everywhere
should have boot of commercial in the department store, should have reasonable price,
should have showroom and service center through everywhere, should have racing
competition for charity or rally for calling new customer, should have new up coming car
commercial in all medias, should often have suggestions fo customer for new up coming
car, should have reliable sales man, should have famous people quaruntee for car quality,
should have wide showroom or service center, should have facilities such as table, chair,
magazine, beverages for serving customer, should give service to all customers with

equity acquainfance and fast.




