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This thesis is concerned with (1) differences in customer relations
management in terms of policy and implementation evinced by distributors of
different brands of passenger cars; (2) factors that influence consumer
intention to repurchase passenger automobile brands; and (3) a comparison of
(1) and (2).

Research methodologies were as follows: (1) Documentary research
was conducted in which a total of 235 Thai and English articles and textbooks
were canvassed regarding factors governing the consumer behavior of those
purchasing passenger automobiles. (2) Quantitative research was undertaken

using two methodologies to test the accuracy of the evaluations and
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conclusions arrived at. One method used to verify content validity was
through the index of item-objective congruence method. In addition,
reliability was verified by using the internal consistency method, in which it
was determined that Cronbach’s alpha was .7174 to .9042. (3) Qualitative
research was utilized by virtue of the researcher conducting in-depth
interviews of six volunteer executives from distributor concerns and seven
volunteer executives from dealerships. The technique used was that of open-
ended questions. As such, interviewees cooperated very well with the
interviewer.

There are three sampie populations: (1) The automobile distributor
executives group was comprised of (a) Japanese car makers with two brands,
(b) an European car maker with two brands, and (c) an American car maker
with six brands; (2) Dealership executives from three automobile brand
concerns out of a total of 242 dealers in Thailand; and (3) Passenger
automobile consumers (a) who owned passenger cars registered in the period
2001-2002 (458 customers), and (b) repurchase customers who owned
passenger cars registered in the period 2001-2004 (432 customers).

Descriptive statistics, multiple regression analysis and the check-list
technique were used to analyze the quantitative data. The researcher found
that repurchase intention significantly affected customer satisfaction and
customer attitudes toward product quality. Used car prices, customers’
occupation and learning about information concerning customer relationship
management were also found to be significant. The check-list technique

confirmed these conclusions, with the exception of the European car maker.
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In view of these research findings, the following recommendations are
made:

1. Both automobile distributors and dealers should make use of
customer relationship management techniques for enhancing customer
satisfaction, try to develop positive product quality attitudes and carefully
assess used car price policies in order to stimulate the intention to repurchase.

2. The findings indicate that new considerations and circumstances
may influence consumer repurchase intention. Further study should be
conducted in this connection by individually examining each automobile

brand and automobile group.





