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The objectives of this thesis are (1) to study the general behavior of the
consumers towards the brands of the double cab 1-ton pickups; (2) to study
the relationships between the demographic natures of the consumers and the
decisions they made to buy the double cab 1-ton pickups of any certain
brands; (3) to study the relationships between the level of importance of the
marketing mix factors, which have influences on the consumers’ decisions in
not changing the brands of 1-ton pickups if they will buy them in the next
time; and (4) to study the factors that have influences on the consumers’
decisions in changing the brands of the double cab 1-ton pickups if they will
buy them in the future.

In this study. a quantative research method had been used. The sample

group that is the target in this research is 400 consumers who now own and
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are utilizing the double cab 1-ton pickups. To collate the statistic data in this
research, a questionnaire was used, and a descriptive statistics method was
also used in data analysis. Then, the hypothesis test was optimized by
correlations from calculation of Chi-square statistics and Pearson’s correlation
coefficient.

This research and study showed that:

1. Most subjects in the sample group are male and they are between 36
to 40 years of age, with a bachelor’s degree. They have permanent jobs as
company staff, and the average income in their families is approximately
between 40,000 to 50,000 baht. They are married with three or four members
i thou Lanulico.

2. Demographic factors, namely, gender, age, education and number
of their family members, have no effects on or relationships with the decisions
made by the subjects to buy the double cab 1-ton pickups of any certain
brands. On the contrary, the decisions made by the subjects to buy the double
cab 1-ton pickups of any certain brands significantly relate to their
occupation, income and marital status, with the statistical significance of 0.05.

3. The decision-making not to change the brands of 1-ton pickups if
the subjects will buy them in the future substantially relates to the level of
importance of the marketing mix factors, which are, for instance, the services
to be provided, the ways that the pickup-truck dealers provide services and
take care of their customers, speed of their check-up and repairing services,

time taken in completion of the delivery of the pickups after the
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consumers ordered and paid deposit for the branded pickups, and how
convenient for the consumers to buy and obtain any parts or spare parts
(which is the most influential and desirable factors for them). These factors,
which will assure and establish confidence for the consumers to be loyal
customers and adhere to the brands of their pickups, have the statistical
significance of 0.05.

4. The decision-making to change the brands of the double cab 1-ton
pickups relates to the marketing mix factors, which play an important role in
influencing the subjects to change the brands of the double cab 1-ton pickups
when they will buy them in the future, with the statistical significance of 0.05.
The critical factors, which have mtluences on the consumers 1n changing the
brands of the double cab 1-ton pickups if they will buy them in the future, are
as follows: fuel and energy saving, reliable quality and trusted brands and

design, respectively.





