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ABSTRACT ‘
174012

The research aims to: 1) examine the passenger car purchase behavior of customers in
Phranakhon Si Ayutthaya province; 2) study the behavior of the car purchase decision of customers
in Phranakhon Si Ayutthaya province; 3) compare levels of the car purchase decision of customers
in Phranakhon Si Ayutthaya province, categorized by their personal factors; 4) compare levels of
the customers’ car purchase decision, categorized by their car purchase behavior; and 5) examine
the relationship between the customers’ personal factors and their car purchase behavior. The Data
was gathered from 400 consumers in Phranakhon Si Ayutthaya province. It was analyzed by using
SPSS with descriptive statistics of percentages, means, standard deviations, t-test, one-way
ANOVA: F-test, and chi-square.

Findings indicated that:

1. The examination of the customers’ car purchase behavior showed that sedans were the
most wanted type. The customer’s car were purchased on installment plans. The brand preferred was
Toyota. The customers obtained information on automobiles from television. Cars were purchased for
daily life use. New cars (with red number plates) with 1,500-2000 cc engines at the price range not
exceeding baht 800,000 were preferred. ’Ihe car purchase frequency ranged from every seven to ten
years.

2. The customers’ levels of the car purchase decision in terms of products, prices,
distribution channels, marketing promotions, and images were at a high level.

3. The comparison of the customers’ levels of the car purchase decision, categorized by
their personal factors, indicated that the difference gender affected their levels of the passenger car
purchase decision concerning prices and marketing promotions. The different ages, occupations and

incomes affected their levels of the car purchase decision in terms of products, prices, marketing
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promotions, and images. The different education background affected their levels of the car
purchase decision concerning images. The different status affected their levels of the passenger car
purchase decision in terms of prices, distribution channels, marketing promotions, and images.

4. The comparison of levels of the customers’ car purchase decision, categorized by
their car purchase behavior, showed that the different brands affected levels of the customers’ car
purchase decision regarding prices and images. The different purchase objectives affected levels
of the customers’ car purchase decision concerning images. The different of engine sizes affected
levels of the customers’ passenger car purchase decision in terms of prices. The difference of
preferred price ranges affected levels of the customers’ car purchase decision involving products,
prices, distribution channels, and marketing promotions. The different in car purchase frequency
affected levels of the customers’ car purchase decision in terms prices.

5. The analysis of the relationship between the customers’ personal factors and their car
purchase behavior indicated that gender related to car types, car purchase methods, preferred
brands, purchase information sources, purchase objectives, engine sizes of cars purchased, prize
ranges of cars purchased, and purchase frequency. The customers’ ages related to their passenger
car purchase methods, purchase information sources, engine sizes of cars purchased, prize ranges
of cars purchased, and purchase frequency. The customers’ education background related to the
prize ranges of cars purchased and purchase frequency. The customers’ occupations related to the
engine sizes of cars purchased, prize ranges of cars purchased, and purchase frequency. The
customers’ incomes related to their car purchase methods, engine sizes of cars purchased, prize
ranges of cars purchased, and purchase frequency. The customers’ status related to car purchase
methods, purchase information sources, engine sizes of cars purchased, and prize ranges of

passenger cars purchased.



