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The purpose of the study were : 1) To investigate the marketing factors influencing
buying automotive plastic parts of Thai Kodoma Co.,Ltd. ; 2) To compare by persand factor 2)
To study the relationship between marketing factors and personal factors. The population of the
study was 200 dealers which were TOYOTA, NISSAN, HONDA, ISUZU , MITSUBISHI, The
garage business group and automotive manufacture. The analysis of the data was accomplished
by computation of thc percentage, mean, and standard deviation. T-test and one-way analysis of
variance werc used. The Scheffe’ test was used in locating areas of difference among group
comparisons. Pearson’s Product Moment Coefficient of Correlation was outputtad for testing the
mlaﬁomﬁip.

Based upon the findings of the study, it was concluded that :

1. The customers of THAI KODOMA Co.,Ltd. Most of them got highest earned
certificate (M. 6 - certified) 67.5 % sale position 70.5 %, five year of working experiences
68.5%. Automotive dealer and services 78.0%.

2. The customers’ opinions toward marketing factors, the evidence showed that in
overall were at medium level. However, when taking each aspect into consideration, it was
obvious that product factor was at high level. The second was distribution channel, marketing
promotion, and price respectively. These were at medium level.

3. The hypotheses testing found that : TE 1 5 4 1 2 2

3.1 The different education of customers on marketing factors influencing decision
would not be significant difference by statistic at .05 level.

3.2 The different position of customers on marketing factors influencing decision
would not be significant difference by statistic at .05 level.

3.3 The different working experience of customers on marketing faciors influencing
decision would not be significant difference by statistic at .05 level.

3.4 The different business of customers on mariceting factors influencing decision
would not be significant diffe.ence by statistic at .05 level.

4. The resuits of relationship between tie marketing facters and personal factors showed
that :

4.1 Significant difference was not found on relationship between marketing factors
and different educztion.
4.2 Significant difference was not found on relationship between marketing factors

and different working experience.





