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175403

The objectives of this research about personal loan (hire-purchase type)
provider's marketing communication factor and Bangkok-resident consumer’s lifestyle
and behavior in using the personal loan (hire-purchase type) service are described as
follows:

1.  To study Bangkok-resident consumer’s lifestyle in the dimension of their
activities, personal interests, opinions when making a buying decision.

2. To study the relationship of Bangkok-resident consumer’s lifestyle and their
behavior in using the personal loan (hire-purchase type) service.

3. To study various demographic consumer behavior in using the personal
loan (hire-purchase type) service.

4. To study the relationship of the marketing communication factor and

consumer behavior in using the personal loan (hire-purchase type) service.

This research has been conducted based on surveys. Survey information was
gathered from 410 questionnaires and the sampling unit was a group of Bangkok
residents with 20 or more years of age. The statistical analysis instruments used in this
research included a normal distribution table, a percentage calculation, an average

calculation, a standard deviation, a factor analysis, a cluster analysis, a chi-square test,
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a t-test, ANOVA test, and Pearson’s Product Moment Correlation Coefficient technique.
With these analytical instruments and tests, the results can be summarized and
illustrated as follows:

1. Bangkok-resident consumer’s lifestyle can be classified into 3 categories:
1) family-oriented 2) private-orientated, and 3) action-orientated.

2. Consumer’s lifestyle has not shown any relationship with Bangkok-resident
consumer behavior toward the personal loan (hire-purchase type) service.

However, consumer behavior toward the personal loan (hire-purchase type)
service in terms of the monthly amount of installment correlates with consumer’s
lifestyle orientation with statistical significance level at 0.01. Also, consumer behavior in
terms of the installment period preference has related to lifestyle orientation with
statistical significance level at 0.05.

3. Different demographics do not reflect different behavior toward the hire-
purchase loan service.

However, such demographic variable as gender correlates with consumer's
decision- making behavior in the area of the amount of hire-purchase items per month
and the number of hire purchases per year with statistical significance level at 0.05.
Age factor also correlates with consumer’s decision-making behavior in terms of the
category of hire-purchase item with statistical significance level at 0.05. Education level
correlates with consumer’s decision-making behavior in terms of the category of hire-
purchase item, the instaliment period, and payment method with statistical significance
level at 0.01. Personal income level correlates with consumer’s decision-making
behavior in terms of the category of hire-purchase item, and payment method with
statistical significance level at 0.05 and 0.01 respectively. The amount of members in a
family correlates with consumer’s decision-making behavior in terms of the amount of
hire-purchase items per month, and a price of each hire-purchase item with statistical
significance level at 0.05 and 0.01 respectively.

4. Marketing communication factor has no relationship with Bangkok-resident
consumer behavior toward the personal loan (hire-purchase type) service. The only
factor shoWing correlation is the product-oriented marketing communication which
effects consumer’s decision making for installment period with statistical significance

level at 0.05.





