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The purposes of the study of “Image of New Toyota Corolla Altis in the
opinion of personal car users in Bangkok”™ were to study about distinguish between
demographic features of sampling and images of New Toyota Corolla Altis, to study
about distinguish between demographic features of sampling and receiving information
from various mediums support to making decision on purchasing New Toyota Corolla
Altis and to study relationship between receiving information from various mediums
support to making decision cn purchasing New Toyota Corolla Altis with images of New
Toyota Corolla Altis. There were 3 hypothesizes: (1) demographic features have effect
on images of New Toyota Corolla Altis differently (2) demographic features have effect
on receiving information from various medium in searching information supported to
making decision on purchasing New Toyota Corolla Altis differently (3) receiving
information from various medium in searching infoimation to support making decision oin
purchasing New Toyota Corolla Altis related to image of New Toyota Corolla Altis. This
study was quantitative research by using survey research and quota sampling. The
number of sampling were 400. Questionnaire was used as tool in the study. The data
were analysed by Frequency, Percentage, Mean, Standara Deviation and Chi-Square
for hypothesis test.

The result of the study rejected all hypothesis as following; hypothesis
I found that demographic features were not effect to image of New Toyota Corolla Altis.
But most of demographic features effected to opinion about images of New Toyota

Corolia Altis because of component of images 4 types; perceptual, cognitive, affective

and cognative which will integrated to image of experience person. The results of
hypothesis |l found that demographic features in aspect of education and career
effected to receive information from personal and business medium differently. But
demographic features in aspect of sex, age and income did not effect to receive
information from personal, business and public medium. The result of hypothesis I
found that receiving information from personal medium in searching information to
support making decision on purchasing New Toyota Corolla Altis did not relate to all
aspect of image of New Toyota Corolla Altis, receiving information from business
medium related to image in aspect of body's car, car distribution, car promotion, and car
service centre but did not related to image in aspect of car price. And receiving
information from public medium related to image in aspect of car price but did not relate
to image in aspect of car’s body, car distribution, car promotion and car service centre.
From this study, the researcher would like to recommend for future study
that should extend group of sampling from various regions in Thailand, should study
about user other type car of Toyota, should study to compare with others company in
same size car. And the researcher shouid select popular car or up to date at the
present for covering all information, knowing distinguish aspect, obtaining comparative

information and receiving new information for benefit in public relation planning.





