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The purpose of this independent study was to study factors affecting consumer
decision on buying used cars from entrepreneurs on Kanjanapisack Road, Bangkok Metropolitan.
Data collection was conducted through the distribution of questionnaires to 200 consumers of
used car. Then, the given data was analyzed by using frequency, percentage, arithmetic mean and
standard deviation.

According to the studying results on marketing mix factors affecting used car, the
findings indicated that the factors which highly affected the marketing mix factors of used cars
respectively were price, product, promotion and place.

In terms of Product factor, the respondents had first emphasized on a product sub-
factor related to the original of car body (without heavy accident) with the highest level of
importance.

In term of Price factor, the respondents had first emphasized on a price sub-factor
related to reasonable price as compared to the quality of used car with the highest level of
importance.

In term of Place factor, the respondents had first emphasized on a place sub-factor

related to the entreprencurs’s reputation at a high level of importance.

In term of Promotion factor, the respondents had first erﬁphasized on a promotion
sub-factor related to used cars’s knowledge and proficient of salesperson at a high level of
importance.

Besides, the respondents also rated high level of importance on all other factors of
Technologies, Economics, Cultures and Law and Politics respectively.

In term of Economic factor, consumers had first emphasized on a sub-factor related
to loan interest rate of the financial firm with a high level of importance.

In term of Technological factor, consumers had first emphasized on a sub-factor
related to the technology development of eco car with a high level of importance.

In term of Law and Political factor, consumers had first emphasized on a sub-factor
related to the insurance cost of old car is cheaper than new car with a high level of importance.

In term of Cultural factor, consumers had first emphasized on a sub-factor related to
the convenience of using car to travel with a high level of importance.

The respondents had problems of marketing mix factors affecting Product factor in
the sub-factor of quality were not right as informed (53%), in term of Price factor, the sub-factor
of pervasive price (54.5%), in term of Place factor, the sub-factor of the inconvenience to get to
the center of used car dealers (39.5%) in term of Promotion factor, the sub-factor of information

garbled i.e. the car of year 2004 was garbled to the year of 2005 (46.5%)





