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ABSTRACT 2 1 4 5 8 0

This research aims to 1) study the factors affecting customers’ decisions on
the purchase of pick-up trucks in the aspect of product, price, distribution, marketing
promotion, salesperson, services, understanding, and economic change, 2) study the
relationship between marketing factors and customers’ behavior, and 3) compare the
marketing factors as classified by sex, age, marital status, education, occupation and
monthly income that affects the customers’ decisions on the purchase of pick-up trucks.
The 393 samples used were from the owners of pick-up trucks and registered in Lop
Buri Province from March to August during 2002-2006. The instrument employed was a
questionnaire constructed by the researcher and approved by 5 experts with a reliability
value of 0.9089. The data was analyzed to calculate percentage, mean ( ), standard
deviation (S.D.), t-test, one-way-ANOVA and Scheffe’s test.

The findings are as follows:

1. overall the 8 aforementioned factors were rated at a high level; when
considering each individual aspect ranging in descending order, they are as follows:
salesperson, product, services (agents), economic change, price, understanding,
distribution, and marketing promotion.

2. regarding the relationship between the characteristics of the marketing
factors and the customers’ behavior, it revealed that the aspects of product, services,
understanding, and economic change and the customers’ behavior had no relationship
at a .05 level of statistical significance; however, the aspects of price, distribution,

marketing promotion, and officials related at a .05 level of statistical significance.

3. with regards to the difference of the aforementioned factors as classified
by sex and monthly income, they showed no statistically significant difference at a level
of. 05, but in the aspects of age, marital status, level of education, and occupation, they

showed a statistically significant difference at a level of .05.





