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INFLUENTIAL BEHAVIORS AND MARKETING MIXED FACTORS TOWARDS THE
PURCHASING OF A CAR IN MUANG DISTRICT OF KHON KAEN PROVINCE
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Abstract

This independent study aimed to study the customer behavior toward auto service center and
marketing mix factors influencing decision in buying cars in the area Khon Kaen province. Data were collected
using a questionnaire to collect specific samples (Purposive Sampling) from a sample of 400 statistics used for
data analysis descriptive statistics include percentage, mean and standard deviation. The hypothesis was tested
using inferential statistics. A comparison of the differences between the two variables are independent by the
Independent-sample T Test and one-way analysis of variance (One-way ANOVA) a study found that the majority
were women aged between 26-35 years and preferable for 7 seater cars (saloon) with the intention of using the
car for personal or family use. The person with the most influence buying are father - mother, husband - wife or
children. And get information about cars on the Internet the most. For the marketing mix that influence the
purchasing decisions of the samples found that the gender difference affects no difference. Ages, monthly income
and different budget to buy a car affect the marketing mix factor of different process at .05 level of statistical

significance.
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