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ABSTRACT

This independent study aimed at investigating the influence of marketing
communication mix to the personal car buyers in Amphoe Mueang Chiang Mai. The studied
populations were specified, according to the convenience sampling method, to 200 buyers in
Amphoe Mueang Chiang Mai, who had bought a new personal car, for non-commercial purpose,
within 2 years. Questionnaires were used as a tool to collect data; then, all data obtained were
analyzed by the descriptive statistics, consisting of frequency, percentage and mean, including T-
test and One-Way ANOVA, of which the hypothesis was set at 95% of level of confidence.
Hereafter were shown the research results.

The findings presented that most buyers were 25-35 years old male, working as
government official/state enterprise employee, holding Bachelor’s degree or equivalence, earning
monthly income at less than 20,000 baht in average and possessing a new car with Honda brand.
Before making buying decision, the medium influencing those buyers the most was TV, followed
by newspapers and Internet channels. Source of information where they learned more about the
car was mostly referred to the Websites, followed by the information provided by salesperson and
the discussion with guru/experienced people. The person influencing their buying decision the
most was their couple/child, followed by parents/relatives and the buyer him/herself. They mostly

spent 3-6 months in duration for exploring information of car. The important reason arousing



them to buy a car the most was the need of using car as they had never own a car before, followed
by the need of changing to the new one and the need of changing to fit with the actual usage.

According to the study, its results, as classified by each term of marketing
communications that influenced to those personal car buyers in Amphoe Mueang Chiang Mai,
were shown hereafter.

In term of Advertising, the television commercial influenced all responsive
approaches of AIDA model at the highest level, especially the Attention and the Interest
approaches, of which the mean values were ranked at high level.

In terms of Promotion, the distribution of premium like the first class insurance
influenced all responsive approaches of AIDA model at the highest level, of which the mean
values were ranked at high level.

In term of Public Relations and Dissemination, there were 2 highest influencing
approaches. Firstly, the participation in motor show events was ranked as the highest influencing
level, especially for the Attention approach, of which the mean value was ranked at high level.
Secondly, the event arrangement such as car racing was ranked as the highest influencing level,
especially for the Interest, the Desire, and the Action approaches, of which the mean values
ranked at high level.

In term of Personal Selling, there were 2 highest influencing approaches: the
Attention and the Desire, of which the most influencing sub-factor was the complete information
offered and its mean values were ranked at high level. In other approaches, the most influencing
sub-factors were ranked for sincerity and friendliness, of which its mean values were ranked at
high level.

In term of Direct Market, the availability of Call Center to provide advices to
customers influenced all responsive approaches of AIDA model at the highest level, of which the

mean values were ranked at high level.



