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ABSTRACT

The objective of this study was to analyze the Marketing Mix 7P’s factors affecting
consumer’s choice when purchasing on Eco — cars in Chiang Mai Municipality

The data used in this study was primary data collected using a questionnaire from 300
people, were over 18 years old, based on an accidental sampling method. The data were using
descriptive statistics and Likert’s rating scale method.

The preliminary results found that the majority of respondents were female, with an 21 to
30 years old, single or undergraduates with average income in the range less or equal than 10,000
Bath per month, and residents average income in the range 10,000 — 50,000 Bath per month,
Maximum inhabitants in the houses was 4 and the number of cars per household was 1

The study on cars use and buying behavior showed that most purpose of buying a car
was to commute to work or school by themselves as influencing the decision to buy. Most agree
with paying for the purchase by installments. The first time car buyers, off the government's
decision to buy a car, were interested in the purchasing power standards that were used. Eco - cars

that people were most interested in was the Nissan (Nissan March).



The study into the Marketing mix 7P’s factors effecting the buying decision found that
product and service affected the decision to buy on Eco — cars. The group most focused on the
level of fuel economy. In the price factor, value for the money was focused on. In the place factor,
the group focused on the number of branches and service centers. Factors in promoting the market
focused on the premium and for human or personal factors. The convenience of contact forms are
a factor of the services. The group most focused on in each of the showrooms and service centers
were the rules and procedures that provide the same pattern. The last factor was service and the

group focused most on the convenience of buying and selling.



