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ABSTRACT

This independent study has the objective to examine factors affecting consumer’s
purchasing decisions on mountain bikes, behavior, as well as problems, difficulties and
suggestions by riders in Chiang Mai province.

The primary data for this study was compiled using questionnaires across 300 samples, as
identified though the use of Purposive Sampling and Snowball Sampling. The analysis was made
based on descriptive statistics including frequency, percentage and mean. In addition, the Likert
Scale, Independent Sample t-test and one-way ANOVA were used.

The study’s general information found that most buyers were male, aged between 40 and
49 years old, have completed their undergraduate education or comparable, entrepreneur, and, had
incomes more than 25,000 Bath per mouth.

The study’s basis information found that most buyers have one mountain bike, most
frequently purchased brand is Trak, health is the main reason for purchasing a mountain bike,
most common price level is between 10,001 — 30,000 Baht, and most bikes have been used

between one and three years.



The behavioral results of the study showed that most riders will ride in the evening,
between 4 and 5 times per week. Travel riders cycle between 2 and 3 times per month, most in
small groups of less than 20 persons. Riders always go to the mountains, whether travel or leisure
riders and travel for 4 — 8 hours.

The study of each factor affecting purchase found that for product factors the highest
purchasing decision is based on beauty of the product, price factor is suitability of price, place
factor is finding things easily, and promotion factor is service and expertise of the mechanic.

Problems, difficulties and suggestions included a bike lane and support from the
government in posting road signs with bicycle routes for tourists and people in Chiang Mai

province to help them ride and travel safety.



