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Abstract

The objective of this study is to analyse the factors affecting the consumers’
decision on city car purchases (Opel and Honda only). A survey of 217 samples was
conducted comprising of 109 city car owners and 108 non-city car owners. As the dependent
variable (use ‘or not use city car) is discontinuous, the study has analyzed the data using the
logistic procedure. Overall, the economic and social factors which tend to affect the
consumers decision are sex, marital status, age, residential location, work or school location,
family size, number of family members less than 15 years old, personal monthly income,

payment method and frequency of long distance travel.

The result of the comparison between city car purchases versus non-city car
purchases (both Opel and Honda) shows that being single, older buyers, urban residents are
statistically significant in increasing the probability of purchasing a city car. On the opposite,
higher personal monthly income and cash purchases will reduce the probability of purchasing

a city car statistically.

When considering just Opel the result of the comparison between Opel city
car purchases versus Opel non-city car purchases indicates that female, being single, urban
work place are statistically significant in increasing the probability of purchasing on Opel city
car. On the other hand, higher personal income, cash purchases and more frequent distance

travels will reduce the probability of purchasing an Opel city car.




