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ABSTRACT

The independent study “The Marketing Mix Factors Affecting Decision in Purchasing
Tires for Passenger Cars Registered in Chiang Mai Province.” have objectives to study the
factors of marketing mix that effected to the decision making of the personal car users to
guidelines developing plan the marketing strategic in selling tires. The study results led to a
strategy of marketing mix development that matched of requirement of the registered personal car
in Chiang Mai Province. Samples drawn for this study include 324 persons from the registered
personal car user in Chiang Mai Province the selected by accidental sampling from the tire selling
store each 9 persons from 36 stores in Chiang Mai. Data collection was done through
questionnaire survey. Statistics used for descriptive fesearch in data analysis include frequency
distribution, percentage, mean.

The results of this study found that the majority answerer were men aged around 29 - 39
years old. Their status was marriage, does their own busiﬁess, had 10,000-20,000 baht average
income per month and used the personal sedan car.

Inside the tire purchasing behavior found that the most answerers changed their tires
during 2-3 years. The reasonable of buying were that the tire life time finished. The brand of tires
that they bought was “Michelin”. The answerers got the most news or information of tires stores

from the advertisements. They used the tire stores in the changing tires.



In the marketing mix of tires purchasing found that every factor were important in
high level consisted of the factor inside the product, price, distribution, promotion. In desirable
of the product factors found that the quality of tires was most important (ex grasp the street, to
squeeze out the water, soft, to be durable) have the skilful mechanics, have good and standard
services. The price factors were the suitable price with quality, has price tag, have discount rate
when pay by cash and can bargaining. The place factors were the transporting, comfortable
traffic, easy to go, have sufficient parking car. The promotion or campaign factors that most
important was the skilful mechanic that can gave knowledge and suggestions to the customers,
have free balancing a type center service and free after sale services.

The problems of the product were fewer products to choose, not many various, shop-
soiled, no standard quality. The problems of the price were expensive price tires, can not bargain,
no price tag. The problems of the distribution were the not good environment of the stores or
service stations, fewer shops, not diversified no signpost to go to the stores. The problems of the
promotion were no special privilege for the customer (ex. discount rate, after sales service, the

advertising or public relation),



