d‘ A Y Y a [ v A :ﬂy 4 1 A
POLIDINIAUANUVVIAIFS ‘ﬂ’i]ﬁ]EJGlufﬂﬁﬁﬂﬁuﬂl‘ﬂ“ﬂﬂiﬂﬂuﬂﬂiﬁnﬂﬁﬁuuﬂﬂﬁﬂﬂﬁﬂﬂ

9 a o @ o =
YoIRU3 Inaludune Ins131m 391IAI 1515

e UNENARNT OAAITITURNA

da (= Yy v a
f’J'ﬁ]1iﬂﬂﬂﬁﬂy1ﬂ15ﬂ1’!ﬂ31!!'ﬂﬂ®ﬁ§$

509PNAAT1158 93,535 o3y Iwena

UNAALD

9

9 Y a A v 4 d’ =® U Y] v A dy 4
msauauuudasziiiaglizasamoanyiilatelunmsdadulagesnoua
1 A 9 a o [ Y] =) 9

VFINNAIUYAAANDADIUDIRVT Lanluduna Ins 151w 3913931915 Taglsunvaouniy

o @ 1 9Yya [ A @ 1 a <Y Y Aaa a
31U 200 629819 15I5N13AAADNAIEULUMNAZAIN ATV IaglFadam

Yy 19y A A ' ~
wssau laun Sevaz D Annde tazdrnudouunInTgIu

= ] ] o w o o A ] ' '
HaNSANEINUI Aneuuuvaeuaulvanudiny luilededanaaounis o od
Tuszavunn Gesaudraune Jadodruasugie  Tededrumalulad dmsuilededu

[

nrmeuazmsiies uazilivedudsnunaz fausssy daovuvudeuninlianud Aoy
Y
lusgavihunae Tasluusazilavelsivazioeanall
[ ) a 9 o w LY [y 1 9 2’ % dal a 1 (Y]
Pateanuasygne lanudingluiledsdes ausianihiusemas ogluszay
~ 3| o o
wniga 1Wudauusn
[ o W [ (] 4 1 [
Padearnunalulad Tdanudidgluilesedes Arusooudussnniulnig ins
19 aSq Y @ 3’ o dy a z:? 1 o I o w
Waruna Tulaglvlsgndariniusemannniu eglussduunn dudduusn
[ o [ @ 1 1 4
Pavedrungruisuazmaiies Iianudidgluilededos dArua1n1dsnoud
[ 1 1 1 @ I o w
V3INALAL WIL.sa 9ansalui eglussavunn dludduusn
v [ [} o o [ ] L Q‘
Patoaudenuuaz Jausssu Ianudiayluilivdes arumstisnoud 14

Aa I Y <3| o v
ﬂ??ﬂﬁgﬂﬁﬂﬁﬂiﬂiuﬂWﬂﬂuﬂN @E‘ﬂuigﬂ‘]ﬁﬂﬂ wWuaauisn



uazfnounuudeunndsldnnudnyseiledediulszaunmsaaia ogluszay
[ = o o A v 9 o o 9 a o 4 v 9 1 a
wnnnilade Gesaudrauae davearusia Javearundadaan Javearumsduaiy
msaaa wazdmiuilatedugeaniamsdaimiie gaeutvudeuninldnnudiyeglu
Y 1 v A = U dy
seauthunan Tagluuaaziledelisisazidoaasil
o a o J o v v a
fadeaumaasun gaouuvuaeunulinnudinyluilededes Aruaniman
v o A A Y ' Y A < o w
vt (lutimeasuwnin) egluszdvmniga iudridunsn
fadearsin daeunnudeuninlianudingluiladedes Ausinunuzan
@ J ' @ A o3| o w
NuAUNMNURITEUA g luszaunniga Wudiduusn

v Y 1 v o 1 9 Y o o o @ 1
‘ﬂi]i]ﬂﬂ'lu“]ff]\ﬁ/ﬂﬂﬂ'ﬁi]ﬂi]'lﬂu'lﬂ E\!G\ﬂ'ﬂLL‘U'Ufo)‘]JﬂHJchﬂ'J'lllﬁ"lﬂilul‘lu‘ﬂﬁ]%ﬂﬂ@ﬂ

@ A <3| o
seAunAga udaunsn
dysl Y = v o v 1 Y
wenanigaovuuureumuwuilyrungnuilateavlszauniamnainaiu

a o J o 0 4 JN 1 1 {
wandmal Tuilvdedosauzossnoud liogluanmwionldan uinfiqe Sosaz 72.0 A

o v oy A A4 A v v ) o
5101 Tuiladedesa1useesnumanNNoUNIN WINNGA 30802 53.0  ATUFBININITIA
o [ Y v 1 9 a A < I'd [l
$mie niladedesdiumadumananiulszneumsviemuiisa luazaan / wien uin
A 9 Y ! a o [ ] 9 a2 A < [
iga Fevaz 74.0 Swmsduasumsaaa luiladvdesdu luliuimsasrusandimsvie

P~ Y
MWﬂﬂQ’ﬂ 3080 70.0



Independent Study Title Factors for making Decistion on Buying Used Personal Truck

of Consumers in Photharam District, Ratchaburi Province

Author Miss Sasagon Auttatammagun

Degree Master of Business Administration

Independent Study Advisor

Associate Professor Dr. Rawiporn Koojaroenpaisan

ABSTRACT

The purpose of this independent study was to study factors for making decision on
purchasing personal used trucks of consumers in Photharam district, Ratchaburi province. Data
collection was conducted through the distribution of questionnaires to 200 used truck consumers.
Then, the given data was analyzed by using frequencies, percentages, arithmetic means and
standard deviations.

The studying results showed that the respondents respectively rated some
environmental factors at high level of importance; Economic and Technological. For Law and
Political and Socio-Cultural factors, their importance was rated in moderate level. Findings of
each factor shown in details were described as follows.

In Economic factor, the respondents rated the highest level of importance to the sub-
factor of the gasoline costs.

In Technological factor, the respondents rated the highest level of importance to the

sub-factor indicating that the new truck model was gas-saved.



In Law and Political factor, the respondents rated the highest level of importance to
the sub-factor indicating that the vehicle tax and tariff paid on Act of Car for the used vehicle
were cheaper than the new one.

In Socio-Cultural factor, the respondents rated the highest level of importance to the
sub-factor indicating that the convenience in traveling should be increased by having personal
vehicle.

The respondents also weighed high importance on marketing mix factors namely
Price, Product and Promotion, in orderly; meanwhile, Place factor was weighed moderate
importance. Below were showed the details of each marketing mix factor.

In Product factor, the respondents rated the highest importance level to the sub-factor
of the original vehicle body (without an evidence of serious accident).

In Price factor, the respondents rated the highest importance level to the sub-factor of
the reasonable price as compared to the quality.

In Place factor, the respondents rated the highest importance level to the sub-factor
of the convenient location of the used truck distributors.

In Promotion factor, the respondents rated the highest importance level to the sub-
factor of the salesperson knowledge and proficiency on the used truck.

Furthermore, the respondents mostly found problems in different factors as follows.
In Product factor, the problem was identified to the truck that was not ready to use (72%). In Price
factor, the problem was identified to the selling price which was higher than other sellers (53.0%).
In Place factor, the problem was identified to the inconvenience in getting through the used truck
distributors (74.0%). Lastly, in Promotion factor, the problem was identified to the having no

after-sale services for the used truck (70%)



