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ABSTRACT

This independent study aimed at investigating the decision making process of
consumers in Bangkok towards purchasing passenger car tires. Research samples were specified
to 400 consumers of the passenger car tires in Bangkok; then, all acquired data were analyzed by
using descriptive statistics including frequency, percentage and mean.

The findings showed that most respondents were 20-30 years old, single, male,
government officials/state enterprise employees with Bachelor’s degree or equivalence, with the
average monthly income at amount of 10,000-20,000 baht. Type of personal car that they owned
presently was four-door sedan.

The results of the study on decision making process of consumers in Bangkok
towards purchasing passenger car tires were shown hereafter.

In the Need Recognition stage, the key causes affecting the passenger car tire
purchasing decision the most were the degeneration of tire; including, end of tire life, eroded tire
tread, and blowout, the maturity of tire as specified by manufacturer, and the need of new
brand/model of tire with better quality.

In the Information Search stage, the majority searched for the tire information from
salesperson at one week prior to purchase. In their search, they looked for the information of the
qualifications and the features of tire and the brand that they mostly knew was Goodyear.

In the Evaluation Alternatives stage, the respondents would spend time for
searching for information of different tire brands before purchase. In product factor, the highest

concern was given to its resistance to erosion. In price factor, the highest concern was given to the



appropriate price comparing to its quality. In place factor, the highest concern was given to the
convenient transporting routes to access. In promotion factor, the highest concern was given to
the salesperson, who should be able to provide some useful suggestions on tires.

In the Purchasing Decision stage, the results indicated that most respondents
changed the tires at general tire distributors and the tire that they mostly purchased was in
Micheline brand. The person influencing the purchase of passenger car tire the most was referred
to self. The purchasing decision was done under the careful consideration of different tire brands.
Most of them had the frequency in purchasing the passenger car tire at once in a year. In each
time of their purchase, they required 4 tires and spent approximately 10,001-15,000 baht for them.

In Post-purchase Behavior stage, the respondents satisfied with the following
marketing factors of the passenger car tire respectively. In price factor, they satisfied with the
appropriate price comparing to its quality. In product factor, they satisfied with its brand and its
qualifications. In place factor, they satisfied with the convenience to access. In promotion factor,
they satisfied with the special events.

In the case that they dissatisfied with the purchased tires, they mostly negatively
told their intimates about the brand. In contrast, in the case that they satisfied with the purchased

tires, they would forever purchase that brand.



