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Absstract

The study of "Consumer Behavior on Buying Private Cars in
amphoe Muang, Changwat Cﬁiang Rai" was aimed at examining buying
behavior, factors effecting buying decisions and levels of
satisfaction with the purchase of private cars among consumers within
Amphoe Muang, Changwat Chiang Rai

The study sampled four groups of private car users in Amphoe
Muang, Changwat Chiang Rai : business owners, government officers,
state enterprise workers and private firm employees, fifty samples
from each group, maked total of 200 samples. Questionnairs were used
to collect the data, and analysis process was carried out by means of
SPSS/PC’  micro computer software. Statistical techniques utilized

were percentage, mode, frequency, standard deviation and chi-square.



The results of the study showed, in terms of buying behavior
that the most popular cars in order of consumer preference were
Toyota, Honda and Nissan respectively. They usually purchased from
Chiang Rai Toyota Limited Partnership, MRM Cars Chiang Rai Co., Ltd.,
and Nissan Chiang Rai Limited Partnership. They also preferred to pay
for their new cars by cash or cheque rather than borrow frpm
commercial banks or other financial institutions.

The buying process, most of the consumers searched out
details on a new cars from agents, showrooms, friends, relatives and
colleques, and also visited agents to lock at the cars they expect to
purchase, before making decisions. They were more frequently visited
the agents during Monday to Friday. Most consumers prefered to look
at the bedy and component of the car rather than test driving.
Normally it +took between 2 and 15 days for decision making. The
reasons for buying, ranked according to priority, consist of model and
brand  preference, after-sale services, producer and brand
respectation. Consumers bought cars from agents in accordance with
recommendation from persons who used to buy from that particular
agent.. They feel that they free to select brand and model as wanted.
Finally, they were themselves make dicisions, family members were
minor influences.

The study found that the marketing factors that effected the
buying decision related to product were design, style, energy
consumption and comfortable. According to price, the cheaper offered
prices compared with other brands, the term of payment and the higher
reselling price. The channel distribution of related to place factors
were the after-sale services of agents, information provided by agents

and good human - relation of salespersons. The promotion factors that



effected the buying decision were advertising, image of companies and
sales person. Beside, higher family income, technology of the new
cars, lower market prices, better street conditions, scocial status,
and taxes were others influencing factors.

The study also found that consumers were satisfied with
purchased cars, agents, and after-sale services in the same rank as
much as rather satisfaction level. Hypothesis test showed that, in
general,' the conswmers behavior on buying private cars in Amphoe
Muang, Changwat Chiang Ral were different among the personal factors,

such as occupation and income level.



