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ABSTRACT

This independent study aimed to study marketing mix factors affecting consumer
decision towards buying motorcycles in Amphoe Thoen, Changwat Lampang. The convenient
research sampling group was found through 250 customers of 5 motorcycle shops located in
Amphoe Thoen, Changwat Lampang. Then, the data were analyzed by the descriptive statistics,
including frequencies, percentages, and means.

Based upon the findings, most respondents were female in the ages between 36 —
40 years whose educational background was found under high school level. They were
employees and averagely earned lesser than 5,000 Baht per monthly income. Brand of their
current motorcycle was Honda with 100 cc. engine system. They paid in cash around 35,000 —
40,000 baht for it and mentioned that it was the second motorcycle of family. Reason in buying
this motorcycle was given to its brand’s popularity and the person influencing their buying
decision was referred to the consumer him/herself. They revealed that they mainly got
information about the motorcycle from television. The most preferable sales promotion was

pointed out to the premium and helmet was the premium they preferred the most.



According to the studying results regarding marketing mix factors which affected
the buying decision of those consumers in buying motorcycle, it was found that the respondents
paid high importance towards all factors; people, product, sales promotion, process, place, price,
and physical evidence, in orderly.

In terms of product, the respondents paid the highest importance on the following
three sub-factors: the brand of motorcycle, the availability of varied models and the different
engine systems (cc.) for selection available at the distributing shops.

In terms of price, the respondents paid the highest importance on the following
three sub-factors: the price of motorcycle, the clear price label and the price of motorcycle’s
spare parts.

In terms of place, the respondents paid the highest importance on the following
three sub-factors: the various branches of the shop to facilitate consumers, the reliability of the
shop itself and the convenient location of the shop.

In terms of sales promotion, the respondents paid the highest importance on the
following three sub-factors: the advertisements through media such as radio and newspaper, the
premium which would be offered to the motorcycle buyer and premium’s quality which was
equally rated to the rate of discount for buyer who could end his/her installment payment before
the determined date.

In terms of people, the respondents paid the highest importance on the following
three sub-factors: the use of modern tools and equipments to serve consumers, the proficiency
of staff in providing services and the good attention of staff to customers.

In terms of physical evidence, the respondents paid the highest importance on the
following three sub-factors: the cleanliness found in the shop, the cleanliness found in its toilet
which was equally rated to the modern of the office and the modern of tools used in the service
center.

In terms of process, the respondents paid the highest importance on the following
three sub-factors: the very good service being provided after the end of warranty period, the

varied choices of payment, and the uncomplicated service process.



