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The Marketing mix factors affecting the purchasing decision of HONDA

Motorcycle buyers in Mueang District, Uthai Thani Province
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ABSTRACT

This research is to study the marketing mix factors affecting the purchasing
decision of Honda motorcycle buyers in Mueang District, Uthai Thani Province. The
objectives are (1) to study the purchasing decision process of Honda motorcycle buyers
in Mueang District, Uthai Thani Province, and (2) to study the marketing mix of factors
affecting the purchasing decision of motorcycle buyers in Mueang District, Uthai Thani
Province. The data was collected from a sample of 400 people. The statistics used in
the analysis were frequency, percentage, mean, standard deviation, Independent
Sample T-Test, One-Way ANOVA, and Multiple Regression to find the relationship
between the variables. The results of the research found that most of the sample
respondents were male, who are single and 20 - 30 years old and are general laborers,
earning a bachelor's degree and a monthly income of 20,001 - 30,000 baht. Most of
them gave importance to the marketing mix factors and the purchasing decision process
of Honda motorcycles at the highest level overall. The results of the hypothesis testing
found that the sample groups with different genders and occupations had different
overall purchasing decision processes. When considering each pair, it was found that
age, education, and different status did not affect the decision process for buying Honda
motorcycles. Whereas different genders result in different information searches, different
occupations have a purchase decision process that results in different problem
perception, evaluation, purchase decision, and post-purchase behavior at a statistically

significant level of 0.05.

Keywords: Honda motorcycles, Purchase decision
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