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ABSTRACT

This study aimed to examine the factors influencing the decision-making process of
consumers in purchasing used cars in Nakhon Si Thammarat Province. The study focused on the
effects of marketing mix factors (Marketing Mix: 7Ps) and psychological factors on the buying
decision process. A quantitative research approach was employed. Data were collected from 400
consumers who had purchased or intended to purchase used cars in the province using a
questionnaire, and analyzed using descriptive statistics, Pearson’s correlation coefficient, and
multiple regression analysis.

The results showed that most respondents were male, of working age, and had a moderate
level of income. Overall opinions toward marketing mix factors (7Ps) and psychological factors
were at a high level. Among the buying decision process stages, information search was considered
the most important. Regression analysis revealed that place and physical evidence significantly
influenced purchasing decisions, while learning was the only psychological factor with a
statistically significant effect.

The findings indicate that used car purchasing decisions are influenced by both marketing-
related and psychological factors, particularly experience and information obtained prior to
purchase. The results can be applied as guidelines for marketing strategy planning, used car
dealership management, and personnel development to better align with consumer behavior.

Keywords : Used cars, Consumer decision-making, Marketing mix, Psychological factors
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