T298d U5 aaN 19N 13 1ANRINENDN1IAAFW T In NG NDFDI
v A (%] [ P=|
2aIduslna ludsningasss
Marketing Mix Factors Influencing Consumer Purchase Decisions for Used
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ABSTRACT

This research aimed to examine consumers' demographic characteristics, perceptions
of marketing mix factors, and the decision-making process for purchasing used cars among
consumers in Chiang Rai Province. The researcher identified a sample comprising 400
consumers in Chiang Rai Province who had previously purchased used cars or demonstrated
interest in acquiring used vehicles. Data were collected through questionnaires and analyzed
using frequency distributions, percentages, means, statistical testing, analysis of variance,
and multiple regression analysis. The findings revealed that the majority of respondents were
male (n=333), aged 31-40 years, married, held bachelor's degrees, engaged in agricultural
occupations, and earned average monthly incomes ranging from 15,001 to 30,000 baht.
Among marketing mix factors, consumers placed the greatest importance on People and
Process, while the Purchase Decision stage emerged as the most critical phase in the used
car buying process. Hypothesis testing indicated that demographic factors—including gender,
age, marital status, education level, and occupation—did not significantly influence
differences in the used car purchase decision-making process. However, marketing mix
factors that significantly affected used car purchase decisions at the 0.05 significance level
included Product, Place, Promotion, People, Process, and Physical Evidence, whereas Price
did not demonstrate statistical significance at the 0.05 level. These findings demonstrate that
marketing mix factors are substantially related to consumers' used car purchase decisions,
with a correlation coefficient of 0.893 (R=0.893), and the model explained 91.10% of the

variance in the purchase decision-making process (R?=0.911).

Keywords: Marketing mix, Decision-making process, Used cars
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