A A Yy v a v o1 Ao ' Y
FOLIDINIAUANUVUDAIS avsaruszaunisaaIanUNanonINABINITUD

9y a o A = ] dy J
qU3 Inaluduneioussalvilumssesosua

Usendanaaay
Y A [ [
R, wwsawa a0 lvedszn
Saan VIMIFInaumada (Minaia)

dd' F% 1% a J = 4
i’]1‘i]1‘§ﬂﬂlﬁﬂ‘t~l1ﬂ1iﬂuﬂ31!mﬂﬂ’d‘§$ TOIFTNTINITYDTYT UUAIN

[

v 9 a Y a S A = v A
NITAUAIULUUDTAISATIY @li)ﬂﬁgﬁﬁﬂ!waﬁﬂy'lﬁﬂﬁ]ﬂﬁﬁu‘ﬂﬁgﬁﬂﬂ15ﬁa1@ﬂﬂwa
' Y Y a ° A A ' & ¢ o N o
Gl’ﬁ]ﬂ'ﬂ‘n@@\iﬂ'lieU’E]QQ‘Uﬁiﬂﬂiuﬁnlﬂﬁllﬂ’ENLGBENGlWNGluﬂ'lﬁclf’t’]ﬁﬂﬂu@lﬂﬁgﬂﬂﬂ‘waﬁﬁ'luﬂﬁg“lf'lﬂﬁ

Y a raA

g I = A ° A = = £ 4 X %
nlglunisdinyine Aus Taaludunamoussslninianuaulouazdoinisnecsosnoud
o (% o I 4
Usgrdanasau S 200 510 Taelduuvaeuoniuaiesdiolumssiusmdoya ms
a J Y 9 Aaa a 9 1 d‘ 9 [ d'
AnTzvteya lFanaFanssa 1dun anwd Sosaz uazaunde
= T Y 1 1 3 a = =
NNMIANEINUNFR VLU VFo U WU TnaT A 01g 26-35 Unsdnwn
~ = I Y A o v Aa a a Y A
gegalSyanas orwiudissmsvieminausgiamn nelane@ou 10,000-20,000 UM
pamsanefetedulszaunisaaia lagerdonulaanisna1auins faou
Y o @ A 1 A o A A k) a [ 4 FY Y
suvaeunwlianudaylaundsluszaumnigane Mukaanum tazmusin uazl
anudnglinunaeluszaunInae MUFPINAITIATINUIY AIUNTTUATUNITAAIN
AUYAAINT LAZAUENHULNIMENN  dmTudunszuIums Ianudngluszaulu
naN

adsarulszaumsamanimsthiisdosnlianudnyilinanenmsaaduledl

aQ

J A @ A A A 4 A J @
mmaﬂcluizmmmmj@ D VHIAUDIUATOIYIUA FEUULUIA TUITDUSIATOIYUA 3']Jaﬂ‘blm

U

Y
A o

1 1 ) a 4 1 [
AYUDNAIMUAIYITY NITANLUAT TIATATHITSINUATIIU (ﬁjﬂﬂﬂj'] 25%) 99 5190NLIU Y6



[ o ] 9 % o 1 =\ A A U A
5$‘EJ$L'Ja']Gluﬂ']3WfJ1!‘D'1§$ W@uulﬂu11!ﬂ'JLW]N%'I“H‘L!'lfJiJﬂ'JHJuH%@ﬂ@i’lﬂ'lﬂxll‘ﬁﬁﬁ%‘]J“lJlﬂfJﬁ
A Y ad o 3 Aa ' s o A9 A o o ' ' )
ATTUATNBDLT Y Lﬂuﬂuﬂi]ﬁ”lﬂ']ﬂWﬁﬂﬂu@]W@‘]ﬂﬂiﬂﬂﬁﬂﬂu‘]@I'JLWIu‘NﬁquJ@gGlﬂaU']u
[ [ ~ zi’ L=} 14 [ Bo’ ] a
ﬁ"]ualﬁmulﬂiﬂWa‘ﬂFi]3“]5@3f]ﬂuﬂ@IﬂﬂWﬁlWﬁWﬁﬂﬁgﬁﬂﬂu"IiJu UasFUAUDN
A o’d‘tg Y A 4 a I S A Y Li’ o 1
IATONYUANEDADINTTLATOIIUALU DUV IV UYU ﬁWﬂ'l'iﬂfJuﬂ@Iﬂﬂ"lﬁ NABINITEBN1NI 400,000

ax o a ] o ~ &I = 4 A
UIMN ﬂﬁﬂﬁ‘;b'ﬁm\‘]uiﬂﬂW@u‘]ﬂiZ Lm%i%ﬂ&’mWVI%SGKfJiﬂfJIﬂﬂﬁ 3-6 AU



Independent Study Title Marketing Mix Factors Affecting Needs of Customers in

Mueang Chiang Mai District Towards Purchasing Eco-Cars

Author Mr. Thatchaphon Phattharachaiprapha

Degree Master of Business Administration (Marketing)

Independent Study Advisor Associate Professor Orachorn Maneesong

ABSTRACT

This independent study aimed at examining marketing mix factors affecting
needs of customers in Mueang Chiang Mai district towards purchasing eco-cars. Research
samplings were identified to 200 customers in the referred area who were interested and wanted
to purchase the eco-cars. Questionnaires were used as the research instrument to collect data;
then, all data derived were analyzed by the descriptive statistics, including frequency, percentage
and means.

Based upon the findings, most customers were female in the ages between 26-35
years old with Bachelor’s degree, working as government officials or state-enterprise officials and
earning monthly income at 10,0001-20,000 baht.

Regarding the study on marketing mix factor under the service marketing
concept, the findings showed that the customers paid highest concern on products and price
factors; followed by place, promotion, people and physical evidence factors which were ranked at
high level of concern; and process factor which were ranked at moderate level of concern.

Hereafter were shown sub-service marketing mix factors affecting the
purchasing decision the most: engine size, brake system, performance of engine, beauty of its
appearance, decoration, amount of down payment (less than 25%), low rate of interest, long-term
duration of installments payment, reliable agents, prices of auto parts, gear system, the brand’s

fame and popularity, the car price which as equal to other brands and the near location of agent.



Petrol saving was mostly referred as the reason in purchasing the eco-cars and
Benzine was their most preferable engine system. The acceptable price of eco-car that they
preferred was found at the amount of lower than 400,000 baht. They planed to purchase the eco-

car within the coming 3-6 months and paid by installments.



