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ABSTRACT

The purpose of this independent study is to analyze factors affecting consumers’ choice
for purchasing personal vehicles in Mueang District, Chiang Mai Province. For the primary data,
400 observations are collected by questionnaires using a purposive sampling technique.
Descriptive statistics, and the Logit model with Maximum likelihood Estimates (MLE) and
Marginal Effects methods are employed in this study.

The empirical results indicate that the main factors affecting consumers’ choice for
purchasing personal vehicles in Mueang District, Chiang Mai Province, at a statistical
significance level at 0.01 level are those brands of sedan, marital status, income level, price level,
education level, and occupation. For the other factors, such as sale representatives, number of
branches, advertisement, customer services after sale, accessories, conditions, location of a
distribution and service center, prestiges, safety system, image, engine efficiency and economical
energy-consuming do not affect consumers’ choice for purchasing personal vehicles.

Regarding to the descriptive statistics, the results show that, among those 207 buyers of

sedans, 54.11% are female, 75.37% are during 21-40 years old, and 56.04% are marital status.



According to the educational level, most of them are bachelor degree with 63.29%. Also, most of
their occupations are private company employees, civil servants, permanent or temporary
employees, (occupation that are secure in term of permanent income) accounted of 58.45%. The
most of their income level is 10,001-20,000 bath/ month with 69.08%. Besides, they live in an
urban area of Chiang Mai Province with 69.57%, and work in the city with 69.08%. They
normally have only one car with 60.39%, and mostly 47.83% are to buy a new car with replacing
an old car. For the pattern of payment, the installment is accounted of 60.38%. Among 125 cases
of buyers who pay with installment system, 38.4% are satisfied with other additional conditions
of convenient system of payment such as minimal down-payment, long-term installment, and zero
interest rate. For the sedan buyers, 53.62% of buyers give the most priorities of choices equally
between its image and engine efficiency. Vehicles’ brand that customers are likely to buy are
Toyota with 46.38%, Honda with 23.19%, Mitsubishi with 22.17%, and Nissan with 15.46%,

respectively.



