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ABSTRACT

The purpose of this study was to study marketing mix factors affecting consumers in
purchasing decisions of the multipurpose vehicles seating no more than seven passengers in
Bangkok. The data were collected from questionnaires of 400 automobile buyers in Bangkok. The
data were analyzed and evaluated by using frequency , percentage , mean and weighted average.

The overall product factor was found to be high (X=4.16). Oil conservation, balance of
the vehicles during high speed driving and in sharp curve were important &=4.7 0, 4.69 and 4.67,
respectively). The overall price factor was found to be high (X=3.83). The price of the vehicle
was high &=4.59). The overall place factor was found to be high &=3.8). The overall
promotion factor was high (X=3.6). The overall people factor was high (X=3.84). The overall
process factor was high (X=3.53).The overall physical evidence factor was high &:4.0).

Most of the problems of product, price, place, promotion, people, process and physical

evidence were high &=3.81 ,3.63,3.80,3.73,4.16,4.11 and 3.82, respectively).



