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Abstract

This research aims to: 1) Study the marketing components from the customer perspective in the
Mueang District, Chachoengsao Province. 2) Investigate the relationship between marketing components and
the decision-making process for purchasing second-hand cars. and 3. Examine the influence of marketing
components from the customer perspective on the decision-making process for purchasing second-hand cars.
The research population consists of customers who have purchased second-hand cars from 12 car dealerships
in, Chachoengsao Province. The sample size of 384 individuals was determined using an unknown population
size formula. The sample was conveniently selected from customers who bought cars from second-hand car
dealerships in Mueang District, Chachoengsao Province. The data were analyzed and statistical techniques such
as Descriptive Statistics, Multiple Correlation Analysis, and Multiple Regression Analysis were employed.

The results of the market component analysis from the customer perspective in Mueang District,
Chachoengsao Province, reveal the following: Customers in Mueang District, Chachoengsao Province,
predominantly prefer purchasing second-hand Toyota sedans, which are primarily manufactured in Japan. The
price range of 300,001-400,000 Thai Baht is the most favored among customers when making decisions to buy
second-hand cars. Statistical hypothesis testing demonstrates that the influence of market components, as
perceived by customers, significantly affects the decision-making process to purchase second-hand cars.
Specifically, the factors related to success in meeting customer needs and convenience play a statistically
significant role in the decision-making process to buy second-hand cars in Mueang District, Chachoengsao
Province, with a significance level of 0.01. Additionally, the convenience factor also holds statistical significance
at a significance level of 0.05.

Keywords: Decision Making, Second-hand cars, Marketing Mix
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3. punsUsEIunIaaen 4.08 0.65 11N
4. frunsindulade 4.11 0.63 11N
5. ﬁquaﬂismmwé’amisﬁya 4.24 0.62 11N
4.32 0.62 un

WeninnsanAdulsyansanduiusseninwiauusdasy loun duauagnAaglasu (CV) Audumu (CO)

AuAuazaIn (CON) Aunsdeals (COMMU) aunsguatotiald (CARING) f1u audisalunisneuausininy

#89n115 (COMPLETE) wagauauauie (COMFORT) Sanuduiusiufia n1aulniusiwdsany e nseuiunseanaula

v

P o o

%o (DEC) agsiitlpdAyn1sadanszavu 0.01 uazdl

NaAdTuSRaLs 0.193-0.749 Fann5197 4
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A15199 4 NSATITVANFUUTLANSANFUNUSTE NI LU TDETEHALFAILUIANY

fiawls cv cc CON COMMU  CARING COMPLETE  COMFORT  DECISION
Mean 460 4.42 4.35 4.24 4.28 437 4.03 4.12
Std. 0.61 0.60  0.62 0.700 0.600 0.630 0.600 0.560
Deviation

cv 1 654%%  48g**  .418** 543** 543%* 277% 356%*
cC 1 .608** .428** 521** .613** .329%* .385%*
CON 1 .539%* .621%* 565%* .334%* 302%*
comMmu 1 .528** 433** .193** 257**
CARING 1 749%* .290%* .399%*
COMPLETE 1 A410%* 563**
COMFORT 1 561**
DECISION 1

v o w

*fpdrAgynsadfszau 0.01

INENTNA 5 MTIATIEINIAnneEBnEHavTeslaTedIuUseaun1in1snainluyutedwes gnAdnasents
fndulatesnsudiloaadlundnetiod 39MInaLtdunst ANITANs Enter nudndakUs dasenaruaiuda@unns
ANUOADREIAYINEINNTALUNNTESUNENSARAUl TR UR ARl LWABLNBLLBY JIINALTLNTT WNAUTBUaY 46

(Adjusted R2 = 0.46) lngdnsnavestadediuyszaun1enisnaindiu Audusalun1sneuauaInUfaInIsuasay

'
aada

Anuauieiinanensinaulatiososundeassluunonnaiiios JminavilunstegedidvdAgniseianisedu 0.01 uaz

Sviwavesladudrulszaunenisnaiaduanuasainiinasensindulet osasudideasslundneiies S
asdans egheiifuddyvaadng sesu 0.05

suNRgIY druUsraun1snsnaIn Usznause fuaasiignagldiu dusunu fuauasain funs
doans sunisguatelald AMuarudiitlunisneuausiniusiens wavduauaws dauduiuddenisdnduls
Fosnousieandy wastnedlos SwinasBans wui

#1uAuazaln fe1 Sig.028 §eesndn 0.05 Ufiasanudgiundn (Hy) wazsoufuauufsiuses (H,)
WNEAMNIN dUUsTANNIINISRATR AuANEEAIn Sanuduiusiunisinaulatesasudieandly wastaeles

a o [

FIMTPRLLTUNTT 289NN EAAYNIEDNANTEAU 0.01 WaRIIFILUT AUANNEATAINTANUALNUSTURAN1LAgINUlY

o

1Y

FEAUALN
AunAfigndazlasu dusunu Aunisdeans aunisauaienlald druanudnsalunisnevausniny
ABINTT WATATUAIINAUTY TR Sig. 11NN 0.05 BaNSUANNRFIUNEN (Ho) wasUfiasauufgused (H,) nu1eaudn
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M13199 5 N153lATIzvin1sanneedninavesdadudiudsrauniamnanaluyusesvesgnaiidnasie n1sdndulae

sneuRioandlu LURBILNBLDI JINIARLLTUNT)

ﬂiSU’JUﬂﬁiﬁﬂauli]%a
daudszaun1enITnann Unstandardized Coefficients Standardized t Sig.
Std. Error Coefficients
Beta

ARl (Constant) 1.065 207 5.132 000
FunafignAnaz ey 045 048 050 952 342
AUAUNY 028 054 030 520 603
AUAILAZAIN -113 051 -124 -2.212 .028*
funsieans 030 038 038 788 431
Aunsguatentald -.006 059 -007 -103 918
auauEISalung 366 058 409 6.290 .000%*
mauauaqmméfaqmi
AUAILAUE 376 039 405 9.588 .000%*
F = 45.19 P = 0.00° Adjusted R? = 0.46
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Y
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Yuinndian siansasusieaesiignddndulafionnfianldun 51m1 300,001-400,000 U oA (Price) udsiide

2D

DN

nuAmENTUIlUFURIRY gnAnvzilSeuiisuseninanua (Value) ¥0eU3msiusn1vesuinisiu lenua1genda
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