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Abstract

This research aims to: 1) Study the marketing components from the customer perspective
in the Mueang District, Surin 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 8 car dealerships in Surin 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, Surin Province. The data was 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, Surin Province, reveal the following: Customers in Mueang District, Surin
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, Surin 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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