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Marketing Mix Factors Affecting Toyota Pick Up Buyer’s Loyalty in

Samutprakarn Province
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ABSTRACT

This research aims to study the influence of marketing mix factors affecting Toyota
pickup buyer’s loyalty in Samutprakarn. The population group used in this research study
was consumers to buy Toyota pickup in Samutprakarn. The data was collected by using
questionnaires for 404 sets. The statistics used for data analysis were descriptive statistics
such as Percentage, Mean, Standard Deviation and inferential Statistics to hypothesis
analyzed by One-Way ANOVA, Pearson Correlation Coefficient and Multiple Regression
Analysis.

The study found that most of the sample were male, aged 30-40, undergraduate’s
degree, earned an average income less more 30,000 Baht per month and single status.
The results of hypothesis testing were that different personal factors affect Toyota pickup
buyer’s loyalty in Samutprakarn with a statistically significant level of 0.05 such as
education level and monthly average income. As for the marketing mix factors consisted of
product, price, people and physical, they affected Toyota pickup buyer’s loyalty in

Samutprakarn with a statistically significant level of 0.05.
Keyword : Toyota pickup buyer’s loyalty in Samutprakarn
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