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Abstract

This research has objective as follows 1) To study about demographics factors affecting
purchase decision of automobile parts in Minburi, Bangkok province 2) To study about Marketing
Mix that affecting purchase decision of automobile parts in Minburi, Bangkok province. The
amount of population is 400 customers of purchasing parts who live in Minburi district, Bangkok
province as frequency, percentage, mean, SD, T-test, F-test and Multiple Regression Analysis
result. The result shows that the most of them are male, age between 21-30 years, single status,
bachelor's degrees or equivalent degrees, work as private officers, and average income between

20,001-30,000 baht per month.

Demographic factors: age, status, occupation, and income affecting purchase decision of
automobile parts in Minburi, Bangkok province, but sex and education level not affecting purchase
decision of automobile parts in Minburi, Bangkok province. For Marketing Mix affecting purchase
decision of automobile parts in Minburi, Bangkok province, there are two factors that affecting
purchase decision-making are Product and Place significantly, on the other hand, the rest of
factors are Price, Promotion, People, Process, and Physical Evidence not affected to purchase

decision of automobile parts in Minburi, Bangkok province

Keywords: Marketing Mixed, Purchase Decision, Automobile, Parts
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