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Abstract

The Thai automotive industry is undergoing a major structural transformation driven by the
transition from internal combustion engine vehicles to electric vehicles (EVs). This transformation
has intensified market competition, particularly with the rapid entry of Chinese automobile brands
that emphasize advanced technology, innovation, and competitive pricing. These developments
have challenged the long-standing dominance of Japanese automobile brands, which have
traditionally been associated with high quality, durability, and reliable after-sales service.This
study aims to examine consumers’ perceptions of quality and price, as well as the key factors
influencing automobile purchase decisions between Japanese and Chinese brands in Thailand. A
quantitative research approach was employed. Data were collected through an online
questionnaire from a sample of 420 Thai consumers aged 20 years and above who had prior
experience purchasing automobiles or intended to purchase one in the near future. The data
were analyzed using descriptive statistics and inferential statistics to examine relationships and
differences among variables.The findings indicate that Japanese automobile brands are perceived
as superior in terms of overall quality, durability, safety, and after-sales service reliability. In
contrast, Chinese automobile brands are perceived as offering greater value for money, more
affordable pricing, and more advanced technological features, particularly in the EV segment.
Furthermore, the results reveal that perceived quality, brand image, technology acceptance, and
marketing mix factors significantly influence consumers’ automobile purchase decisions, with
perceived quality emerging as the most influential determinant.The study highlights a shift in
consumer behavior in the Thai automotive market, where purchase decisions increasingly reflect
a balance between long-term reliability and technological innovation. The findings provide

practical implications for automobile manufacturers, marketers, and policymakers in formulating



effective strategies to enhance competitiveness and support the sustainable development of

Thailand’s automotive industry.

Keywords: perceived quality, perceived price, purchase decision, Japanese automobiles, Chinese

automobiles
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