4‘ a 4 @ oo ' A dﬂ A gy as
PONINUNWUD ﬂﬂilUﬂ?u‘ﬂ‘ﬁ:ﬁl.mNﬂﬁﬂa1ﬂﬂnwﬂﬂaﬂ1ﬂﬁ€lﬂ°ﬁﬂiﬂﬂuﬂﬂaﬁﬂﬂﬁﬂi Innlu

HUNDVINTIMBE INIAUUNYS

egs
EC

unAsUNIss Asina Uigguinsgsismiuda @191 MInaie unInndes iy

Bl — = a o o = o [
TUE 019130MUTNE (1) 91 nman asissgide (2) 39 §auda A aa (3) a3, sundad

s
- o w

quariad Unisdnu1 2550 $ou 79 i Mddy dulszaumuanisania sosudiioaea

uniago

vy
o Ao

m3dtonsaiiiiagiszasd iednmilitednnlssmmumsamaiiinadenisidenaosnsudio
aeavaeffu InaludwnetafmosamdauumySuazien Souionilefodnalszaunisnsaaiadents
@ondesnsudiioaealusunouiaimos Vandauunys dwunawilionudnuuzlszrnimans
nAuAIG $11 400 au 3o sTeR1F A1 FlumsiioRenmaennw IR eideyaniaia Taold
Arfeuas Aundo daudoatnn 1T MINATBUARLAZNT IATIEHAILT 50

wams3donud fuTnalimwdaciuRnduilivdnalszamuanseaieiinosennionis
snouaieanslavimmazswdedluszdmnn namsnlfoudouiledodnnlszaumanisaaindens

A A ) VY an A = Y A oA Ve o
IONYDINYUANDTADI WL HU‘J INANIIWA D I1UNTW 01y a1‘“““3\351Uﬂﬂlﬂaﬂﬂalﬂaullﬂﬂﬂ1Qnullﬂ31“

- : " s 4 ’ ' e -
Aamwneanuiladediulszaununseainremsideondesasuaieans Junmsiu Linand1afusgies

oAy 1Iana

(1)



Term paper title The mixed-factors of the Marketing Influencing the Selection the Second-hand
Automobiles of the Consumers in Amphur Bang Bouthong, Nontha Buri.
Researcher Miss. Surintorn Sitornkul Master of Business Administration (Marketing). Dhonburi
Rajabhat University. Rescarch Advisor (1) Asst.Prof. Pasana Sorapherphisai (2) Asst.Prof.
Taskeow Srisod (3) Dr. Chantawan Suensawatdi. Academic Year: 2007. 79 pp. Kev word:

Marketing Mix. Sceond-hand Automobiles.
Abstract

This rescarch aimed 1o study marketing mix factors influencing the selection of second-hand
automobiles by consumers i Amphur Bang Bouthong. Nontha Buri, and to compare marketing mix factors
miluencing the sclection of sccond-hand automobiles by consumers in Amphur Bang Bouthong, Nontha Buri.
classified by demographic factors. There were 400 samples. The questionnaire was used as a research tool. The
statistical data analysis were conducted by percentage, mean, standard deviation, t-test. and analysis of variance
test.

The rescarch results found that the consumers” opinion about marketing mix factors influencing the
selection of second-hand automobiles overall and for cach aspect to be at a high level. The comparison results
between marketing mix factors influencing the sclection of second-hand automobiles revealed that the
consumers with different sex. marital status. age, and carcer had opinion about marketing mix factors

influencing on sclection of second-hand automobiles overall of no statistical significance.
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