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ABSTRACT

The purposes of this research were to study the behavior of buying bicycle, to study demographic
and societal factors related to buying behavior of cyclists. To study the market mix factor and social which
classified behavior of buying bicycle and driving bicycle. The sample were 365 cyclists of Thailand Cycling
Club. The data were collected by questionnaires and analyzed by percentage, arithmetic mean and correlation
by using significant statistical level at .05.

Research findings were as follows: (1) The buying behavior of the cyclists were paying by cash
for driving with their friends approximately 3 to 4 times a week. (2) In demographic factor, age, marital status,
family size, occupation and income related to buying behavior. (3) In market mix factor, products, promotion,
services and socials affected to classification of buying behavior group both in driving for themselves, with
family and friends. The suggestions were as fellows: (1) The aspect of production, it should emphasize on both
production and development of domestic brand instead of imported product and should have big show room. (2)
The price aspect, there should be cleary invoice and reduce import tariff in order to have lower price for
imported bicycles. (3) The social aspect, there should be rally activities for families and more competitions. (4)
The promotion marketing aspect, there should be informations, questions and answers and exchange knowledgs
by internet, more advertising by television and sport magazines, there should be communicative strategy in
integrated marketing. (5) The service office worker aspect, there should be advise for basic maintenance

bicycles and the useful of exercise.



