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The Affecting of Marketing Mix on Purchase Decision Making of Used Car in

Mukdahan Province
Piyakwan Pankoon

Abstract

Marketing mix strategy comprises with various factors but there are some
factors effect on purchase intention in used car market of Mukdahan province.
Therefore, the researcher collected 398 respondents and analyzed the data by multi-
regression analysis. The research results found that the components of marketing mix
influenced significantly in predicting purchase intention at R? = .72, error 95%, F =
262.12 (Sig.000) and Durbin-Watson = 1.73. However, the components of mix marketing
such as physical evidence, promotion, product and process, also influenced
significantly to purchase decision making at R?=.43, .20, .12, .13 and Sig .00, .00, .01,
.05, respectively. Besides, this study also found that the possibility of marketing mix
strategy development in used car to enhance consumer purchase intention are

physical evidence and promotion.
Keywords: Marketing Mix and Purchase Decision Making
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103379 Bnafmiwowandyusloaiufnnuddyvesdedsauiiuansnsnanlaing
Aoderuiy 1wy Insviany (Eleua, 2016)

FadunumnsdmiuiufaunagnsnsmaauU UL TaMAIRTNEUR oo I MadHa
nomsidlatovesyuslnailey 4 wumsuaziumsiidululsnfigafonisimumdngu
yamenmuagnsatuayumMsneieiinszianudululaun

nnuaiseiiaguladivarsmauaituilylunisadvayulasanziid eady
Taceharungroj (2016)VLﬂyﬁiq‘U’?gﬂﬁi?{ﬁy’Nﬂ’J’]ﬂJﬁjiJWUUﬁ‘ﬂvU@Jﬂﬂy’]NI’]WUIBQVIN?I@E%/W]N
Usgnoume 1) M13meu (Replies) 2) mit3onde (Namely) 3) Sﬂyaagua (Information) 4) N3
Inwwagatuayu (Apology and Support) 5) nslwduuzidauan (Positive Comment) 6)
n3RafIMILAZATIABIN1S (Question and Inquiry) 7) nnsnaunduld (Chit Chat) uaz 8)

a

n1390uA N (Gratitude) waz Ramaj & lamaili (2015) felatanadnuaenislygsnagssna
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(Business-to-Business: B2B) 21 ﬁfﬂmsmmngaﬂﬁgﬁaé’muLﬁ'aaﬁ”’]qumé’uﬁuﬁ‘ﬁ’uqﬂg’]
warlmandeneludsiignainesnis seuvidelureu nsufduiusiugnaniielngnaninnsa
(Engage) ‘Luﬁaﬂﬁmmﬁqmimauauaa%aL’%&m;awaaqﬂéjﬂ (Customer’s Complaint) 113
auuayun13Y1e (Promotion) L‘ljuam‘ﬂi%ﬂall%aﬂﬂaﬁméﬂ’]ima’]ﬂLL‘U‘UN?I@J (Marketing Mix)
1’7{LLammmgdjﬂﬁuiuﬂWiﬁamié“ﬂwmzmamﬁmsﬁuazm'ﬁL%t:gmuﬂémﬁmmaiunwss’??aﬁuélﬂ
é’qgumiaﬁfuayumima (Promotion) launUseadasius (Advertising) MsEduAYUAITINY
(Sale Promotion) kaAuAUWLTA15150g (Public Relations) A2undngumienienm
(Physical Evidence) fiosAusznay 1) anmiIAaaunIanIenIn Loy an1ufithasduni ns
F170 wavdrinauustn 2) anmuanasuaiiousse 15LL5L%U1%G§M§@§ULLUU (Application)
yoamstesaulay uenantuwa Ainsznuaieuen (External Stimul) Suiina1nn1snsznu
yo3aulTEaANN1INITAAIA (7 P's) Ly HARS M (Product) 51A1 (Price) @n1ufilunis
U303 (Place) M3 un30a I (Promotion) qmmmmﬁlﬁﬁmi (People) NTUIUNTT

IMU%ﬂﬁi (Process) UAZANWEULNINIBAIN

5) Yatausuzdsunisigusele

v 1

nveAunufl ddyresuided @T’?fﬁ’aﬁ{aLauaLLuzﬁW%’Uﬁ;U‘%mi 19190
‘Ui%ﬂEJ‘Uﬂ’]i@iﬁﬂiﬂEJ‘LJG;ZfIE]ﬂQﬂiaﬁﬂlﬂiﬁgﬂuLLu’JVl"Nﬁ’m%J‘Uﬂ’]iﬁwuma‘q%éﬂﬁ{ﬂa’l@LL“U"UNalI
Tndsmamenisnslatonoluil
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dtinanulaisu
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Ussrduiussosuniioansivstlosunoyuilnn uasuitvuanswaiauaiieatunstosngun
fioaesiiuraulalvungnan

5.2) Yeidusuurdmiunifunsmely
ifoiauenuglninemaidoiuiaunnuidodmuam wasniAdowuuiiaus
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