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Abstract

The objective of this independent research was to study the factor which effecting to the buyer in
Muang ChiangMai district in choosing a fourwheel truck chassis. In this case study, The data were collected
by questionnaire to 300 buyers (of four-wheel truck chassis in Mueang Chiang Mai District), and using the
descriptive statistics to process the data consist of frequency, percentage, and average.

For the result showed that the mostly of respondents were masculine, whose age between 36-40
years old with average monthly income of 10,001-20,000 THB, they choose the truck frame for agricultural
product such as vegetable and fruits. Which has been using the truck frame for 5 years with the truck frame
cost of 7,001-8,000 THB and decided to buy truck frame by themselves.

For the research, showed that the first factor which affecting the buyer in Muang ChiangMai district
area to choose a four wheel tuck frame is the distribution channel. The respondent’s priority to the sub
factor product which is the durability of the truck frame such as strength, not easily to deformed. The sub
factor about the price, the factor which respondents priority to is the price are reasonable for the quality,
For the sub factor about distribution channel, showed that the respondents priority to convenience way to
go the store and the convenience parking which the store provided. And for the sub factor about promotion
and marketing, the respondents priority to the warranty and after sale services.

When categorizing the respondents according to the choosing of four wheel truck chassis showed
that the driver who use the truck for trucking the occupation’s equipment priority to the sub factor which
affect to the purchase decision are the durability of the truck’s frame such as strength, not easily to
deformed.

The hypothesis was tested with the F-test by one-way analysis of variance (ANOVA) at a significance
level of 0.05. In each of the result, showed that the user trucking the different goods, they priority to the
different mix marketing product’s factor such as there are many color shades of truck frame chassis are
available to choose, The reliable of product source, The staff are ready to suggest and recommend to the
clients, also can recommend the correct and clearly information. In term of price consist of the reasonable
price with the quality of products; there are clearly price tags on the products, able to negotiate the price.
Also the variety of the accepting payment method such as cash, credit card, installments. In term of the
distribution channel such as the convenient for going to the store, convenience car park available, the shop

is easy to find and eye- catching to the clients. And the stores have many channels to purchase the order

Vol. 7 No. 3 (July — September 2021)




M9NITUINISG9N NANeNReLE e ral U9 7 210l 3 (nangnAs - Augnes 2564)

through the social media (FB, LINE, and Website) including the direct order to the store. In term of the sale
promotion consist of advertise through the social media such as website, Facebook and radio. And the
warranty/after sale service as well.

When classified by truck frame installation time, it showed that respondents who had a truck frame
installation period of 1 year priority to the sub factor which affect to the purchase decision is the durability
of the truck frame such as strength, not easily to deformed. When the hypothesis was tested with the F
statistic, the Artificial Intelligence (ANOVA) test was performed at a significance level of 0.05. Each of result
showed that the respondent who have a different truck frame’s installation priority to the different mixed
marketing product’s factor consist of the many color shades of the truck frame are available to choose, the
many truck frame’s different design such as there are a lot of size, model and the signature trait of the
truck frame.

In term of price consist of the variety to accept the payment method from clients such as cash, credit card,
installments. In term of distribution channel consist of the complete and clearly information source such
as through mobile phone, Internet (FB, LINE, Website) In term of sale promotion consist of advertise through

the social media such as website, FB, radio
uni
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