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Factors Affecting Purchase Intention of Automobiles of Consumers

in Bangkok
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Abstract

The studies of factors affecting purchase intention
of automobiles of consumers in Bangkok. The
researchers attempted to carry out the utilitarian
value, color vividness and belief, control, involvement,
hedonic value, promotion, perceived after - sales
service affecting purchase intention of automobiles of
consumers in Bangkok. The survey method was used.
The data was collected by questionnaire through 310
customers who bought cars in Bangkok. Then, the
descriptive statistical tools such as means, modes,
percentiles, and  standard  deviations  were
implemented. Testing of the hypotheses was done
through Multiple Regression Analysis: MRA.

The researcher also found that most of participants
were females at the age of 25-35 years old, single,
having bachelor’s degrees, working in companies as
employees with the income of lower than 30,000
baht. The researcher also found that the following
factors were affected purchase intention of
automobile consumers in Bangkok with the beta
coefficients in the followings: Perceived After — Sales
service (B = 0.292), Promotion (B = 0.256), Color
Vividness and Belief (B = 0.205), Control (B = .121),

and Involverment (B = 0.097). The remaining factors
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engaged in this research, utilitarian value and hedonjc
value, were not found to be significantly affecteq
purchase intention of automobile consumers in
Bangkok.
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Dependent Variable: Purchase Intention, r = 0.839,

R Square = 0.704, Constant(a) = 0.435

Independent | r B Sig. VIF
Variable
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