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Marketing Communication to Influencing International Standard Energy Economy
Car Buying Decision Behavior of Consumers in Bangkok Metropolis
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Abstract

The objectives of this research were to study: (1) personal characteristics of
purchasing decision among consumers in Bangkok; (2)level of marketing communication with
purchasing decision behavior on ECO car of the consumers;(3) the purchasing decision on ECO
cars of the consumers in Bangkok Metropolis

This research used questionnaire to study in 400 samples who uses ECO cars in
Bangkok Metropolis which selected by multi-stage random sampling. Data were analyzed by
statistical method of frequency, percentage, mean and standard deviation and test of the
hypothesis by Chi-square.

Research results were found that : (1) Most consumers who bought an ECO cars
were female and single status, aged between 24-29 years with bachelor degree of education
level, staff in private company, monthly income between 15,001-25,000baht and average
distance of driving 25 km per day; (2) the influence of integrated marketing communication
with purchasing decision on ECO cars were ranged from more to less including sale
promotion with the low interest and discount for an installment, selling by introducing and
gave product information through sales persons, public relation by website , direct marketing
by annual motor show and advertisement by television media respectively; and (3) the
consumers decided to purchase ECO car s owning to energy saving not more than 5 liter per 100
km and car’s performance for general product ‘s characteristic , most consumers preferred an
automatic transmission , they spent time for purchasing decision for 0-3 month with price at
450,001 — 500,000 bath, selected a dealer who gave a best price condition and bought cars
for usage.

Keywords: Marketing communication, Buying Decision Behavior, ECO car,
Bangkok Metropolis
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