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ABSTRACT

The study on Factors Affecting Purchasing Choice of Sport Utility Vehicles
(SUV) was conducted to investigate the consumer purchasing behavior of sport utility
vehicles (SUV) and to inspect the significance of marketing mix factors affecting the
consumer purchasing choice of sport utility vehicles (SUV). The questionnaires were
used to collect the data from the samples consisting 400 consumers of sport utility
vehicles (SUV).

The study showed that the majority of the respondents were male, over 41
years old, graduated with Bachelor’s degree, were employed by private companies,
earned a monthly income of 50,001- 60,000 Baht and were married. The study of the
significance of marketing mix factors which affected the purchasing choice of sport
utility vehicles (SUV) revealed as follows, according to the product aspect, the
consumers placed the most emphasis on fuel saving, and on beautiful and modern cars,
according to the price aspect, the consumers placed importance on the price range of
sport utility vehicles (SUV), the installment plan/no interest and the price of the parts
and accessories, according to the distribution channel aspect, the consumers stressed on
diverse locations of distribution and service centers, according to the market promotion
aspect, the consumers focused on the after-sales service, guarantee period and details
from the salespersons. The study on the consumer purchasing behavior of sport utility
vehicles (SUV) demonstrated that most of the respondents bought Toyota (Fortuner),
the price range of sport utility vehicles (SUV) was 1,000,001-1,200,000 Bath with
3,000 CC car engine. The purchasing reasons were that the car had sufficient space
available for use, the respondents preferred to purchase the cars at showrooms, the
families had the most influence on the purchasing decision and purchased every 10
years.



