
 

 
267 

 

 

Factors Influencing Consumers' Decision to Choose Between New and Used Cars 

 
1*  

1,2  

Thanawan Somboonloetsiri1* Pat Pattanarangsun  
1,2Faculty of Economics at Sriracha, Kasetsart University  
*Corresponding Author E-mail: thanawan.sombo@ku.th 

 

 

 

 

 

, ,

, ,

75,000 

500,000 

05 

 

 

 

 

Abstract 

 This study aimed to examine the factors influencing consumer decisions in choosing between new and used 

cars. The research employed a questionnaire as the primary tool and utilized accidental sampling, with a sample 

analyzed using both descriptive and inferential statistics, specifically logistic regression analysis. 

 The research results showed that most respondents were male, aged between 31  40 years, held a bachelor's 

degree, were married or cohabiting, employed by state enterprises, had an average monthly income between 50,001 

 75,000 baht, preferred saving through banks, and had monthly expenses between 10,001  25,000 baht. The 

logistic regression analysis indicated that individuals more likely to purchase used cars were female, single, divorced, 

or widowed, with a monthly income exceeding 75,000 baht. These individuals tended to save money in banks or 

invest in long - term instruments such as bonds. They also planned to purchase larger vehicles priced below 500,000 

baht. The factors significantly influencing the decision to purchase used cars at the .05 level of statistical significance 

included product, price, distribution channel, sales promotion, and physical characteristics. These elements of the 
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marketing mix played a crucial role in consumer decision-making. The results of this study provide insights for 

businesses to develop suitable product and service strategies and can serve as a guideline for public agencies in 

formulating relevant policies and measures. 

 

Keywords: Car Purchasing Behavior, Marketing Mix, Decision-Making Used Cars New Cars 
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 2 Descriptive 

Statistics Quantitative Research Logit Model) 

Dependent 

Variable) Qualitative Data) 

Independent Variable)  

 

 

In( ) =     +  Genderi +  Statusi +  Occupationi +  Incomei +  Expensesi +  Invest1i  

+  Invest3i +  Numberscari +  Typeplansizei +  Carpricei +  Brandreputablei  

+  Fuelefficiencyi +  Priceisaffordablei +  Deposit i +  Interestratei +  Loantermi  

+  Monthlypayment i +  Appforcustomeri +  Financepromotioni +  Financeservicei  

+  Easymaintenancei +  Affordablemaintenancei +  Discountrepairi +  Speedservicei 

+  Simpledoci +  Facilityi +   

 

1  

 

1  

   

 

Prob (Y = 1) 

 

P  

 

Second 1 = 0 =  

 

 Genderi Gender = 1 2  

 Statusi Base Group)  

Status1 = 1  0  

 Occupationi Base Group) 

Occupation1 = 1 , 0              

Occupation2 = 1 , 0              

Occupation3 = 1 , 0              

Occupation4 = 1 

, 0               
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 Incomei 50,001  75,000 Base Group) 

Income1 = 1 50,000 , 0              

Income2 = 1 75,000 , 0              

 Expensesi 10,001  25,000 Base 

Group) 

Expenses1 = 1 10,001  25,000 , 0 

              

 Invest1 Invest1 = 1 0 

 

  

(  

Invest3 Invest3 = 1  (

0 

 

 

Numberscar ________  

 Typeplansizei 7  

(Base Group) 

Typeplansize1 = 1 7 

, 0   

Typeplansize2 = 1  

 , 0  

 Carpricei 500,001  1,000,000 Base Group) 

Carprice1 = 1 500,000 , 0              

Carprice2 = 1 1,000,000 , 0              

  

 

Strongstructurei  1 - 5  

 Brandreputable  1 - 5  

 

Fuelefficiency  1 - 5  

 Priceisaffordable  1 - 5  

 Deposit  1 - 5  

 Interestrate  1 - 5  

 Loanterm  1 - 5  

 Monthlypayment  1 - 5  
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Appforcustomer  1 - 5  

 Financepromotion  1 - 5  

 Financeservice  1 - 5  

  

 

Easymaintenance  1 - 5  

  

 

Affordablemaintenance  1 - 5  

  

Discountrepair  1 - 5  

 

Speedservice  1 - 5  

 

Simpledoc  1 - 5  

 

Facility  1 - 5  

Error Term)   

 

 

 223 55.47 179 

44.53 31 - 40 211 52.49  

41 - 50 178 44.28 269 66.92 

115 28.61 392  

97.51 10 2.49 129 

32.09 89 22.14 50,001  75,000 

218 54.23 25,001  50,000 109 27.11  

387 96.27

162 40.3 10,001  25,000 365  

90.80 20,001  50,000 33 8.21 
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Standard 

Error 
Z - stat P-value 

Marginal 

Effect 

(dy / dx) 

 -.223 4.278 -.050 .958  

 2.029 .685 2.960 .003*** .093 

 

 5.692 1.853 3.070 .002*** .877 

 Base Group 

 

 1.132 .858 1.320 .187 .057 

 Base Group 

 1.529 1.152 1.330 .185 .104 

 -1.800 .995 -1.810 .070* -.059 

 

50,000  -.591 .820 -.720 .471 -.019 

50,001  75,000  Base Group 

75,000  2.426 1.103 2.200 .028** .200 

 

10,001  25,000  Base Group 

10,001  25,000  -.840 1.049 -.800 .423 -.023 

 

 3.083 1.345 2.290 .022** .040 

 (  1.488 .686 2.170 .030** .066 

 -.755 .817 -.920 .356 -.028 

 

 7  Base Group 

 7  7.414 1.097 6.760 .000*** .841 

 

 
7.094 1.115 6.360 .000*** .943 

 

500,000  7.241 1.762 4.110 .000*** .948 

500,001  1,000,000  Base Group 

1,000,000  -6.832 1.167 -5.850 .000*** -.281 
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Standard 

Error 
Z - stat P-value 

Marginal 

Effect 

(dy / dx) 

 

 

 

 
-1.674 .692 -2.420 .016** -.061 

 1.531 .694 2.210 .027** .056 

 1.081 .632 1.710 .087** .039 

 

 1.660 .816 2.030 .042** .061 

 1.229 .704 1.740 .081* .045 

 .698 .659 1.060 .290 .026 

 -.653 .600 -1.090 .276 -.024 

 .984 .594 1.660 .097* .036 

 

 

 

-2.149 .726 -2.960 .003*** -.079 

 

 -1.573 .686 -2.290 .022** -.057 

 -.579 .597 -.970 .332 -.021 

  -.605 .619 -.980 .329 -.022 

  -1.544 .717 -2.150 .031** -.056 

 

 
-1.378 .639 -2.160 .031** -.050 

 

 .500 .672 .740 .457 .018 

 -.998 .602 -1.660 .097* -.036 

 

 1.858 .793 2.340 .019** .068 

Logistic Regression    
  

Number of obs = 402 

LR chi2(32) = 391.77 

Prob > chi2 = .000 

Log Likelihood = -57.861 Correctly classified = 77.20 

 .05  .01  
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LR Chi Square 391.77 Prob > chi

Overall Percentage Correct 77 20

77 20 

,

,

 

 

 

31  40 

50,001  75,000  

10,001  25,000 

 

 

Marginal Effect 
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