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Abstract

Objectives of this research were: 1. To examine differences in consumers’
purchasing selection of big bikes in Chonburi Province based on personal
characteristics, and 2. To analyze the influence of marketing factors on consumers’
purchasing selection. The sample consisted of 400 consumers in Chonburi Province
who had an interest in or prior experience with big bikes, selected using a multi-stage
sampling technique. Data were collected using a five-point Likert scale questionnaire
with a reliability coefficient of 0.85. Descriptive statistics, including frequency,
percentage, mean, and standard deviation, were employed for data analysis, while
inferential statistics included one-way ANOVA and multiple regression analysis using
the simultaneous entry method.

The findings revealed that consumers with different occupations and income
levels showed significantly different purchasing selection at the 0.05 level, whereas no
significant differences were found in terms of gender and age. In addition, overall
marketing factors had a high level of influence on purchasing selection (mean = 4.01).
Among these factors, product exerted the strongest influence, followed by place,
price, and promotion, respectively. The regression model explained 58.2 percent of
the variance in purchase selection (R2 = 0.582), with product having the highest
standardized coefficient (Beta = 0.422). Based on the findings, business operators
should focus on product development to better align with consumer needs, along

with setting appropriate pricing strategies and enhancing distribution channel efficiency.
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Promotional activities should also be designed to correspond with consumer’s
preferences in order to improve competitiveness in the big bike market.

Keywords: Marketing Mix; Purchase Selection; Big Bikes
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Farauauusdeuleuiy

1. wihsaunaiguagsmissnuiiieadesiugnaimnssugugud aasi
QzfosdLasNLaziAUIANENINYBINaINTaT NI UBUS YU LE (Big Bike) 1o
aﬁuauuimm%’wﬁugm WU AUEUINIT WInsgIuANUaeaiy wagianssy
dueumsnaaidaszaunsal Welfiuanadesiuvesuilan

2. mirsaudi induguadiunsauuiAuLazaNUasniy AIsfazied
samunaasgrunsldaunaznisliuinisidaau Wesesfunmaifulnvesman
sadnseuesudunalug (Big Bike) waranaudssannisldanuluiaused i

3. ManvukariUsEnaunsasiazdesaihdeyangAnssuduslaaluldly
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o 1

voaffuilnaluusiasiiud Insaweiudififidnonmgs wu Smiavay3

darauauuziBaUURANT

1. Usznaunsaisi ez esliaudidyfunisimuing ndasilsd
AaANgs faussaugilansiu uazilendnualianizi osanuanisidenuin
Hadudunanfasiiisvinagiandensindulate

2. msfiazdesianntemansiadmingliiauagnn 1Wisine uawdl
1ATFIUNITUIMTTInauLaEnd a1 WiteadtsUsrauntsaifiduniusina
wazfinlomalunssndulade

3. Mg st muanagns A unaTliaennd safununmemans usiuay
dseves{uslnn Tneuiunnufuen (Value for Money) snandinsidsdugnusans

4. 57 azd ol nagns nsd wasunsnanas 1A eA 3 auazA ansTude
Uszaumsnl WU maveaestu (Test Ride) vizeRanssunguild wieasrsmssuiuasemiy
BAUAULUTUA
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5. gusznaumsAsiazesinnudAgiungAnssundainisde wu g
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UINITUAINITVIY N1IQRARNAT Uazn1Ta319¥uv U LY (Community) iionsesu
MIPeTAZNTUBNAD
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Inludludmindu q wiegiiniadu ierdsuiisuauunndnavesguilnaluus
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2. sfiazdesdnunifaded ui mduf onadenanenisdadulade
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91984 (Reference Group) LﬁaLﬁummﬂiamqmaaﬁumﬁ
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dnanlatosndnseususinlud

4. prsfiazdeaiaunuuitasadslaseains (Structural Model) L9y SEM
W oAlATIziAnuduius seniedaulseg i ud ounagii uauu ug1veq
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