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ABSTRACT

The objective of this independent study was to study marketing mix factors affecting
consumers in Mueang Chiang Mai district towards purchasing car batteries. The data were
collected from 400 questionnaires distributed to personal car drivers in in Mueang Chiang Mai
district by using convenience sampling technique The data was analyzed by descriptive statistics,
frequency, percentage and means and analyzed by Inferential statistics: t-Test and One-way
ANOVA. The hypothesis was tested at 0.05 level of significance.

The study found that the majority of respondents were male, aged 40-49 years old,
owner of business, the highest level of education was bachelor’s degree, have fixed income
10,001-20,000 bath per month, experience in driving more than 10 years, drive car every day, the
car used regularly was a 5-10 year olds car, used pickup truck, used GS brand car battery, used
low maintenance battery, Maintenance and check the battery 1-2 times per year and replaced the
battery once every 2-4 years.

The marketing mix factors that the respondents considered at the high level of
importance by the ranking order from the high mean level to low level on Product, Place and

Promotion respectively. They had a moderate level of importance of the factors on Price



Sub-factors of marketing mix factors with highest mean score were quality of product,
the lifetime of product, product warranty when have problems, ease of maintenance, politeness
and human relations of sales staff, the right process of replacing the battery of the battery shop,
speed of the service, have car park for replacing the battery, can use the old battery to ask for
discount and advising the battery that suitable for the car.

The respondents who had different in gender, level of education, fixed income, type of
car used, brand of battery used, type of battery used considered differently in level of importance

on marketing mix factors at 0.05 significantly statistic level.



