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ABSTRACT

This research aimed to: 1) study the customers’ personal factors and behaviors in selecting to
buy the second-handed motorcycles at Worachoke Mortorcycles in Phranakhon Si Ayutthaya; 2)
investigate the marketing factors affecting the customers’ decision in buying the second-handed
motorcycles; 3) compare the factors affecting the customers’ decision in buying the second-handed
motorcycles in relation to the personal factors; 4) compare the marketing factors affecting the
customers’ decision in buying the second-handed motorcycles in relation to their behaviors in
selecting to buy the second-handed motorcycles; and 5) seek the relationship between the customers’
personal factors and their behaviors in selecting to buy the second-handed motorcycles at Worachoke
Mortorcycles in Phranakhon Si Ayutthaya. The data were collected from 316 customers buying the
second-handed motorcycles at the shop. The instrument was a questionnaire. The statistical analysis
was performed in terms of frequency, percentage, t-test, F-test and Qui-square.

The findings revealed that most customers were female, in the ages of 26 — 35, finished high
school and vocational certificates, worked as employees in private companies, earned 7,000 — 9,999
baht per month and were single. Regarding their behaviors in selecting to buy the second-handed
motorcycles, most of their reasons revealed on modern looks and technology. The target in selecting
to buy the second-handed motorcycles was at general shops selling motorcycles. The favorite brand of
the second-handed motorcycles was Honda Wave. The prices bought were during 30,001 — 40,000
baht. The size of the favorite motorcycles was 125CC and way in paying for the second-handed
motorcycles was on installment plans. In light of the marketing promotion affecting the customers’
decision in buying the second-handed motorcycles, high levels of their decision revealed on the
products, prices, demonstration channels, marketing promotion, the service procedures, places and
physical environment and the officers giving the services.

According to the marketing factors, differences in the customers’ careers affected differences
in their decision in buying the second-handed motorcycles, and differences in the customers’ prices in
buying the motorcycles affected differences in their decision in buying the second-handed

motorcycles at Worachoke Mortorcycles in Phranakhon Si Ayutthaya.



