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MARKETING FACTORS AND DECISION MAKING OF
PURCHASING INDUSTRIAL EQUIPMENTS OF AUTOMOTIVE
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Abstract

This study examines personal factor and marketing
factors which affect a decision making of purchasing
industrial equipments. In this study, a number of 185 high
potential automotive factories in Bangkok and Suburb,
Thailand were surveyed by using structured questionnaire.

The result of hypothesis test in this independent study shows
that the difference age and position of respondents affect
decision making of purchasing in significant level, but in
the another way, all factors of marketing mix are related to
decision making of purchasing industrial equipments in the
medium level.

As conclusion of this study, the distributor of
industrial equipments should pay high attention in personal
factors (i.e. age and position) of customer which are shown
affecting decision making of purchasing in high level.
Furthermore, reliability of product, high ability of personal
sales, and high quality of after sales service factor must be
continuously emphasized so as to keep long term
relationship with customers and competitive advantage in
this business.

Keywords - Marketing factors, Industrial
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