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ABSTRACT 

The purpose of this research was to study marketing mix factors affecting loyalty and 

trend of purchasing behavior for personal car of Toyota in Sarnutprakarn province. The study 

was conducted with the following objectives I) To compare purchasing behavior for personal car 

of Toyota in Samutprakarn province with respect to their personal background categorized by sex, 

age, education, occupation, monthly salary. 2) To study the relation between marketing mix and 

purchasing behavior for personal car of Toyota in Samutprakarn province. 3) To study the 

relation between marketing mix and loyalty for personal car of Toyota in Samutprakam province. 

4) To study the relation between loyalty and trend of purchasing behavior for personal car of 

Toyota Sarnutprakam. The 300 customers of Toyota in Sarnutprakam province were selected as 

sample using Yamane's formula and convenience sampling. The research tool consisted of a 

closed-ended question questionnaire. The statistical techniques used were frequencies, mean and 

standard deviation, Chi-square, Pearson product moment correlation coefficient. 

The results of the study found that: 

I. Purchasing behavior for personal car of buyers of Toyota in Samutprakam province 

who had different sex, age, occupation, monthly salary were different in the purchasing behavior 

with statistical significant at the level of .05. 

2. The marketing mix (price and promotion) were related to purchasing behavior with 

statistical significant at the level of .05. 

3. The marketing mix were related to loyalty of personal car of Toyota m 

Samutprakam province with statistical significant at the level of .05. 
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4. The loyalty of personal car of Toyota in Sarnutprakarn province were related to 

trend of purchasing behavior with statistical significant at the level of .05. 
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