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The purpose of this research is to study the demographic factors and marketing mix
factors in buying motorcycles of consumers in Bangkok Metropolis. The sample employed in this
research includes 400 people. Then, the data is gathered by questionnaires. The hypothesis is
tested by analytical method of chi-square statistics and ANOVA statistical techniques. The results
are processed by the SPSS program. It is found that

The demographic factor such as sex affected buying toward figure and brand. Age
affected style, price level, brand to buy, reason to buy, and objective to buy. Education aﬂ‘e?ted
style, price level, brand and reason to buy. Occupation affected style, price level, brand, reason to
buy and objective to buy. Income per month affected style, price level, brand, reason to buy, and
objective to buy. A person in family affected decision making by comparing before buying, style,
price level, reason to buy and brand.

The marketing mix factors such as product, place, and promotion affecting buying

behaviors except price.





