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I
The objectives of this research ~ere 1) to examine purchasing behavior

I
of used car consumers in Chiangmai proviryce; 2) to investigate activities, interests

and opinions in their lifestyles; and 3} to gr~up lifestyles of used car consumers in

Chiangmai province. The research sampl+s were 323 used car consumers in

Chiangmai province.

The data were collected by m~ans of close-ended questionnaires and

analyzed by using the SPSS with the apPlic~tion of the chi-square test, ANOVA and

factor analysis

The results showed that the TajOrity of the respondents were male.

married, worked as private firms' employees, Ihad income of 5,001 to 10,000 Baht per

month and owned a car.

The respondents were classi~ed into 9 groups according to their

lifestyle: the :,peed preference group, the hi~h class group, the freedom preference

'group, the search for car news group, t~e search for knowledge group, the
.
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challenging group, the careful group, the self-reliance group, and the car decoration

for entertairlment group.

The respondents within the! high class group were found to have

different opinions in types of cars, car mahufacturers, car prices and time spent on

making purchasing decisions. the speed preference group, methods of car

purchasing; the search for car news grollip, types of car; the self-reliance group.!

methods of car purchasing. and the challenging group. time spent on making

purchasing decisions


