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ABSTRACT

The objectives of this research were: (1) compare personal factors affecting fuel-
saving purchasing decisions. of consumers in Bangkok and; (2) to study integrated
marketing communication factors that influence fuel-saving purchasing decisions. of
consumers in Bangkok

This research was quantitative research. These are consumers who drive fuel-
efficient cars. In Bangkok, the exact number is unknown. A sample of 400 people was
sampled using a simple random sampling method. Using a questionnaire as a tool to
collect data. Statistics used in the analysis include frequency, percentage, mean, and
standard deviation and finding the Pearson correlation coefficient.

Major finding: ( 1) Comparison of personal factors of consumers deciding to
purchase a fuel-efficient car versus a fuel-efficient car. Of consumers in Bangkok, it
was found that education level, occupation, status, and average monthly income
influenced the decision to purchase a fuel-efficient car. As for gender, age, and
number of family members, It has no influence on consumers' decision to purchase
fuel-efficient cars in Bangkok. Statistically significant at the 0.05 level. Marketing
communication factors that influence the decision to purchase a fuel-efficient car. of
consumers in Bangkok are advertising, sales promotion, and the use of salespeople
with statistical significance at the 0.05 level. As for public relations and direct
marketing It has no influence on the decision to purchase a fuel-efficient car. of
consumers in Bangkok with statistical significance at the 0.05 level and (2) marketing
communication factors affecting the decision to purchase a fuel-efficient car like a

fuel-efficient car of consumers in Bangkok with statistical significance of 0.05
Keywords: Integrated Marketing Communications, Decision, Fuel Efficient Cars
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