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Abstract

This research study The objective was to determine the demographic factors that
influence the decision to buy a bicycle. The study of consumer behavior to influence the
purchase decision cycle. The sample used in this study is the use of bicycles in everyday
life. The sample group comprised of 150 by means of a convenience sample by storing
only those who cooperated in the questionnaire. The statistics used for data analysis were
frequency, percentage, average, and standard deviation. For the test hypotheses (t-test)
and a one-way analysis of variance (One-Way Analysis of Variance) the researchers
found.

Most consumers are more males than females between 26- 36 years old, single,
with a bachelor's degree. Private company employees Department stores and average
revenues per month 20,001 to 30,000 baht a bicycle buying behavior of consumers found
that the majority of consumers have bought a bicycle for the purpose of saving and
comfortable journey. With the use of bicycles in everyday behavior. MERIDA your
brand and most consumers buy a bicycle that is structurally strong. Durable and looks

sleek.



Also found Consumers are so important to the marketing mix factors that
influence the decision to buy a bicycle. The overall level By consumers to focus on the

product side. First The focus of the marketing campaign was ranked second.

To test the hypothesis that the average monthly income, occupation and influence
the purchase decision cycle by combining the products, pricing, distribution. And the
promotion of marketing but sex, marital status, age and education level did not affect
their decision to purchase a bicycle. Overall, the products, pricing, distribution. And the
promotion of marketing.

Also found The purpose of buying a bicycle for the economy because it is
convenient for everyday influence the decision to buy a bicycle overall cost of
distribution. and the promotion of marketing. It also found that The purpose of buying a
bicycle on the product side The behavior of the bicycle influencing the decision to
purchase a bicycle in the price. and the promotion of marketing. Technology or
innovation does not influence the decision to buy a bicycle by the products, pricing,
distribution. and the promotion of marketing.

But make your bicycle and external components do not influence the decision to

buy a bicycle by the products, pricing, distribution. And the promotion of marketing.



