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Abstract

This research was aimed to (1) study the guideline of strategic management that affected business running
of car dealers (2) compare the guideline of strategic management of BMW and Audi dealers (3) rank the strategic
managements that were used most by the dealers of BMW and Audi in Thailand (4) look for the reason for buying
cars. The population and samples of this research are BMW and Audi dealer and customer who own BMW and Audi
cars. Using recording with semi-structure interview. The recorder was decoded word by word to analyze the content
of the interviews. The result of the study revealed that the guideline of strategic management affecting business
running of BMW dealers was a strategy at the organization level, namely the strategy focused on stability (60%).
The strategy at the organization level most affected business running of Audi dealers was the strategic focusing
on the growth of the company (100%). The strategy at business level that affected business running of BMW and
Audi was the strategy focusing on the leader of the capital (76.67%, 80%). The strategy at function level that most
affected business running of BMW and Audi was marketing strategy (70, 66.67%). The comparison of the
guideline of strategic management of BMW and Audi dealers showed that the strategy at the organization level the
organization level of BMW dealers utilized first was the strategic management focusing on stability (60%) while Audi
dealers took the strategy focusing on growth first (100%). It was found out that the strategy at business level focusing
on capital leader was firstly taken by both BMW and Audi dealers (76.67, 80) and at the strategy at function level,
it was found out that both BMW and Audi firstly took marketing strategy (70, 66.67%). The ranking of strategic
management that was mostly used by Thai BMW and Audi dealers were the strategy focusing on stability (60%),
strategy focusing on growth (100%), strategy focusing on leading in capital (76.67, 80), and strategy focusing on
marketing (70, 66.67) respectively. The main reason for making decision of customers to buy cars at BMW and Audi

dealers was they were confident on after sale service (53.33, 60)

Keywords: strategic management, automotive dealer
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