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ABSTRACT
This quantitative research is to explore the consumer's behavior in buying used car and to study
the impact of below the line marketing on buying decision in used car of customers in Bangkok. The 400

questionnaires are distributed to respondents who infend to buy or already bought used car. The statistical
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techniques include Frequency, Percentage, Mean, Standard Deviation and Stepwise Mulfiple Regression
Analysis are used. The results show that most of respondents are female, age between 46-50 years old with
bachelor degree. Most of them work in state enterprise, total income between 20,001-30,000 bath per
month and mostly married. The hypothesis results also revealed that below the line marketing in overall are
not affecting consumer's buying decision in used car. Additionally, the specific variables related to below

the line marketing are tested, only event has impact on consumer's buying decision of used car whereas

word of mouth, direct mail, infernet advertising and telemarketing has not at 0.05 significance level.
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