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Abstract

This research aims to examine the influence of lifestyle factors and the marketing
mix on consumers’ purchase intention toward off-road vehicle accessories of a
particular brand. The study investigates consumers’ lifestyle characteristics, product-
related marketing mix factors, consumer behavior, and purchase intention toward
off-road vehicle accessories. The sample consisted of 335 consumers in Bangkok,
Chonburi, and Rayong who intended to purchase off-road vehicle accessories of a
particular brand. The sample was selected from 400 questionnaire respondents after
screening for normal data distribution. Data were analyzed using percentage, mean,
standard deviation, one-way analysis of variance (ANOVA), and multiple regression
analysis using the Enter Method with SPSS version 29.0.1.

The findings revealed that respondents reported the highest level of agreement
regarding lifestyle characteristics, the marketing mix (4Ps), and purchase intention. Key
lifestyle attributes included preferences for challenges, nature exploration and
off-road activities, fulfilling childhood dreams, seeking communities with shared
interests in off-road vehicles, valuing safety, and participating in competitions. Regarding
consumer behavior, 49.3% of respondents purchased products due to brand popularity,
65.1% made purchases one to two times per year, 41.5% spent more than 30,001 baht
per purchase, and 60.9% relied on online media for purchase decisions. The hypothesis
testing results indicated that the ten independent variables, comprising lifestyle and
marketing mix factors, jointly explained 52.8% of the variance in purchase intention at
a statistically significant level. Significant predictors of purchase intention included
preferences for nature exploration, safety orientation, product factors, distribution
channels, and marketing promotion. The findings provide practical implications for
strategic marketing planning, product development, channel selection, and promotional

activities to better align with the behaviors and needs of target consumers.

Keywords: Lifestyle characteristics, Marketing mix, Purchase intention, Off-road vehicle

accessories, Consumer behavior
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