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Abstract

Abstract

With the increase of car ownership and sales volume in China, more attention has
been placed on comfortable driving and user-friendly automobile air conditioning
controller. Internationally, automotive air conditioning controller production is
concentrated in a few large companies in Germany, Japan and the United States, of which
some have established joint ventures or wholly-owned companies in China. At the same
time, the purchasing decisions of the various automobile manufacturers have become
more rational and have demanded more product diversification, differentiation and
customization. Therefore, more attention has gradually been increased towards how to
meet the changing consumer demand.

How to develop in the fierce competition? Is it possible to enhance customer
satisfaction and loyalty by improving service quality and customer value? These are
issues that attract the attention of Danlaw Xicheng, a native company in Fujian province.
The goal of this thesis is to analyze the behavior, requirement and purchasing influential
factors of the various automobile manufacturers. Particularly, to understand their
willingness to buy and the factors affecting purchasing decisions. Recommendation is
then made for future product development and marketing of Danlaw Xicheng.

The theories of consumer behavior and marketing strategy are first introduced,
followed by explaining the consumer behavior research. Research on consumer behavior
of automobile air conditioning controller was conducted through distributing
questionnaires to Danlaw Xicheng 's direct customers and potential customers. SPSS was
used to analyze descriptive statistics and correlation analysis between dependent variable
and independent variable. Based on the statistical analysis and the actual company
situation, recommendation on decision and marketing strategy is presented.

Influential factors of the automobile air conditioning controller purchasing decision
and consumer behavior characteristics were discovered through the research and analysis.

As a result, Danlaw Xicheng can adjust their marketing strategy according to the



Abstract

customer demand, improve services, and enhance customer satisfaction. In addition, this
research hopes to provide help to other manufacturers of automobile air conditioning

controller.

Keywords: Automobile Air Conditioning Controller; Survey; Marketing Strategy;

Danlaw Xicheng
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