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ABSTRACT

This research is about a study on the influence of marketing mix on consumer’s 

purchase of Perodua cars in Klang Valley. The study aimed to identify marketing mix, 

which are price, product, promotion and place or distribution that most influence the 

consumer’s purchase of Perodua cars in Klang Valley.

The survey is conducted at Klang Valley. The sample size for this study is 100 

respondents who purchase Perodua cars. Data obtained using two methods that are 

primary and secondary data. Respondents are required to answer the questionnaires 

that contain the marketing mix that influence them to purchase Perodua cars. Data 

are analyzed using Reliability Test, Frequency Table and Cross-Tabulation through 

SPSS Program.

The sampling technique that had been used in this study was nonprobability 

sampling. The result shows that price are most influence consumer’s purchase of 

Perodua cars compared to other marketing mix.
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