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ABSTRACT

The main objective of this research was from domestic car-consumer to examine the influence of trust factor to consumer while

purchasing a car and study how the trust mechanism developed from the different trust factors agter trade.Business enterprise could

realize the real need and desire of consumers to manufacture the products which could provide added value to consumers,and

control these factors to establish the good relation with customer for long term. Major findings of this study were highlighted below:

1.The trust factors which affected the constumers before personnel,company features,product features,experience sources,and the

medias. 2.The trust factors which affected the constumers after buying cars could divide into the interaction with sale personnel after

sale,service quality,and product quality. 3.The owners who had different types of cars considered the interaction with sale personnel

more importand,but the medias before buying cars and the product quality after buying cars less important. key Words : key words,

key words, key words, key words, key words
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