thdpfifinananisananlofo GPS Tracking §1MIUIRLRAEIRLAAA
b2 a o
29aNAIUIEN A

Factors Influencing the Decision to Purchase GPS Tracking for Personal Vehicles

by Customers of Company A

LRUE

NELAT Ny §313808

lag

WWRMINOHAYN @AW 6514193122

UNANLa

% o

nwispiiiiiandszasdine) iNannuaduiinadeniidaiulade GPS Tracking dwiL

noudInYAAaraIanAILTEN 2) thakundiuldlunsmeaauazmslasanliasiuany

%

v ‘Dﬂq/ dl v 1 e A tﬂy . Q/ a o vada a a o
(ﬂ’P]x‘]ﬂ’li‘llﬂ\‘lHT@LWQI%G’]U@IBﬂ’]‘JG}@ﬁ%FL%‘]IQ GPS Tracking NUN1NUIBN 1°mmﬁ]m°mﬂsmm NI

v o

A'l A n{ =3 £% A 6 a 6 a %
400 A% LmawaﬁlﬁumilﬂwagaﬂaLLUUﬁaumuaauvl,au ANTALATIEN agagﬂmmumﬂmlm
SOATINTIAUT 1T AtafuazdIndoIUnINAIZI% LRZNMINARDUFNNAZIUGY t-test, ANOVA
LAZATILATIZHNIINADAY luﬂﬁiw@aauawmagﬁmﬁmzqmwué’ww”uﬁizmwﬂﬁ]ﬁ)”mm 9 WALNNT
. nq &
AR AT

NANNTIFuWLINTAT8uaEI BUTZAUNIINNTARNA (7P’s) laun WAaAmH a1 lUslutis

% '

UANINT wazn1unIw 8ndwaedslisddydenisdadulade GPS Tracking laslanizean



%

MUAIN LTH mmﬁm%aﬁaua:qmmwmaaqﬂmtﬁﬁﬂﬁ%’ummﬁm@gaq@] Ty meNa T wTaIn199a
° ' A ' v A ' A o o o ¢ o ' ° @ o A

FsuaznIzLIBMI Bilnadansaaawlaad ey naansainaauniniin ldsuldine
w”@umﬂaqwﬁ‘ms@m@lﬁmm:auﬁ'ummﬁaqmsmaa;ﬁu‘%‘[nﬂ LT muﬁu@@miu@i”'mwmuﬂaa@ﬁ'y

wazanuuduinlunsldinu nufmsdsudpuimmainnonaiuanaiawelaldiignd
ANSA: MIAAFKLITE, GPS Tracking, #aulIzaunInIIaana, aAnawdaiio, anaLang

Abstract

The purpose of this research is 1) to find out the factors that affect the purchase decision of
GPS Tracking for the Company's personal car 2) to apply it in marketing and advertising to meet
the needs of buyers to make it easier to make a purchase decision with the Company. The tool
used to collect data was an online questionnaire. Data analysis was performed using descriptive
statistics such as mean and standard deviation, and hypothesis testing was also performed. t-test,
ANOVA and regression analysis In testing the hypothesis to identify the relationship between
various factors and the purchase decision.

The results showed that the marketing mix factors (7P's) were product, price, promotion,
personnel, and physical. It has a significant influence on the purchase decision of GPS Tracking,
especially in physical aspects, such as the reliability and quality of the device, which is the highest
priority. Meanwhile, distribution channels and processes do not have a significant impact on
decision-making. The results can be applied to develop marketing strategies that are suitable for
consumer needs, such as emphasizing safety features and accuracy of use, as well as improving

after-sales service to increase customer satisfaction.

Keywords: purchasing decision, GPS Tracking, marketing mix, reliability, accuracy
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