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Factors Influencing the Decision to Purchase Volvo Lubricant Products: A Case

Study of Truck Transport Operators

WY ANINA °1j3fl,€a

UNANLa

o '
s =

Ao Ta o & o = o 9 & , o A &
mysaniiiaglemdide 1) Ansfadudulzmnimaaininadansdafuladge
a % 6 ] di 6 1 =4 >3 1 d'd 1
NRAA DA TRROAUVBILLTUAIBALT waz 2) AnTadpandszanninsaananinadanis
“ A A’l’ a o 6 1 dll 6 1 1 s 1 =S U 1 v
daduladaniaimsiasndeduuasutsudiaald ngudainife gusznaumavusidinInusinn
F1UI% 400 AR I@ﬂliﬁmuaaumuLflw,ﬂ%aaﬁalumuﬁmamamﬁaﬁla FDAN LT IUNNTIATIERT NS

u

ldur draud drdouas duads Srwdsauunasgu uazmIienzinITnanaawRe

v

NANNTILWLIN 1) TR0 UU TN IAaas euszaunsAninadan1saafulade

o a

a o & oA & ' ' Y o Aaad o o
Nﬂ@]ﬂmmaﬂiﬁaaauﬂladLL‘LITLL(ﬂ’JaaI’J AHANEA YIS ty“/l’]\‘iﬁﬂ@lﬂiz(ﬂu .05 2) ﬁ‘ﬂ‘ﬂﬂﬁ’)uﬂizﬁ&m’w

NMINAN FIRHAANTHN AIUIIN LRZEIWNITRILEIUNNTANNG ANRGINITAN R L ATONRAN WNET

waaAuaIuLIUMIaald adnlindaynialiadnizal .05 lasdunianusilaniwauniga

fMEnn: KAaNUIRIIMAEAY, LTI, FInlIENNIINIeaIa, MInaFulade

Abstract

This research aimed to 1) study the demographic factors affecting the purchasing decision

of Volvo lubricant products and 2) study the marketing mix factors affecting the purchasing decision



of Volvo lubricant products. The sample consisted of 400 trucking entrepreneurs. Data were
collected using questionnaires and analyzed using frequency, percentage, mean, standard

deviation, and multiple regression analysis.

The findings revealed that: 1) Among demographic factors, education level significantly
affected the purchasing decision of Volvo lubricant products at the .05 level. 2) Among marketing
mix factors, product, price, and promotion significantly affected the purchasing decision of Volvo

lubricant products at the .05 level, with product factor having the strongest influence.

Keywords: Keywords: Lubricant Products, Volvo Brand, Marketing Mix, Purchasing Decision
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