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Abstract

This research aims to study the behavior and understanding of the decision-making
process when purchasing a service contract for the maintenance and repair of
Uninterruptible Power Supplies (UPS) among UPS users. Additionally, it seeks to investigate
the 7P's marketing mix factors that influence the decision to purchase a UPS maintenance
and repair service contract. The research adopts a quantitative research approach, utilizing
concepts and theories related to purchase decisions, the marketing mix, and consumer
understanding of purchase decisions as the framework for this study. The sample group
consists of 315 UPS users who have previously purchased a UPS maintenance and repair
service contract from organizations in the Bangkok area. The research method employed is
a survey, using an electronic questionnaire as the research instrument. Data analysis is
conducted using basic statistical methods.

The study found that UPS users who have previously purchased a UPS maintenance
and repair service contract from organizations in the Bangkok area are mostly male, with
operational-level positions, responsible for computer departments. They have been in their
jobs for 3 to 5 years, hold a bachelor's degree, and work as employees in
companies/shops/private organizations. Their behavior when purchasing a UPS service
contract is as follows: they typically choose a one-year contract over a multi-year contract.
The one-year contract is often renewed annually, in accordance with the calendar year for
purchasing service contracts. The service contract is generally purchased separately for the
UPS only. They choose a contract that includes spare parts, excluding batteries. The
primary reason for purchasing the service contract is to set a fixed budget for expenses.
They tend to have more than one brand of UPS, rather than just one brand. The size of the
UPS ranges from 5 KVA to 80 KVA. The total value of the annual service contract fees is
between 100,001 to 500,000 Baht. Additionally, their supervisors are involved in the
decision-making process for purchasing the service contract.

The marketing mix factors have a significant influence on the decision to purchase a
UPS maintenance and repair service contract, with a high level of impact overall. These

factors can be ranked from most to least influential as follows: Process, Price, Promotion,



People (service staff quality), Physical Evidence, Product, and Place (service delivery

channels).

The study on the marketing mix factors influencing the decision to purchase a UPS
maintenance and repair service contract for organizations in the Bangkok area found that
the factors related to Product, Price, Service Delivery Channels, Promotion, Service Staff
Quality, and Physical Evidence significantly affect the decision to purchase the service

contract, with a statistical significance level of 0.05.

Keywords : UPS maintenance and repair service contract, purchase decision,

marketing mix.
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