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Abstract

The objectives of this research paper are: 1) to study the level of marketing mix factors (7Ps),
trust, and purchasing decisions; 2) to examine the direct influence of the marketing mix (7Ps) and trust
on purchasing decisions; and 3) to investigate trust as an intermediary variable linking the marketing
mix (7Ps) and purchasing decisions. This research was conducted in the Kanchanapisek Road Research
Areqa, Bang Khae, Bangkok. It is a quantitative study with a sample size of 385, determined using
Cochran's (1963) formula, and selected through a Simple Random Sampling method. The Index of
Consistency (I0C) for all items ranged from 0.67 to 1.00, and the Cronbach’s alpha coefficient ranged
from 0.947 to 0.978. The statistical methods used in the research include percentage, mean, standard
deviation, and structural equation modeling (SEM).

The results of the first objective revealed that: 1) the levels of the marketing mix (7Ps), trust,
and purchasing decisions were high, with means of 4.25, 4.45, and 4.22, respectively, and standard
deviations of 0.481, 0.547, and 0.488, respectively; 2) the marketing mix (7Ps) and trust had direct
influences on purchasing decisions of 0.297 and 0.543, respectively. Additionally, the marketing mix
(7Ps) had a direct influence on trust of 0.750, and an indirect influence on trust of 0.407.

This research provides insights for used car entrepreneurs to improve their business strategies,

build customer trust, and influence purchasing decisions, thereby boosting future sales of used cars.
Keywords: (7Ps) Marketing Mix; Trust; Purchasing Decision
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