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Abstract
Background and Aims: Study of Seamless marketing that affects the decision to buy used
cars in Phitsanulok Province It arises from the changing situation of consumer’ use of digital
technology. Behavior Current purchasing committee and living a new way of the objectives:
1. To study the level of seamless marketing opinions and purchasing decisions Used cars 2.
To study and compare the decision to buy used cars. Classified according to personal factors
and 3. To study seamless marketing that affects the decision to buy used cars.
Methodology: This is quantitative research with a sample group of people who decide to
buy a used car in the Phitsanulok Province 384 people. The tool is a questionnaire. Basic
statistics used to analyze the data include frequency, percentage mean standard deviation
Statistics used to test hypotheses include t-test and F-test and Multiple Regression Analysis.
Results: 1. The level of seamless marketing opinions that affect the decision to purchase
used cars in the Phitsanulok Province is at a high level. When classified by aspect, it was
found that the aspect with the highest average was understanding. Behavior and expectations
of consumers, followed by building bonds with consumers. delivery side Experiences that
continually meet the needs of consumers and connecting channels to consumers 2.
Comparison of the decision to purchase used cars in Phitsanulok Province. Classified by
factor It was found that people who decide to buy used cars with different occupations and
incomes have different opinions on the decision. There is a difference in choosing to buy a
used car with statistical significance at the 0.05 level. As for those who decide to buy a used
car with no difference in gender, age, status, and education; and 3. seamless marketing that
affects decision making When choosing to buy a used car in Phitsanulok Province, it was
found that perception of the problem and post-purchase behavior influence on Decided to
buy a used car with statistical significance at the 0.05 level.
Conclusion: 1. Integration of communication channels between businesses and consumers.
both offline channels and online channels Including arranging systems within the business so
that they can be completely connected. Help every channel Able to work efficiently and
provide consumers with the most seamless experience. 2. Consumers Always make decisions
about various choices of products and services in everyday life. where consumers choose to

buy products or services according to information and limitations of the situation and 3.
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problem recognition and behavior after purchasing a car Secondhand influences the decision
to buy secondhand cars in Phitsanulok Province.
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