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Abstract

Research Factors affecting luxury car buyers in the Central Region. Case Study:
BMW Cars. The purpose of this study was to investigate the factors affecting luxury car
buyers in the central region. And to study the 7Ps marketing mix that affects luxury car
buyers in the central region. Case Study: BMW Cars The example was used. Car
dealerships Data collection tools were questionnaires and statistics used for data
analysis: frequency, percentage, mean, and standard deviation. The hypothesis test is
also used. One-Way Analysis of ANOVA, regression analysis of two or more variables

and multiple linear regression.

The research found that Demographic, age, educational level, occupation and
income are different. Luxury car buyers in the central region. Case study: Different
BMW vehicles. Marketing mix factors 7Ps. And service processes. Affecting luxury car

buyers in the central region. Case study: BMW cars at statistically significant level.
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