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ABSTRACT
The objective of this research was to study the marketing mix factors affecting the decision

to buy amulet of consumers in Bangkok. Data were collected through questionnaires from 400
samples of consumers who previously purchased amulet and lived in Bangkok. The data were
analyzed by descriptive statistics. For the hypothesis testing, inferential statistic, multiple regression
was used. The results revealed that 58.5 percent of the respondents were females, 90.3 percent
age between 19-21 years old. Around 67.3 percent of the fortune-enhancing products purchased
were amulets, and the most preferred platforms purchased was Facebook with 47.3 percent. The
reason for purchasing was for peace of mind with 62.0 percent, and 43.5 percent of the average
cost per purchase was 3,001-4,000 baht. The hypothesis testing results showed that the exchange
in marketing mix 4E factor positively correlated with the decision to buy amulet in Bangkok,
followed by evangelism, experience, and everywhere at the 0.05 level of significance. All four
factors together could predict the purchasing decisions at 51.4 percent. The Predictive Equation
could be constructed in Unstandardized score, and Standardized score as follows:

The Predictive Equation in Unstandardized score:

§ = 2.259 + .264(X;) + .248(Xy) + .141(X,) - .134(X5); R? = 0.264

The Predictive Equation in Standardized score:

~

7 = 324(7,) + 320(Z,) + .156(Z,) - .148(Z,)
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d. Predictors: (Constant), Exchange, Evangelism, Experience, Everywhere

e. Dependent Variable: mssndulagainiedsnavesuslan lunguvmumiuas
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Auslna Tungammamuas Tuansu

msandula  AsEdng N334

Aauds W Uszaumisal  AnwduAl  nsidatie anuduwus  VIF
X 4.51 4.43 4.40 4.38 4.26
S.D. 413 456 .508 456 533
nssaaulate 287% 417% 267% 386*
A5E51 .383%* 375%* .196%* 1.228
Uszaunisal
AUALAN 556% 360 1.537
QRETLATN 550" 1.897
T NEURUS 1.445

a o (Y

* fvdAgnseiAnszAu .05
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INAI51I 2 HANTTIATIEAANTUAUS  nI0N15Aday Multicollinearity lagiansauiann
Y84n15a9UsTAUNITAl ANANAT N15WI89 A1 Variance Inflation Factors (VIF) wu31 diAeg
WazN15ESNANUFUNUS dsnanon1sandulade  T¥rIg 1.228-1.897 laadiA1s131 10 WaneInd@a
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M131991 3 HAN13ILATIEYINITARRBENAN (Multiple Regression Analysis) vosladediulsvay

nsnaniidenarian1sindulatioln3eesavesruilaalunsunnumuas (M35 Stepwise)

Collinearity
. nmsdaauledainiasss Statistics
AU T p-value
Std.
B Beta Tolerance VIF
Error
AAadi 2259 0221 10235  0.000
AUAUALAT (X,) 0264 0044 0324  6.055 0.000 0.651 1.537
AIUNITASANUTUNUS 0248 0.040 0320  6.168 0.000 0.692 1.445
(Xg)
AUNNSAS19USEAUNNSE 0.141 0.043 0.156 3.255 0.001 0.815 1.228
Xy
AUNTLIET (X5) -0.13¢  0.054 -0.148  -2.486 0.013 0.527 1.897

a. Dependent Variable: nMs@ndulatoln3nisis

R Square (R?) = 0.264 Adjust R Square (AR?) = 0.256 Std. Error of the Estimate (S.E.) =0.356

F = 35.385 p-value = .000

Y = 2259 + 264(A1uANA) + .248(n15a519Auduiug) + 141(nmsasadszaunised) - . 13a(nsidndle); R? = 0.264

~

1 = 324(2,) + 320(Z,) + .156(Z,) - .148(Z)

NA5199 3 nudn defiarsanainig
adpfldosursnnesinvesinuslusuuy
@umsa awn Tolerance wag Variance Inflation
Factor (VIF) Wu31 AauUsdaseynaldan
Tolerance 9031 0.2 Famungaudn laiifia
aesfuvesudslusuuudunsainiuly
Aakuy Euns @adang, 2563) waziile
N156841A1 Variance Inflation Factor wu3n @
uUsBasenndilen VIF tfeendn 10 Semnea
11 il ansanfuvesiuUsuuudunsainiy
Iu(?hl,wuﬁ (Daoud, J. I, 2017) dlofiasanen
pvalue ansnasuneldin fuusdassiidema
sonisiaduladewndossnavesduilanaly

nennuvuas 4311w 4 Yade lnenanle

AINaENUIsaRBUALNAFIUNMTITelanssialull

nsas1sUszaunsal (X))  (B=0.141, p<0.01)

=

AUANAT (X,) (B=0.264, p<0.01) N5KU1A4 (X)

(B=-0.134, p<0.01 kaznSaS19ANFUAUS (X,)

(B=0.248, p<0.01) o8 efifed 1 yn1sadfd

329U 0.05

Uadearunsadreuseaunsal (X,)
AAUFURUSITIUIN (= 0.287) Loy

AINANIINTILATADNISANFULIT BLATDITN9VDY

1

AUSLNA TUNFIMNUMIUAT FeANraINTIaNY

Y

YDIATBITN NIT IS HUTIMUTTTUNTBAIUYD

MsuLALeYRYA UAYNITUSMSA
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§ = 2.259 + .264(AUANAT) + .248(N5a319ANNENRUS) + . 141(MsadesUsaunsal) - .134(nsidniie);

Multiple Regression Analysis by Stepwise
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v 1
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