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Abstract

This research aims to: 1) compare the purchasing decisions for anime products among people in
Bangkok province based on personal factors, and 2) examine the marketing mix factors influencing these
decisions. Data were collected from a sample of 386 individuals in Bangkok province using convenience
sampling. Questionnaires served as the primary research tools. Passed the content validity test. The
reliability values obtained from three experts and a non-sample group of thirty participants ranged
between 0.79 and 0.83. They utilized content validity testing tools provided by three qualified individuals
to ensure the accuracy of the content analysis. The statistical used for data analysis included percentages,
mean, standard deviations, Independent t- test, One-way analysis of variance, correlation analysis, and
multiple regression analysis. The results revealed the following:

1. When classified by personal factors, purchasing decisions varied significantly by gender and
average monthly income.

2. Results of the study of marketing mix factors (4Ps) on the overall decision to purchase anime
products, the study found that market promotion (b=0.21), product (b=0.16), price (b=0.10), and
distribution channels (b=0.09) were significant influencers, with a predictive accuracy of 39 percent. The

resulting equation is:

Yior=1.65+0.16 X1**+0.10 X2*+0.09 X5*+0.21 Xg**
Keywords: Purchase decision, Anime, Marketing mixed
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msstndulade 208* 143 156 343"
anﬂﬁwé’qmi?g@ 1.23 1.47 1.77 3.08*
NIN3FW 2.04* 1.24 1.79 3.33%*
nsdadulatedudedurluninsu Wesuuniladvamyaranuidiauuansstulufume uazdu
selfindenodeussnafitudfynieadn
a9 4 Jafodrudszaumenamaaiidssadonisindulatodudotiuz vesszrsiludmianganmumunas
(n=386)
B SE. Beta t sig
(Constant) 1.65 0.10 5.44%* 0.00
AURARM X 0.16  0.04 0.17 227 0.00
0.10 0.05 0.09 2.14* 0.04
0.09 0.04 0.08 2.12% 0.04
0.21 0.03 0.22 3.87% 0.00

AUTIA Xz
ANUTDINNEIATINUNY X5

FUNISAWATUNITHAN Ko
NANNSANEVBIBSNavealaTdILUSTAUN19NISAANR (4Ps) NTlnanean1sanduladenaedumaiwely

R? = .390
A5 wutadefidaalsenousis dunnsaaasusatn (b=0.21) sunansae (b=0.16) #1usian (b=0.10)

WY AIUTBINITRTIMUE (b=0.09) T81unanisnensainiugrSosas 39 Tneanunsaleuaunishanad

Yiot=1.6540.16 X1**4+0.10 X2*4+0.09 X3*+0.21 Xq**

5.1 435U uazaiusiena
\WRALFIUARAMBLIBN @0ARAITUUITEYDY Chanthaphon Sukserm and Gratitude Hiranyasomboon [20] #

Anwses weinssunMsBenisdenisauvesisuluwniuiiniana1svesUssinalnedman1snaae uauNRgIunNU

5. a3U afuTeNa uazdaiauauuz
1. madndulaiiendedumeiiuelasduunandadediuyana wuinianuuanseiusume wazseld
feunfiszaunisfine wazsglddeidouniownndsiulszaunnudaiusiundndusiwnnd 19iu dugeund

A 918 817N SEduMsAnw wazmeldeifeundounndetuiiszdunuAndiusiiunsdaaiunismainuaneis
fu yaradiidvsnadenindondenilidedaruduiusiumeuazrordnvesferu wasininisoonviisdentiguisy
Iyifianuduiusivengvee uardennnosiunuideves Wirongrong Phuwichai [21] fidnwues milouuay
mif}"fﬂﬁﬂ%Lﬁaﬂ%aﬁuﬁwﬂuLﬂ'?\laaﬁuaaﬁamwﬁmmé’aLﬂwmmam% WHNIAVIVURANTTANY NI InAkazsela
sowdeuresifnogaiivddmisatn dafuduyanavesdfnidnadensfnduladentodudsuiion Ao e
uaz 1eldreiieurasnseuatiogsitddymisada nansidedananazdandeiu Anuiogfunnssiudana
Giamsé‘f@ﬁu’ia%@?{uﬁwm"mmﬂLL@WWSm%"uaaulaﬁmaqQ’U%Im‘[,uwmﬂ?qmwumumuazﬂ%um%a vosrusinalulun
ngumavuasliuanssiuegeiiduddameadanszdu 0.05 wiiengasfuiadelrunnsidusuaudn
uazannsadssalinsindulauandatuld udidosnntagtumaluladnndisengnddlafalilidmain
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9N 6
Atsadawut Thongthammachat, Wonchanok Chaiyasunthorn and Nayika Kamles [22] fidnw ‘anﬂiiumﬁa

2. Yadgdrnuseaunmanisnana (4Ps) Nilnasanisinduladendedumaiwzluninsiy nuintadendina
TUSIAT HAY AUYBINNTIAINNUNY @BAAFBINUINUIIUDY

Usenaume Aunsduasunain aunand
Fuvatlemaluiiuiinianaiavessemalng Tnanan1s3denud Yadesudiuussaunenisnain aundnsioe

AIUIIAT AUTBINNITINTINUE BazAIUNITAUESUNIIAIRTiNadengRnsIuaAuATldIelneadslun15Fe

o

dualonasiands
5.2 daiauanugluitauleune

1. mydnduladendedumeiiuzlneduuntadudiuyananud e waz auselaad sdiyanase

woudianuuanssiulunsdadulade dwlumslianuddyiundugniniinaiseiud Suumedinniueiisy

FIUARAFBLABUTILANAIIY

wwilvu Aeueg1als Wedawusngunaialidanuuasvangay dwsunelaiagy
HUszneumsmsiideyadurndaaularnsesienuden1svegna TnandumlussAurainaigsiauasuan
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AMIVAINVIAIBYRIMERsueiAIUg LU
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wanvaeransluowanlaunu nusedladafan n1sInn1sdanagns wav wWielinisideeliudietduenie

erdanunm iWelilidayainanvaeuagn snLaIN1sTawaIn
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