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ABSTRACT

This research “Factors Influencing the Intention to Participate in Activities of T-POP
Artists Among Audiences in Bangkok” aimed to (1) investigate the factors influencing the
intention to participate in activities of T-POP artists among audiences in Bangkok, and (2)
examine the influence of these factors on the intention to participate in activities of T-POP
artists among audiences in Bangkok, categorized by personal factors. The sample group for this
study comprised 400 T-POP artist audience members residing in Bangkok. The findings revealed
that marketing and accessibility factors, auditory perception experience, behavioral experience,
and relational experience significantly influenced the intention to participate in activities of T-

POP artists among audiences in Bangkok at a statistical significance level of 0.05

Keywords: Experiential Marketing, Perceived Value, Intention to Participate in Activities
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