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ABSTRACT

Objective of the research subject "Factors Influencing Concert Ticket
Purchasing Decisions of Consumers in the Bangkok Metropolitan Area," aimed to
study the purchasing decisions classified by personal factors, as well as to examine
marketing mix factors and the Absolute Income Theory factors influencing concert
ticket purchase decisions. The sample consisted of 400 consumers who had
previously purchased concert tickets and resided in Bangkok. A convenience
sampling method was used, and data were collected through questionnaires. The
data were analyzed using descriptive and inferential statistics. The results revealed
that most respondents were female, aged between 27-42 years, held a bachelor’s
degree, and worked as private company employees. The factors that significantly
influenced purchasing decisions included autonomous consumption, distribution
channels, and marketing promotion, which together explained 20 percent of the
variance in purchasing decisions. Among these, autonomous consumption had the
greatest influence, aligning with Keynes’s Absolute Income Theory.

Keywords: Marketing Mix Factors, Absolute Income Hypothesis Factors, Purchasing
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Tunsivendeilifunisidouulinaaes (Non-Experimental Research Design)
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Sovaw 5 nauitegs 400 Au MRS EennduiiegauuuazAIn (Convenience
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1 adRiBamssaiun (Descriptive Statistic) Wlumsliameideya futolud
1.1 Aaud (Frequency) wagAniosay (Percentage) AUfILUINIH
Uszrnsmand Wun ma 01y seRun1sfing endn Yeaeildlunisdensneudsn
Aatuflineiury
1.2 Aade (Mean) wagduilsauunnsgiu (Standard Deviation) fiu
FauusidsedunsTadeliunm Wiun Jadediunaunianiseain dadengudsele
fuysal mandulafornsreuddsluuanianmmuas

2. afifeysy (Inferential Statistics) Tlunsiinsigvideya feoluil

2.1 madnauladornsnoudinvesfuslaaluwangamamunssiuun
mudadeunnauseneume e ldnsinsendeyameaiia n1snaaey t-Test

2.2 madinduladetnsneudsmvasiuilnalunnsanmamiunsdinun
muladeuAnaUsENaume 918 SEAUMIAnY 919w IWn1sinsendeyanieainniy
LUSUTIUNIAET (One — way ANOVA) mnnuadsuandisazilugnisiseuiisusies
g5 LSD

2.3 vieAnwdadvdudstaumsmseainuasdadenquiseldduy salil
Svwadonisdndulatetnsmeudinvosfuilanluamnsanmamuas nnsiesgi
Jayarmuainannegnam (Multiple Regression Analysis)
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NaN1539eNnUIn greuwuuasuaudulngidunwandgs 91gsening 27 - 42 1
G?fﬁmayﬂumju Generation Y Aalueway 72.25 aunsAnuiseaulsnens Anduseos
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" Std.
Uade B Beta t Sig. F Sig
Error

AAad] 7.497E-17  0.045 0.000 1.000 16.347  0.000*
ANUNANNUN 0.096 0.052 0.096 1.866 0.063
ANUSIAN -0.034¢  0.055 -0.03¢ -0.626 0.532
ANULDINIIR 0.172 0.055 0.172 3.101 0.002*
ANUUNY
ANUNITALESY 0.160 0.053 0.160 3.023 0.003*
NIIN1IRNATN
auselatagiu 0.046 0.055 0046 0.833  0.405
ANUNITUILNA 0.204  0.054 0204 3772 0.000%
R LUITRA

R=0.447, R Square = 0.200, Adjusted R Square = 0.188, SEE = 0.901 *sig < 0.05

mami"im'ﬁwﬁmmamaEJL%a‘wvmiu (Multiple Regression Analysis) Wu1"

dfuusdase Smau 3 da duarenisdndulad etnsrouddnvesduilnaluan
AT UMNUNIUAT LABLToaa1fuINnd 1uT Trageandie A1un1suilansmlusld
A1 B = 0.204 ,A1UYDINITAINUIY A1 B = 0.172,A1UNITEBATUNIAITAANR
A1 B = 0.160 pgsflifuddamnaadffisedu 0.05 Tnodulssansanduiusnan (R)
Wity 0.447 warlimaanunsnedunenuuUUsureInsiaduladeld Souay 20 fin

AMUANPLARDUVBINITNEINTAIN + 0.045 FIANUITOASNEUNITONNDY LARIT

Y = 0.204 (MUNISUSINASALULRA) + 0.172 (ANUIDINIIAINNUY) +

0.160 (ﬁ?l&ﬂ’]ﬁﬁxﬂﬂ%ﬂﬂ/ﬂﬂﬂ'ﬁﬁﬁ’lﬂ)
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