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Abstract

This research article aimed to: 1) compare service usage decisions to use pet grooming
services in Bangkok based on personal factors; and 2) identify the marketing mix factors influencing the
decision to use pet grooming services in Bangkok. This research employed a survey method. A sample
of 400 individuals who had previously used pet grooming services in Bangkok was selected using multi-
stage random sampling. Data were collected using questionnaires. Descriptive statistics included
percentage, mean, and standard deviation, while inferential statistics included one-way analysis of
variance (ANOVA) and multiple regression analysis. The results revealed that: 1) most respondents
were female, aged between 31-40 years, held a bachelor's degree or equivalent, were single, worked
in the private sector, and had an average monthly income of 15,001-30,000 baht; 2) the overall level of
opinions on marketing mix factors was at the highest level. The personnel aspect had the highest
average score, followed by process, price, physical conditions, distribution and product while the
marketing promotion aspect had the lowest average score; 3) the overall level of decision-making in
using services was also at the highest level; 4) personal factors such as gender, education level,
occupation, and monthly income had a statistically significant effect on the decision to use pet grooming
services at the 0.05 level; and 5) marketing mix factors that significantly influenced the decision to use
pet grooming services were price and personnel, which together accounted for 26.90% of the variance
at the 0.05 level of statistical significance. Therefore, price and personnel factors influence the decision
to use pet grooming services. The results can be used to determine marketing strategies and develop

services that effectively meet the needs of target customer groups.
Keywords: Bangkok Decision to Use Marketing Mix Factors Pet Grooming Services
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ABSTRACT

The objectives of this research are to examine personal factors, marketing mix factors,
and the decision-making process of purchasing electric vehicles (EVs) among residents in Samut Prakan
Province. The objectives are to compare EV purchase decisions based on personal factors and to study
the marketing mix factors that influence such decisions. The sample group consists of 400 residents in
Samut Prakan Province who use electric vehicles. Data were collected using a questionnaire. The
statistical methods used for data analysis includes frequency, percentage, mean, standard deviation,
one-way analysis of variance (ANOVA), and multiple regression analysis.

The results revealed that most respondents were female, aged between 31 and 40
years, single, held a bachelor's degree, worked in the private sector, and had an average monthly income
of 25,001-35,000 baht. Overall, the marketing mix factors were rated at a high level, as was the decision
to purchase electric vehicles (EVs). Statistically significant differences at the 0.05 level were found in EV
purchasing decisions based on age, status and occupation. Five marketing mix factors (product, price, promotion,

people, and process) were found to significantly influence the decision to purchase EVs at the 0.05 level.

Keywords: Marketing mix factors, Purchase Decision, Electric Vehicle (EV)
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Unstandardized | Standardized Collinearity
Coefficients Coefficients Statistics
aaudsinwe t Sig.
B Std. B Tolerance | VIF
Error

(Constant) 1.22 0.14 8.55 | 0.00*
1. GunBanm (1) 025 | 0.04 0.34 6.43 | 0.00" | 035 | 2.83
2 fuIan (X2) -0.13 0.03 -0.22 -3.85 | 0.00* 0.30 3.28
3. UTAININITIA 0.07 0.05 0.08 129 | 020 | 028 | 3.57
MUY (X3)
4. MBFILFINNITANNG 0.1 0.03 0.17 3.87 | 0.00* 0.53 1.87
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R = 0.78, R*= 0.61, Adj. R>=0.61, F = 88.18, Sig. = 0.00

o o e

* JnpdANIaanIzay 0.05
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Tasmunsadouaunisneinsainisenawladosnsudlndn (EV) 2asUszmanlusinia
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A

Y =1.22 + 0.25X1 + (-0.13)X2 + 0.11X4 + 0.34X5 + 0.11X6
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Abstract

The lack of knowledge and understanding of age-appropriate nutrients results in children and
youth selecting inappropriate food consumption, while traditional learning media lack interest and
participation. This research therefore aimed to develop and evaluate the effectiveness of an augmented
reality card game for promoting interactive learning of essential nutrients in each age group, using a
Research and Development approach with effectiveness tested through a One Group Pretest—Posttest
Design. The sample consisted of 25 lower secondary school students obtained through purposive
selection.The game was developed using Unity and Vuforia Engine, utilizing augmented reality
technology to enable players to view three-dimensional food models by scanning ingredient cards to
select consumption according to age group and accumulate points. The game supports 8 players in a
Turn-Based format with a Face Manager system displaying 3 levels of character facial expressions to
reflect food selection results in real time. Assessment instruments comprised a knowledge test and a
satisfaction questionnaire, with data analyzed using Paired Sample t-test statistics. Experimental results
indicated that knowledge scores increased significantly from 3.24 to 3.92, representing an increase of
0.68 points, and learners demonstrated the highest level of satisfaction at 4.75, particularly regarding
content understanding and game appeal. It was concluded that this augmented reality card game is
effective in promoting nutrition learning, contributing to motivation and the development of analytical

thinking skills through enjoyable and interactive gameplay.

Keywords : Augmented Reality Card Game Game-Based Learning Interactive Learning Nutrition

Education
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2) TUABUNINTEYNLFINITRIN9ATY (Extra Action Phase)
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ﬂauauq@ms‘u amuﬁawmﬁanmLuumsmzmLamvl,@mmmamnaaamaLﬁaﬂ laun ns
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3) UUABUILLATH (End Turn Phase)
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Waulun13auinu (End Game Condition) inwazfugaasdafifisuaularazuunldaa
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#1198 asu1y %198 5118
— e e = T — ”
5) wihaatayaianaudwiy ] 7) ninveauLnu
’ LFAITBYAUDIRTENWNT | LLam%a;deuﬁmuz,ﬂm‘%mﬂu
Tnsi LLazQNaaﬂawnIﬂiLLﬂsu

6) WIH1DAZULHHIIY
a
LEAIALLUBTINS B9 NNN |

oy LLa:ﬂuﬂé'uvlﬂﬂﬁwﬁau

¢
5.6 N19aNLUULANNIIA

& A [y & & o a0 y o o A
ﬂ']i@]ﬂl‘]ﬂ%Lﬂﬁﬁ]z‘]Ji:ﬂa‘U@]’JUﬂ']i@]ﬂ']i@@naz@]iﬂ%uﬂl,ﬂu 4 PIINVYLRT 2 LWE QIA1INN 2

LAZIMTULATRITENAIIAINNTIN 3 NFDANRBINLTIIVDIAINZAT

M157190 2 iagamimmiﬁmm:aumumﬁwaom%ﬂ@‘ﬁa:m

2Ty (6-12 1))

$CHROL MALE
FenFuuuy

ssamsfisndumalnmnms
- Tuséu (Protein)
< laiurfiad (Good fat)
« Sandiuilsin (Vitamin B Complex)
* TIQLAAN (Iron)
I TESNMIlnTWINT
« Agndiwia (Vitamin A)
« Aadud (Vitamin C)
- uaaLde (Calcium)
- WagWa3& (Phosphorus)
« §INR (Zinc)
- lala@u (lodine)

« wunfiiFay (Magnesium)

S
SCHOOL FEMALE

SUSTHUNTIY

gsmmnsndumslaswins

- Tuséu (Protein)

- lasiurdiad (Good fat)

« Aanfindsau (Vitamin B Complex)
* TIQLAAN (Iron)
ssmsEsNmMalaTwng

« Aaduwta (Vitamin A)

« Aandud (Vitamin C)

- uaaLdey (Calcium)

- WagWa& (Phosphorus)
- Gadion (Selenium)

- §9NeF (Zinc)

- Iaa (Folate)
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a '
M13191 2 (AD)

2eIuw (13-19 1))

ﬁ’]ia’m’]iﬁﬁi’lLﬂu"{ﬁdlﬂ‘ﬁu’m?i
« Aadud (Vitamin D)

« Aanfund 12 (vitamin B12)

* IGLAAN (Iron)

« §anz& (Zinc)
ﬁ’]ia’m’]ﬂﬁ%uﬂ’ldiﬂ’ﬂ%ﬁﬂ’ﬁ

- liséu (Protein)

« §anz& (Zinc)

- upaLGew (Calcium)

)

3
an e
s

ﬁ']ii]’m']i‘ﬁﬁ’]Lﬂuﬂ’]d{ﬂ’ﬂu’m’]i
« 3adud (Vitamin D)

« 3anfind 12 (vitamin B12)

* TIQLAAN (Iron)

« §NeH (Zinc)
ﬁ']ii]’m']itﬁ%&m’]ﬂﬂ‘ﬁu’m’]i

- uaaLe (Calcium)

« §NeH (Zinc)

- Iliaq (Folate)

Jui e (20-59 1)

gsmmnsndumslaswims

- Aafiudsin (Vitamin B Complex)
« Aan&Aud (Vitamin D)

- upaLdeun (Calcium)

- uunfiBoy (Magnesium)

« luazdu (Niacin)

« AanAud (Vitamin C)

- lawr-3 (Omega-3)

I IMTES UM lnTUINg

« Aan&Auf (Vitamin D) + uaaidiun (Calcium)
- lawr-3 (Omega-3)

< An&Aud (Vitamin E)

ssamsfisndumalazwms

- Aadiuisin (Vitamin B Complex)

« Aafwd (Vitamin C)

- uaaLdiuy (Calcium)

- laladu (lodine)

- TawM-3 (Omega-3)

IR NIlATMINT

* TIQLAAN (Iron)

- uaaLdie (Calcium) + AaAuA (Vitamin D)
- Iiaa (Folate)

msmmsﬁl?ﬁﬂLﬂumﬂﬂ’nmms
« 3an&Aud (Vitamin D)

« Aandfiud 12 (Vitamin B12)

* ARALIF (Cholesterol)

- upaLdeun (Calcium)

- uunfidou (Magnesium)
ﬁ’ﬁa’]ﬁ’]ﬂﬁ%&l‘ﬂ’]diﬂ‘ﬁu’m’ﬁ

« 3an&Aud (Vitamin D)

« Aafiud 6 (Vitamin B6)

« AanAud (Vitamin C)

- Tal™-3 (Omega-3)

ﬁ’]iﬂ’]ﬂ’ﬁﬁﬁ’]L'fluﬂ’]diﬂ”ﬁu’]ﬂ’]i
« 3an&ud (Vitamin D)

- Aandiud 12 (Vitamin B12)

* ARBLIN (Cholesterol)

- uaaLdey (Calcium)

- lusluladn (Probiotics)
ﬁ’ﬁﬂ’]ﬂ’ﬁlﬁ%ﬂﬂﬂdiﬂ’ﬂu’]ﬂ’ﬁ

« 3andiud 6 (Vitamin B6)

« Aedua (Vitamin K)

« 2w (Vitamin C)

* ABLIN (Cholesterol)
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M13199 3 @Tﬁazhanﬁﬂi’@lqﬁuLLazﬂTaQaIn‘*nmmﬂumu

#@1991%19 MNI #1991
§1397M13aN (Main Nutrient) §1391%13WaN (Main Nutrient)
« Sandiud (Vitamin E) « Wwa¥ (Fiber)
« lu3ud (Healthy Fat) « Sanfiud (Vitamin C)
mulizlumi (Benefits) qmuszlumd (Benefits)
- thysialauszzuunaaalion a . ﬁaﬂﬂauquﬁmﬁn
- JasiumaFanvasioag . muqmzﬁuﬁwmzﬂmﬁam
* TIUQUARINTIDL o min arnix . La‘%uqﬁfjuﬂ”u
§17DIMTILETY (Additional Nutrients) {::E §1391W19L& 33 (Additional Nutrients)
- Tuséu (Protein) .._.?::__.._. - wAdin (Pectin — tduloazansin)
« IWwaf (Fiber) P - M3duayyadane (Antioxidants)
usmq (Minerals) %Mvw U319 (Minerals)

- wuniliden (Mg / Magnesium)

- uAaLay (Ca / Calcium)
7295filmanzau (Suitable Age Group)
« Jt3u (Adult)

* Wg9ee (Elderly)

- InunaiBes (K / Potassium)
Fagifmanzan (Suitable Age Group)
« Jt3n (Teen)

+ dlwnj (Adult)

§1397W13%aN (Main Nutrient)

« Inunaides (Potassium)
qmulszlumi (Benefits)

« Snwanuaulafia

. ﬁuw‘.wé’amuiwmm
§1I9IMTILETY (Additional Nutrients)
- Tu5@u (Protein)

usmq (Minerals)

- Inunandon (K)

- uunfiday (Mg)

42958filwanzau (Suitable Age Group)
. fﬂju (Teen)

« dlwaj (Adult)

CORIANDER
wni

s

§1397M13aN (Main Nutrient)

« AaNwLa(Vitamin K)

« Jenduta A (Vitamin A)

< lWiua¥ (Fiber)

Qmﬂiziu"nﬁ (Benefits)

« TIUAANDLARLADTON

* TAVHAUDINIT

* NIEdUMIINNWIBITEILGaNaIT
139131833 (Additional Nutrients)
« Aeniud

« AINUALYAAFIT (Antioxidants)
usmq (Minerals)

« uAaLdaa (Ca / Manganese)

* TIQLAAN (Fe / Iron)
FagipRmanzay (Suitable Age Group)
- dlwnj (Adult)

* {y9ang (Elderly)

6. HAN13298
6.1 HANTINAINILNN

mnmsﬁwmLﬂumi{ﬂﬁ’l‘ﬁmﬂiﬂaﬁmwnﬂm%aLa'%uLﬁamiﬁ'ﬂugﬁﬁmﬁum‘smmﬂu
F3013281 T UULRAIRININT 2 — 5 INEIGL 15UIINNNA 2 (D) a'au%fiwamw’%'mﬂuﬂﬁwamﬂmm
watwatagu deznaudiaiy "SuLny” dwndudngniniRendazas wazu "eananin” fmiula
waUwWRLAT

MW 2 (@) wihsamaliandaza iz iwngian ;&“LdummmLﬁan@]"’m:mﬁﬁaaﬂ'ﬁvlﬁ
INNIRAA 8 WU Faudsanagasiouazine leun ToiSou, W3, Q’l,mg WA iDL \alRandaazas
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v XK 1 d' 2 1 v 1 s 1 d' v a d' v
WiI39na1ly "Start" iNaLdgREIIeMTIARINANAN §21 NN 2(A) uaasniunaniiduninae
frTudLiuwnu I@ﬂﬁ“ﬁagaﬁ"sammamﬁmuu wazunInIUANMlIzNausunan 4 1u ldun Play
#uIuLdandpIgwNRNITA AR &% ‘Next Turn’ wWalldouianily ‘Rules’ S1M3UQN@nT Waz ‘Score’

fNIVURAINZ U] ‘571&lﬁ\‘ll!Nﬁ?%%ﬂﬂﬂﬂﬁ]’]ﬂ%ﬁ’m’]ﬂﬂl%

pnl] A
e
=z

Exit

(9)

AINN 2 EIBNIINABNY

2NN 3 %ﬁﬁﬁ]mﬁa@dun@ﬂ'u 'PLAY' kol WRATHAZIANA89 AR, NHis Lol B0 9883

o & o a Aaa ' Ay , . X 4 A
Vl,iJmmimmqﬂtu FULALFAIINLAR 3 DAVBIDINT IWITRININIRUAK azditfy 'Eat Unngiin Tailla
ﬂml,ﬁqumuaxvlﬁ'?umLLuu Tapazld 3 AZUUWAINAIRITIRNIZRNNUTIIIDVDIAINAT LAY 1 AL

1 JQ& 1| o o 4 v Qs a ﬂ‘:
mnmmﬂummmu uaﬂmﬂumﬁq:u 'Info’ mmun@Lﬁagﬁm:tﬁmmagammmq@uuu6]

score 0

“. v v
ANN 3 AWIRUNY AR LLatLLﬁ@]\‘l"llaHaﬁ’liﬂ']‘lﬁ’li

~ o A X { o !
WA 4 LRAININIBLEAINAAZUUY (Scoreboard) T99zLlINUnLilarlawnaLw ‘Score’
PINRUNBMITLEURAN I@Uﬁ]:LLamswzJ%aLLa:ﬂ:LLuwnaa@duﬁ'\mm w%’auﬁaﬁ'ﬂé"uﬂ“ﬂﬂm’%'mﬁnﬂ;é’ﬁﬁ
AZUBUNINNGR (BLUUKEA) Vlﬂﬂ'dcjﬁﬁﬂ:uuuﬁaﬂﬁqﬂ Hisuaansanaila ‘Close’ tNadantiensuas

ﬂﬁ'ug'mﬁ'm anm e le
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scome o a i
/-/’ / s

Close

ANN 4 AEURAINZU LY

WA 5(n) WinaauaaIToYAAI8LATVBINLA (Character Info) %w:ﬂﬁﬂgfmﬁa@duﬂ@
1Ju “Info Character” uumau%a;jl,dmnﬂvsﬁfwam‘ndu%é'ﬂ (Gameplay Hub) lagaziaasneazidaa
301NN T UNEAIT LTI T BUAZINATEIFIRTAT LT FITETMIIRENTITHNMLABINT §1TONRITETH
wziwe uazmiazlomiyesasanmisudazsiia Lﬁalﬁ@,ﬁimﬁﬂamwﬁ'}ﬁ'rymaamimmﬂuﬁmi'ﬂ
PoIAULEY Hlauau1Innau “Close” wadawihesuaznavlusimteanadunanle

(7 ==

 scHoOL MALE TuSoum 1
- msnmssdntéwedsens
= B (Proteinl |
n e ‘
@ S8 Vi ) Compen]
8 Sl fron)
+ et s
* S A Vtamin &)
T S € it €Y
woauota Phosphoresh
-
. dered (Zinc)
s agream)
oy s tusd.
+ wmmmtatulosonms grasnbuada
e
R
]
b _4
.....
M) ()

AINN 5 ﬁﬁﬁLLam"L‘TaQa@ﬁa:m

NMILRAINAVDIRNINA182AT (Face Mood System) mmmLﬂﬁﬂuvlﬂ@nuﬂumuﬁgmu
1630 waasasnwd 5) lasnanisnaseuluaaiunisoiassugaslitAiuinrzuuidfouaninle
ausauazuuuiivue 1w lowihiudedisudazuuugs lunddunaadaazuuuagluszauiu
v L 1) 4 U ol A 1 Y v 1 v o a 1 a v
nas uazlumihnnaniatholaldazuuud Setielddidudnlanaswivainsfinemsudaz oiiald
] I 1 a v Aa v
heduuazauaiunaiouidaldnay
> -‘:{ =) v
6.2 HAFNONDNINITITENI
mydsziduldninmnaSouinnazuuunaseunawiouuaznanion lasduuunasay

TIRUA 10 T8 WU NANINARBLNLLULNARELANNIT AW TIULAZARILTUUNL IIAZULUIIAREWAITEY
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ga"fm’m 3.24 \ilu 3.92 ;ﬁﬁ?’ﬂvlﬁﬁﬁmi’imﬁzﬁiagaﬁaﬂaﬁﬁ Paired Sample t-test tWaLUSauifioy
AZLUUNOWIULAZNAILILY wmfmzLLuu%é'aL%ugaﬂ'jﬁriauL%uaﬂwqﬁﬁfﬂé’lc«s]”tyﬂwaﬁaﬁszﬂ”u .05 (t
=3.10, p < .01) %@a:ﬁamﬁﬂmuﬁmmﬁﬁmﬁ'i_lmsmmnﬁlu%wé’amﬂ‘bﬁi:uumwmﬁ?@] AR LEAIAI
o197 4

013197 4 LRAIALARDUATRIWDBILLUIATIIUYBIAZUUUN DT ULRTRAITUU (n = 25)

MINaFY Aady ) S.D.
fowIeu 3.24 0.81
NRILTE 3.92 0.74

6.3 N15UszIdBEaAN1IIIY
Y A A & A o & ' a ' A '

AMIIAYIEENTAINVBIM AN WA WU RlaswLINTU T AW D% 2 FIuAe §IU8INTT
ﬂi:Lﬁummﬁa‘walamnnsjmi"aas‘nLLa:msUi:Lﬁu‘ﬂs:%ﬂﬁmwrml,’%'ﬂujmnﬂzl,l,uuwﬂaauﬁauﬁuu
LRTHAILILY

} A < o = A9 o i} .

I IUszidnanuianelrazluuuseunnuanuninalafnltuiangInlszunme 5
920U (Likert's Five Rating Scale) 19% m*sﬁmmmLaﬁﬂslfgﬂl,mu"ﬁ'n (Interval Scale) lasfmuuainast
a3tk Aade 4.21-5.00 Inagluszauianala "unfiga”, duads 3.41-4.20 agluszan "un”, duads
2.61-3.40 agiluszau "thuna1y”, duade 1.81-2.60 agjluszau "ey”, uazd1Lads 1.00-1.80 alu
IzU "deuniga” TaginisutsnsUsziinnaaanunii 3 9au Aa AWNNITOONUULLNULAZANNERL
U 1 v U U Q o a @ A IA 0 > '
muﬂiﬂwﬁmaﬂmﬁﬂugl,l,a:mmlmla LRZAWANT TN WINNEENNTAALALNITAN T TINFUAIDLN
W WINSUUTUNTINAN N D UFUI NI 25 AL

PN =] oA A A ' o A o A o

NamiﬂszmumwuwawalawmmmLmm’mag‘ﬂ 4.75 aglmmumnﬂq@ Tagaunla
ﬂ:l,mugaﬁq@ 1A aMuEnlaraInITHNIHaE AR AN 191828935 NTLE% LLazgﬂLmuIm@a
mmiﬁ’ﬁwiﬁuauﬁmma:lﬁmmaai‘mqﬁﬂﬁf@mu AIuaaslunansnen 5

A19190 5 Namiﬂsuﬁummﬁaw E]l‘-D"Il AN QIL"I%/@] 3] Lﬂllﬂ']’ﬁs@ L& ﬁ%ﬂ{]ﬂ’]‘iﬁﬂ%iﬁ?’iﬂ’]ﬁ’]‘iﬁ’) HING ﬂI‘H’Iﬂﬁ

AR (n = 25)

s1anmsissidin Aade s.D uwdawa

AIWNITOONULLLNALAZAMNWIAW LD
MIIAINAINBUALEINLITNALLRINTEY 472 0.64 Nﬂﬂ“(d]lij@]
fFunaznmindagannuaula 4.64 0.48 mﬂﬁq@
AnzasLasFyansoiinaula 4.84 0.37 mﬂﬁq@
m3binalulad AR vilhauaSouazian 4.68 0.52 mﬂﬁq@
LROILALAUATLIENALLNULANNZ AN 452 0.51 mﬂﬁq@
59 | 468 0.50 nnfga
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A13199 5 (D)

s1an15UsLA% ALRAL S.D wilama

¥ 6 1 = ¥ L
ﬂ’]%ﬂ?zt&l‘ﬁ%@l?Jﬂ']iLiEl%gllazﬂ')']&l L“ll'lsl‘\l

inutanlidladasansamsidinauastaauin 452 0.65 mﬂﬁﬁg@
Lf‘:amlw,nuﬁmwgﬂﬁ"aqLLazLﬂuﬂsﬂwﬁ 4.84 0.47 mﬂﬁzg@
inutasldaanTnansimsemsLazuAs WS leTad 4.88 0.33 mﬂﬁzg@
mnuaanniane Wlfluiiadedriuled 476 0.52 mnﬁq@
gl Lﬁ@LL‘N@]ﬂalumﬂ%mufﬁiaﬂnmmmi 4.80 0.44 mnﬁq@
nw| 476 0.48 Wniga
AIMNITNAUINNBLNITAALALNIIAA ALY
mmi:{fulﬁl,ﬁ@miﬁ@%miw:ﬁua:é’@ﬁﬂ% 4.72 0.54 mﬂﬁ‘q@
LNUTIINAIWINN BN IUATYWILAZNITININ S 4.84 0.48 mﬂﬁ‘q@
mwLa'%:uaﬁ”']\i@maJﬁu%lumsﬁmuiﬁaﬂnmmmi 4.80 0.52 NNT a9
mwmmmﬁﬂﬁﬁjﬁﬁmﬁﬂmwuﬁ@a‘?ﬂdaﬁﬁmnfu 4.72 0.54 mﬂﬁ‘q@
| 477 0.416 nnflge

7. ands1gNan1sIY

MMEANIR@WILNINTaANUITIEINRadLET N TS U Te M TIuETaUzdin wudn
i:uumminﬁﬂmuvlﬁgnﬁaamuﬁaammuvﬁ NILUEINVDINITATIIUNTATI8nalulad AR N3
WEAINALULAREIMITANNAR MIAIUIALULUBANNANIANLFNVBIENTANMNTIUTTBE § TINHINT

§ v L { Qs IA [l vV a L v . .
wWasuAnthmazainuazuuui lau StoldifanisSouiinunmildaay (nteractive Learning) uaz

o

aa@aﬁaaﬁ‘ui’mqﬂi:mﬁmaamu’? Uﬁﬁaaﬂ'ﬁlﬁ@,’%wn‘maaﬁmmir;i’mﬂ'lmiw,nuLLa:miﬁdmim
oeaaLiios
Namsﬂ'mﬁmmumaaun’am’%'smuawé“oL%'me@ﬂﬁt,ﬁuﬂw;‘ij”muﬁﬂnmu%é'aﬁﬂugﬁuasha
satau lagdladsen 3.24 tRnduidn 3.92 SsmonadoanuuwIAnuas Game-Based Learning uaz
IMWIVVI Hamari et al. (2014) uaz Sailer et al. (2020) 'ﬁmelﬁl,ﬁud'mﬁmmumlm”lummﬁ'mui
mminLﬁwmmaulaLLa:Naé'quﬁ%amsSﬂmauQL'%sJu"L@T wonaniimsle AR Fresadszaunyel
ﬁam%waai’mqﬁummﬂugml,uumuﬁﬁ ﬁﬂﬁ@dmﬁﬂamimmnmzvﬁiaﬂmﬁummﬂw’fi‘%ﬁﬂﬁ
numanndaIny Garzén et al. (2019) WL AR fuaBindenadwin1iioui uazraaadaIny

a & A
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Abstract

The objectives of this research were 1) to investigate consumer behaviors influencing the
decision to purchase handguns under the royal thai police welfare project among investigative police
officers 2) to study perceived product value and store image affecting the purchase decision 3) to
examine the purchase decision-making process and 4) to test the impact of perceived product value and
store image on the decision to purchase handguns. the sample consisted of 385 police officers who had
previously purchased handguns through the welfare project. Data were collected via an online
questionnaire (Google Forms) and analyzed using descriptive statistics including frequency, percentage
mean and standard deviation and Multiple Regression Analysis. The results of the study revealed the
following.

Perceived value and store image analysis regarding the impact on purchase decisions perceived
value was highest in terms of price value followed by functional value and emotional value respectively.
for store image the most significant factor was in store products followed by the physical environment
and Instore service.

Regarding the purchase decision there was a high probability of future purchases from the royal
thai police welfare project followed by the intention to purchase if an opportunity arises and products are
available even if the price exceeds expectations.

Hypothesis testing the analysis of perceived product value showed that functional value
emotional value and price value had a significant positive influence on purchase decisions. Similarly
store image factors specifically sales promotion physical environment and In-store products exerted a

significant positive impact on the decision to purchase handguns.

Keywords : Consumer Behavior Perceived Value Store Image Purchase Decision Royal Thai Police Welfare

Program
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Abstract

This academic article aims to analyze the role of artificial intelligence (Al) in tourism marketing
communication by synthesizing knowledge from contemporary research, with a focus on the transition of Al
from an operational tool to a strategic partner in the marketing communication process. The study employs
an analytical literature review based on international academic databases and relevant research in the
tourism context. The synthesis of knowledge reveals that Al plays a significant role in three main
dimensions: (1) the creation of effective marketing content that can compete with human-generated content;
(2) the enhancement of tourist experiences through chatbots, virtual reality technologies, and personalized
communication; and (3) the development of innovative marketing communication formats, such as virtual
influencers and Al-powered digital media. However, the adoption of Al also faces challenges related to
consumer trust, bias toward Al-generated content, and ethical issues concerning accountability and data
privacy. The article proposes strategies for the hybrid application of Al combining human and technological
capabilities to enhance marketing communication efficiency while preserving the authenticity and identity of
tourist destinations. The findings have significant implications for the development of tourism marketing

strategies and policy formulation in the digital era.
Keywords: Atrtificial Intelligence Marketing Communication Tourism Digital Content Tourist Experience
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