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Abstract

This study aimed to investigate the marketing role of Thai politicians, the level of their business
management skills and knowledge, and the influence of their marketing role on consumer purchase
decisions. Data were collected through in-depth interviews with three Thai politicians, The second part
of the study involved a survey of 400 eligible voters, who were randomly selected using accidental
sampling. The data were analyzed using linear regression analysis.

The results of the study found that the businesses of Thai politicians have been successful due
to their marketing planning strategies that combine the marketing mix elements to create a unique
selling point for their products and services. The results of the survey also found that the marketing
role of Thai politicians has a significant influence on consumer purchase decisions, with a statistical
significance of 0.05. The most important factors in this influence were the politicians' popularity or
political party affiliation and attitudes. The marketing mix elements that were found to be important
factors in consumer purchase decisions were the Product, Place, Promotion, People, Process, and

Physical evidence.

Keywords: Marketing role, Thai politicians, Consumer purchase decisions, Marketing mix
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nsdinaulateduiesinnsilosine x S.D. SIG
Al
618 4.27 0.49 297
(AN 4.32 0.44

N1SNAEDUAIY Independent Sample T-test WuIMYATUTLAINIAN@ATATUNANLANGIAY EIHARD

nmsanaulatedumuarusnsvesinnisilledneliuanmieiu (Sig = .297)

91g N X S.D.
18 - 26 U 212 4.41 0.33
27 - 421 158 4.14 0.57
43 - 58 1 30 4.32 0.37
nsdnaulateduiuesinnsiiosine DF MEAN F SIG
SQUARE
218
Between Groups 2 3.334 16.854 .000
Within Groups 397 .198

N15MAEBUAIY One-Way ANOVA F-test nui1d338Useynsmansauangiuanmeiy danasanis

fnauladedumuazusnsvesinnsdlesive sgradivediAymieeda (Sig = .000)
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fniUSeyanes 26 4.34 0.35
USgyayei3 313 4.29 0.47
ganIUTyan3 61 4.32 0.42

nssinaulageduivesinmsdiedlng DF MEAN F SIG
SQUARE
IZAUAIIAN
Between Groups 2 044 204 816
Within Groups 397 214

N1SNAFEUALE One-Way ANOVA F-test nuU31U338UsE01NIAEASAIUIEAUNITANSITALANAIIAY

dwanenisandulatiedumuazusnisvestinnmsdieslneluunneneiu (Sig = .816)

sele N X S.D.
1aliAy 10,000 U 72 4.36 0.31
10,001 - 20,000 uwn 132 4.41 0.33
20,001 — 30,000 um 138 4.35 0.41
30,001 - 40,000 um 30 4.01 0.63
11nN31 40,001 UM 28 3.64 0.66
nssinaulageduiuesinmsdiedlng DF MEAN F SIG
SQUARE
s18let
Between Groups 4 4.298 24.965 .000
Within Groups 395 172
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Regression Analysis: MPA) LitefAnuwnladeniidnsnasenisanduladedunuazuinisvesinnisifieslney

Model Summary

Model R R Square Adjusted R Std. Error of the Durbin-Watson
Square Estimate
rare 557 554 .30862 1.899

ArduUTEANSAINIMUA R Square WINAU 0.557 @48971187998A1UAUTUIDU, ANUTFUAR LazaAIU

gaunsalkarAlley Tanuduiusilamaiunisdnduladedumuazusnisvestinnsdiedive Sesag 55.7%

ANOVA 2
Model Sum of df Mean F Sig.
Squares Square
Regression 47.483 3 15.828 166.171 000 b
Residual 37.718 396 .095
Total 85.201 399
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NANTSILATIZUNNULN AN P-value <0.05 waneindivadeeg1ausenilatadenidnsnanenisinaulaie
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Coefficients @

Unstandardized Standardized

Model Coefficients Coefficients t Sie.

B Std. Error Beta
(Constant) 2.069 112 18.474 .000
fuAuduvey 290 .038 440 7.526 .000
PUTIAUAR 215 036 303 5.936 .000
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Model Summary

Model R R Square Adjusted R Std. Error of the Durbin-Watson
Square Estimate
9362 877 875 16360 2.236

s

AFUUIZANSAINIYUA R Square WU 0.877 #40191Ua380UNERAMY AIUTIAT AIUTDINIINITIA
MY ANUNITAUATUNITVIY AIUYARINT FNUNTEUIUNT AUANYUENIINIEAMN (7Ps) TAuduiusis

awsiunsdnduladeduiuaruinisvestinnisidlesive Seuay 87.7%

ANOVA 2
Model Sum of df Mean F Sig.
Squares Square
Regression 74.709 7 10.673 398.760 000 b
Residual 10.492 392 027
Total 85.201 399
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Coefficients @

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 462 .080 5.769 .000
ATUNER AN 255 019 348 13.176 | .000
AUTIAN .033 .020 .052 1.621 .106
PIUTDININITINTINUY 129 022 166 5713 | .000
AUNTELESNASYE .069 .029 .087 2.365 .019
AUYAAINT 113 017 160 6.675 | .000
AUNTEUIUNIT .160 .023 221 7.070 .000
AUSNBEUENIAYATN 120 021 130 5.681 | .000

HAN1TIATIENNUINTIAUREATUIN AMUTDININITIATIMUNEY AIUNTTAUETUNITVIY ATUYAAINT
AIUNTEUIUNIT ATUANBUENIINEAIN denadenisanduladeduaiwazuinisvetnnisillelneegall

PydAPUN9EDRANTTAU 0.05
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