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Abstract

This study aims to: 1) examine demographic characteristics, service marketing-mix factors, and
motivational factors influencing the decision to purchase luxury perfumes in Bangkok and metropolitan areas.
2) investigate the impact of service marketing-mix factors on the motivation to purchase luxury perfumes in
Bangkok and metropolitan areas. This research employs a quantitative approach, utilizing a questionnaire as
the primary data collection instrument. The target population comprises consumers who have previously
purchased luxury perfumes and reside in Bangkok and metropolitan areas. Given the indeterminate population
size, the sample size was determined using Cochran’s formula, resulting in a total of 410 respondents.
A convenience sampling method was employed for participant selection.

The findings of the study are as follows: 1) The majority of the respondents were male (50.7%), aged
between 21 and 30 years (83.7%), and held a bachelor's degree (89%). Most participants were employed in
private companies (68.5%) and had a monthly income between 15,001 and 20,000 THB (32.4%). The most
frequently used perfume brand was Calvin Klein (37.3%), and the preferred fragrance type was floral,
characterized by a sweet and refreshing scent (23.9%). The primary reason for purchasing luxury perfumes
was personal use (91%). The average expenditure per purchase luxury perfumes ranged between 3,001 and
6,000 THB (52.4%). Regarding respondents’ perceptions of service marketing mix factors, the overall level of
agreement was the highest (X = 4.455, S.D. = 0.669). When analyzed by specific factors, physical
characteristics received the highest level of agreement (DZ = 4.511, S.D. = 0.722). Similarly, the respondent’s
overall motivation to purchase luxury perfumes was rated at the highest level ()E =4.385, S.D. =0.714). Among
the motivational factors, the perception that luxury perfumes meet the expected quality standards received the
highest rating (JE = 4.410, S.D. = 0.864). 2) The study further revealed that various service marketing mix
factors, including product/service, price, distribution channels, promotional, personnel, and physical evidence,
significantly influenced the motivation to purchase luxury perfumes in Bangkok and metropolitan areas. These
relationships were statistically significant at the 0.05 level. significantly influenced consumer motivation to
purchase luxury perfumes in Bangkok and metropolitan areas. These effects were statistically significant at the

0.05 level.
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mié‘@ﬁulwﬁawamﬁmsﬁﬂﬁaEi'ruaamju’i'ﬂﬁ’mulum@ﬂ;amwwmum HAMIANHWUT HRaUUULROLDNY
fulngfanufaiudaasodiudszaunianisaarauinislasuluszauuinuazinnufaiines
mysasuladalagruluszauliunas wenaniwuin e 011 LRI Auandnsiudnadamisaaulade
NAAA N ﬂwgaﬁaﬁumn@mﬁu FIBTIVVFINLTTANNINTANA AEUHRAN T A1UTININTINNUNG ez
@TﬁuddLa'%ummm@ﬁwmiami@T@]ﬁul%%amﬁmﬁmﬁﬂ@aﬁaﬂwgaﬁwamsjui‘ﬂﬁnmlumﬂgamwmmum
atafiviy detynaaBafiszay o5
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FFUAILEAILUATND 1
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adpdmlszauN19n13AaIauINTg
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Uszmnsfiazdnmnluasiiiae ﬂaq'u;ju'ﬂmﬁmﬂ%aﬁmauLLUiu@TLuu onduaglunjannumuasuazIumma
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(Cochran, 1977) VL@Tﬁ‘hu'mnsjm“"sas"m 410 618814 LLazsl,%n'ﬁﬁqim”'sasj'mLuuazmﬂ (Convenience sampling)
dunadandadng lasfilafisnnuazanvanguidmaneg

nMsnadauLAIasiia

namInaseuanaiissaslaslifideiny 3 inuldasesey 10C udmuit lugndadinud
@1 10C > 0.5 (Phongsri, 2009)§hummmml,°§aﬁavlﬁmamuuaaumu WU ﬁnnna;uﬁ'sasjn 410 A10819
Araanuidadie NReNsmIINAENYIzENTATanL IALaanT TasudInlseaun19nNIIaanausnIs
AUHAAN AL UEMIT AT 03N 0.874 dusiaSenanuLTosin 0.845 duTaININIIsAsMINET
A1ANLT a3 0.820 GIWNNTEILESHNNIAAIATAIAINLTa% 0.830 @quﬂﬂaﬁmmwm%iaﬁu 0.851
AUNITUIRNNTIAIANLT B3N 0.864 AIUANHMENIINEATNE AR UL TEIH 0.871 LL&:@TﬁuLLSd@]ﬂfa
fdra1uLTastin 0.874 azwnldimnduderginin o.7 Wumstudwldiuwuugeuauiiianuingaie
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ﬂ']i%’ﬂﬁlﬁuﬁagamﬂnéjuﬁaaﬂ’mﬁmﬁ'yaglum@n;amwumumua:ﬂ’%wmma Laziaedatinnan
wusueny Tapdidranudansas viuasdatinvenuusudiuuniely drlieslweenannisaeunuugeuany
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1) mﬁmsw:ﬁﬁagm"ﬁamimm (Descriptive analysis) MTRAATINTTHUN 15U freuh enTouaz
ALaay Lﬁiaaﬁmmé’ﬂﬁmrﬁagammﬁzmmmam{ ‘ﬁlﬂu‘ﬁagmﬁaaﬁu G 29818 81TW TEAUMIANEA
waeTele maaﬂﬁjml”'aamd

2) ms’immzﬁﬁaym%aagmu (Inferential statistic) 1N a@nENANUFNNUTLAZBNENaTzNI9G S
davzuazaaulIanu lﬁﬂwﬁmﬁzﬁmsmnaw‘ﬁawmm (Multiple Regression Analysis) lun13dnusifade
muﬂizaummm@u’%msﬁﬁma@iangqlﬁflumsé'@ﬁuslaﬁﬁaﬁmammm@ﬁuulumn;amwumum F
UTnmna mu%ﬁ'ﬂf:ﬁﬂH’]LLsa@jﬂﬂumsé’@ﬁuMs'f‘;a AUNNTHININ DA miasanuinle #5901un399
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ansmenwilszrnseans

o

mjwmamamﬂmy}ﬂmwmm ouar 50.7 Jang1a4 21-30 U Sauaz 83.7 midnmszauLTyan

]
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@3 J0Ua2 89 TWWHNIULTENLENTY Tasaz 68.5 uladaidan 15,001-20,000 U So8as 32.4 WUTUG
ﬁmauﬁiiﬂaﬂ‘ﬁ'q@ CALVIN KLEIN Yauaz 37.3 ﬂ'i:m‘wnaaﬂéuﬁmauﬁLﬁaﬂWmﬂﬁq@ naunaanlal
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muﬂizaumdmmm@u’%m'ﬂ@mmagJJ'sl,mm”umﬂﬁq@ (X =4.455, S.D. = 0.669) uazUavpaIulIzaunyg

nIamansduagluszduanigasun Sosanannludes laun duansmenismeain (X = 4.511,
S.D. = 0.722) 7898941 duyAAa ( X =4.472, S.D. = 0.710) MuNAAAMHM/UTNNT ( X = 4.460, S.D. = 0.700)

AUNIZUIBMT ( X =4.450, S.D. = 0.737) a1wn13gitgun13aana ( X =4.437, S.D. = 0.698) @131

(§ = 4.434, S.D. = 0.737) WaSEUTAINNITIATINUNEY (i =4.418, S.D. = 0.691) MUKAL
wssgslalunsdndulefasmanuusudimalwaangomnamwasuaziliumna
s:éfummﬁmﬁmama;mﬁay"]dﬁﬁ@iamagﬂﬂumm”@ﬁula%aﬁmauLmsmﬁuuwud'} JLaU

m'mﬁ@Lﬁu@iamagﬂﬂumiﬁ@%ﬂa%ﬂ@mma%ﬂm:ﬁumﬂﬁq@ (§ =4.385, S.D. = 0.714) uazusigslalu

ms@?’@ﬁula%aswéﬁuagluim”umﬂﬁqwﬁuﬁ'u Bosamnunlutes leun mfarimenuusudiuudFuen

Lfluvl,ﬂmuqmmwﬁﬁaams (X =4.410, S.D. = 0.864) 3895931 ms%aﬁmauLmiu@iuma%waqmmlﬁﬂ”mﬁ

aAmlal ( X =4.390, SD. = 0.864) mv’ﬁaﬁmauLmsmfmummsna%ammﬁ;ﬂﬂﬁﬁ'uQm"l,@i” ( X = 4.380,

S.D. = 0.786) mezmssﬁaﬁmanLLusu@i’mwmmsna%wmammaaiﬂﬁn”uqmvlﬁ( X =4.360, S.D.=0.840)
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A13197 1 LLammﬁLﬂiﬂ:ﬁnﬂnam%awmm (Multiple Regression Analysis) 1388 113280N19N1T0814

UININSINAG ngﬂﬂumsé’@ a%lﬁ]‘?ia‘li’]‘lﬂ 2y LLUE%@?L%NI%L“H@]T]‘E\‘] INWNAITWATURZUIN N

. , Unstandardized Standardized Collinearity
andssarndszan
- Coefficients Coefficients t Sig. Statistics
NNIIARNAVINTT
B Std. Error Beta Tolerance| VIF
fragn .019 .094
AWHAAN DUt 136 .052 134 2.601** .010 142 7.042
AUINA .255 .044 .263 5.795** .000 182 5.494
AWNITIATIRUNEY A74 047 168 3.683** | .000 .180 5.560
ANUNITRILRIN
.155 .045 152 3.460** .001 195 5.130
NIN[A
AURNB U
.260 .047 .263 5.487** .000 164 6.115
YA
R =.921, R-Square = 0.849, Adjusted R Square = 0.847, S.E.est = 0.27972
F = 453.380, Sig. = 0.000, Durbin-Watson = 1.815
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IMNANTIN 1 S snensaldiInlTENNINTANAUINITHI 5 aauts SA1auFWUER 0.921
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$ounz 84.9 uazfifn Durbin-Watson YL 1.815 (SI8u6 298111 WaARAW 9, 2567, 1.1621-1632) NaNBf
fudswensaing 5 61 lfanusunuiszninete uananissnuindaudsns 5 62 Je1 Sig Wesnin
Astudanniafianizey 0.05 ayulad daudisndszaunamiamadundaned duman dugamg

NMIIATIRUNY AIWANTFILFEINAITAIA ﬁwuyﬂﬂa LRTONUANBIALNIINN AW d\ma@imnagﬂﬂumiﬁm%ﬂa

FoimanunIudinuluirananwaniuasuazlIvmna adalvodragniialidnszdy 0.05 aanu
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maga’la’lunﬁﬁm%u&lm%ymima:uummﬁuﬂuwmngamwumumuazﬂ%umma =0.019 +
(0.136) GNUNAAA UM + (0.255) GAu31AN + (0.174) GA%NIIIATIRUNLY + (0.155) GIBNITHRILEINNNTANA +
(0.260) GNUANHIULNINNILNINW u,a:L‘ﬁﬂuawmﬂugﬂﬂ:LLuummgmvl,@T@”af:

magﬂa‘lumsﬁm%u’la%&;ﬁmauI,mei‘muslmmmm;amwwmumuazﬂ%umma = (0.134)
MUHRANTUIN + (0.263) GN1UIIAT + (0.168) AIUNITIATNRUNY + (0.152) GAIUMIHIFINANIANA + (0.263)
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ROAAREINUINWITBVEY Chienwattanasook et al. (2024, p. 62-76) NANBTITBFIBYTZEFUNS
a Aada a \ @ a & a o g a 9 & s ' ) & '

naaauInIndaninadanisaafuladenfadmsitngifdwin uusud EVE'S dutasmaaaulast wui
deevuuuseunudnlngfienudaiudeTadvsulszauminmiaamauinislassanluszauuiniigauas
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& Yeesoontes (2023, p. 237-246) NAN® UI0FIBUTZANNIINTAMNANFINAA DN TAARUIATONAA N tUat
1397 vasnguinrhauluaanianwaniuat nan1sdnswudt gaeunuuseunusulngdanufaiin
datliduaindszauniansaanavsnislassinluszavanuazdanufaiudanisaaduladalassialu

=AU wNa9
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1) ATBHAAN T/ VIS dma@iaLLi\agﬂﬂumiﬁ@ﬁula%aﬁmammmﬁmu UG LEANEREILE
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FOANSaINULWIAAEY Kotler & Keller (2012) Mldatune 1391 daudszaunenisamailndsd Aty
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maaTa3e Wad daaiaas (Philip Kotler) ;ﬁ%mmtyﬁmmmmwfuﬁwaﬂaﬂﬁﬂﬁmiw Taap sl szaunid
MIARATINALINS (Service marketing) (Sereerat, 1998) LﬂuLLmﬁ@]ﬁdaNa@iagﬁaﬁIﬁu’%mﬁﬁﬁLﬂmzﬁaa
lgsndszauniinmiaana (Marketing mix) lumstwuanagninisnmsaaa

AEAANDINLIWITLVDY §DIANT WANI uaz Yoyryiad duWusiauss (2560, w. 170-181) fdnmn
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ROAARBINUINKITBVDY Inchamnan & Yeesoontes (2023, pp. 237-246) Anw1 Uadudiwlseaunid
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TTFIUUTZFUNINITANNA AIURNRAAUHN GIUTBINIINITINAUIY LAZAIUAILRSINNITAANG UHAAD
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ROAARDINUINKITLVEY Chienwattanasook et al. (2024, pp. 62-76) NANMITITBFIBUT=ANN4
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