NIATINgandns1il U 18 atufl 1 weuunsau-wiey 2567

LUAHUNGANTTUNI5TRD M SLESUA9VBIALINEHIUN1ITIATITIRLUSAIAUVBS
o v 4

AMUBBANUTNSIANERNS

Wenual WnAU" uargin ysaeinensal’

“WinAnwUsaalymdngnsusmsgsnaumUndia endendnsnil

Zpnsdussmvangasusmsgsiaundgin Inerdendnsiil

*Corresponding Author Email: 2101308521004@dtc.ac.th
Received: December 16, 2023; Revised: January 27, 2024; Accepted: January 29, 2024

UNANED

msiTeadailiianUszaside 1) Anvuuliimginssumstoomnaaiummuiiadeussrnsmans
Aunndnaiy 2) AnvmguingAnssuniuusy fidwmadownliunginssun1stsemnasun 3) Anviifade
daudszaumenisnan fidwaseuusliinginssunisteonnaasuns 4) Anweudedulvsmeans fidewa
m'ammé’mﬁuﬁ‘swdwawqwﬁwqaﬂ'ﬁimmmLmuﬁ’uLLu’ﬂﬁmwqaﬂsiumi%mmﬂﬁuma 5) Anwduaane
srlmeansiidmasonnuduiusssridadvdiulsvaumamsemasuuultingAnssun1sgoomnaiasunas
n9idetlAunndadaunguiaewuulmi sauiedu 400 au Tagldadimsdinmesiauulsusumadion
MTIATIEAAUNTONDBENYIAN UALNITIATIAFUNFMUTIAY

ansAnwINUT 1) 0rdndnsems Suwliimginssunsteomnaaiunusnansnnguoidniu «
2) Yadusnuviruafdenginssu wazaumsiuianuausalunsmunungingsy dewadowuiliungAnssunis
Foomnsiaiunie 3) Yadudundnsast f1utemnansTasiving uariuEnuaENIINENINEWANIIUIN
souulifimginssunisteomnaaiuni 4) anuidedulvimans Tuadeauduiussswinmguingnsss
kU ULLlTImgAnssINIT sensiEs UM uazs) anudesulnsmand lfinaderuduiussering

Uadedudszaunianisnann (Marketing Mix 7Ps) fusaliumnginssunisseemsiaiun i

ANENALY: VauingRinssumuuR dulsraumensan anudelnameans

wldungnssunstesimsiasuniwesaulneniunsiessisudsiiursenudodulnsmans 141



Dusit Thani College Journal Vol. 18 No. 1 January-April 2024

Thai People’s Behavioral Trends in Auspicious Food Purchase: the Moderating
Role of Astrological Superstitions
Phrachun Shoedchin'* and Suphicha Booranavitayaporn®

Master Student, Master of Business Administration Program, Dusit Thani College

2Lecturer, Master of Business Administration Program, Dusit Thani College

*Corresponding Author Email: 2101308521004@dtc.ac.th
Received: December 16, 2023; Revised: January 27, 2024; Accepted: January 29, 2024

Abstract

The objectives of this research are 1) to study behavioral trends in auspicious food purchase of
different demographic factors, 2) to study the planned behavior theory factors that affect behavioral trends
in auspicious food purchase, 3) to study marketing mix (7Ps) factors that affect behavioral trends in auspicious
food purchase, 4) to study astrological superstition that affect the relationship between the theory of planned
behavior factors and behavioral trends in auspicious food purchase, and 5) to study astrological superstition
that affects the relationship between marketing mix (7Ps) factors and behavioral trends in auspicious food
purchase. Using the quota sampling technique, the samples were selected by considering the proportion of
the population in Thailand. The online data collection method involved creating a questionnaire in Google
Form and sending the link to various groups in 6 regions for a total of 400 respondents. The statistics used in
this study included descriptive statistics, F-test (ANOVA), multiple regression, and moderation analysis.

Results of The study were 1) Thai population who are government officers have different behavior
trends in auspicious food purchase level, 2) attitude towards behavior, and perceived ability to control
behavior factors positively affect the behavior trends in auspicious food purchase level, 3) product, place,
and physical evidence factors positively affect the behavior trends in auspicious food purchase level,
4) astrological superstition factor, as the moderator, affects the relationship of theory of planned behavior
factors and the behavior trends in auspicious food purchase level, and 5) astrological superstition factor, as
the moderator, has no effect on the relationship of marketing mix factors and the behavior trends in

auspicious food purchase.

Keywords: Theory of Planned Behavior, Marketing Strategy, Astrological Beliefs
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- ‘o . Unstandardized Standardized
NANTIINITAATIZALAUNIIAILUS

.o Coefficients Coefficients
N1NU (Moderation Analysis)
B SE Beta t Sig.
Constant 0.804 0.202 3.980 0.00%**
Interaction 0.122 0.033 0.206 3.733 0.00**
ﬁ’]Lagamﬁyﬁwqaﬂiﬁummmu 0.773 0.065 0.662 11.986 0.00**

R=0.719, Adjust R?=0.718, F= 508.226*

* flo AlpdAyneEdANIEAU 0.05

** fg AdedAgyvadanszau 0.01

5. Wednwanudadiulunaans fidwaseanuduiusszuinaasedulszaumnisnann
(Marketing Mix 7Ps) Aununldiunginssunisdeannsadunis Ingldmsdmsiesidumadauusiiu

NANISNNITIATIEY WU Uadediulseaunnenisnain (Marketing mix 7Ps) A1 (P-value) 1nnan

0.05 Fslaiidulunuaunigiu (H5) wanain Jadeduanand elnsimanslidaase Jadodul ssaumis

o

nsnan egelitedAgy taedian (P-value) Wiy 0.141

R . a o Unstandardized Standardized
NANISNITAATISULAUNIIAILUS

. o Coefficients Coefficients
N1NU (Moderation Analysis)
B SE Beta t Sig.
Constant 3.916 0.486 8.062 0.00**
Interaction 0.413 0.048 0.687 8.526 0.00**
AaAvduUsTaNnINITRaIn 7P -0.178 0.121 -0.119 -1.476 0.141

R=0.345, Adjust R?=0.342, F= 104.589
* flo AntludAyynsadiniszdu 0.05

** fig AdudAgynsedafiszau 0.01

dyUuazafiusenansivY
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G’Tﬂum%wﬁummqﬁu%ﬁmaﬁaLLu’ﬂﬁquaﬂii:umi%ammsl,a%mmmﬂ@mﬁu AINNITNAABUAIIULANF
vosrindeusegnuin nguiegaiionininsvnistiuualiimginssuiuandrsinnguendndu

greuuvuasuawdwlngivszneuerIninsvmslideyaiaiuiy erdnthsvnisazdnunm@ia
nsvieu wazfanusiunamasiuendn saufsluseswesaineuuny wazdratafnsudensuiuiumad
dulumungsudeu Fehldaseunadu suinisudsiuiidesninondndug aenadosnuidbvesalggun
wa wdAnsTana Anuin aunmdinnsinusumneuuny wagatainisidniwadsuindemiugsily
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Fnsiasuaa iievtamaluarwimiilundfinsnunszdeniinruannn uaranuddlauiiuifiag
euliussaaudnsatuiieaiu (Wongphatsophon, 2023)
2. msnwdededumquiwginssumuuny fidwadeuualiumgAnssunisdaamnadiunag
NNRaNITIATIERatAnnneenaunudl Jadeauiruaddenginssy wasdadediu n1sfug
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(Khlaynil, 2022)

3. Wednwitladediuuszaumanisnann (Marketing Mix 7Ps) ﬁa'eNasiaumiﬁquanisunﬁ%a
BMTLHINAD
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q

3 YadeilnaegluszauninudAnuniign Tudivesladediusa Jadesmundnau uazladeaunszuiunis
Adnaaunsiunisienegsienaueddainguilaainnuduls uazanuasafiazlduinis wlisimdudvmse
UIn1sasiismiige warlidesnmsilamedeyadiudiliiuyanadug wardadediunsyuiunisiiuinag
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(Santiwongkarn, 2018)
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N ANIsUNSTeaMSIERUA
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Amulets) Tngnnsannalrauitaglddun1aseqdiruafnasof1dualaziniufe9n1sNEna uugedn

iipsanusysiulanasinnudety (Trikhandha, 2021)
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e

(Marketing Mix 7Ps) Auuu 2 lHuNgANSIUNI5T1MSIEUA
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