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Abstract

The objectives of this research article are 1. to study the factors of perceived value
that affect the decision to purchase smartwatch among health-conscious people in Songkhla
Province and 2 . to study the factors of the marketing mix that affect the purchase of
smartwatch. Decided to buy smartwatch for a health-conscious group in Songkhla Province. It
is research. Quantitatively, the sample population is the group of consumers who use
smartwatches. of the health-loving group in Songkhla Province. The instrument used was a
questionnaire is a rating scale. Data collection from 379 sets of questionnaires, simple
sampling (Survey Research) and convenience sampling is random sampling to get The
required number of samples is required to collect complete data. Data analysis using
percentage and standard deviation values. Peirson correlation coefficient and multiple
regression analysis (Multiple Regression Analysis) The results of the study found that:

1) Factors of perceived value in terms of quality, social aspect, and emotional aspect
affect the decision to purchase a smartwatch among health lovers in Songkhla Province. Able
to jointly predict the decision to purchase smartwatches of the health-conscious group in
Songkhla Province at 24.4 percent with a statistical significance of 0.01.

2) Marketing mix factors that affect the decision to purchase smart watches by health-
conscious groups in the province. Overall, it was at the highest level of agreement. Able to
jointly predict the decision to purchase smartwatches of the health-conscious group in
Songkhla Province at 35.7 percent with a statistical significance of 0.01.

Benefits of this research Entrepreneurs can use the research results as information to
run a business selling smartwatch products in line with the needs of health-loving groups in
Songkhla province. In addition, academics can further study the behavior of using
smartwatches. Watch of the health group By developing and expanding the results to other
groups in Songkhla province.

Keywords: purchasing decision; perception of value; marketing mix
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Collinearity Statistic

UJadenisiuiamudn b SE, R t Sig. Tolerlance  VIF
(Constant) 1.701 297 5720  .000**

éfmﬂmm‘w (Xy) 224 066 169 3394  .001** .809 1.236
AudIAL (X,) 240 .056 267 4.258  .000** 511 1.957
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**p<.01, *p<.05
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A1NM15199 2 WU Jadedrulszaunianisnainndinaneaniseanauludeauiini

aunsmendvesngusnaunmluminaswan anunsasiuiuneinsalnisandulageuiniaunsnientd

s
a a

vaenguinavamluminasvan Sovay 35.7 egelidedrdgyn1eads 0.01 lnedladudseansng
wensalluguiuuvesnzuuuA (b) Winfu 271 233 112 uay .059 muddu uazmduUszansnsg
anneeveIN1sHeInsallugUazuLINSgIY (B) 379 261 .108 Uay .065
msnsadeuaruiliudasyrefuvesmnunaimadeu tngldadfinaaau Durbin-watson &

ANy 1.552 TaedAn1siansansening 1.5 - 2.5 wanein manuaainndeududasydeiu nns
asvdaUALEUTLSIENI USRSy lanaaaunuu Multicollinearity Tnaldan Tolerlance
wazeAn VIF wuin A Tolerlance Slunnndn .10 - 1.00 wazdn VIF ldifiu 10 uansifuyssaszdull
finnuduiusiuiuusassdug 3elifitiem Multicollinearity (Vanichbuncha, 2005)

ety Faudsnensaluasiuusinaeilal e Multicollinearity @u15a3iAs1z A
Usgansnsanaey aalula

aumswmﬂm‘iugﬂﬂmmuau R

Y'= 1573 + 0.271 sunsaaasun1snain + 0.233 Aus1An + 0.112 Aundn e
+ 0.059 A1UNTININUY

aun1INeNITAllUFUALUUUNIATEIY FiD

Z'= 0379 Mudaasunsnain + 0.261 AUSIA1 + 0.108 FUNARSU +0.065 AU

ANSININNUNY

2AUSI18NANTSIAY



v A

290 :915815 133 wnsUayayrUnssend U9 10 atud 1 @NTIAU-NUNINUS 2568)

1. HANTIATIEINTaAnRLBNYAMLUUUNR (Enter Multiple Regression Analysis) Uade
ns¥udamAn R%=244 Aadudosay 24.4 Teonfifuusnuduiidsmadonsdinaulatosnsiend
feanunsneduseldded Jafensudame duamuam wimaniendansalfluiaussiniy
1§ warnawiianssuniseanidinsusnaauiiausmendsianunsailanasuazsuaneinsdniils
TnglifemBuaindnly  wiimausmendeenwuumliannsainanudulain  Sanduiila
AnmuAaassiunseentidinie Tufiiu wasdl GPS venve andnwalvesaunimeoniaysand
mseenuuUsUanYaineuendufgiuariinanm Wy gUdnualificsny wwamsnzan gilni
WIIUsIVUVNY @onrdediu Sirpallop (1999) naa91 nsadnmAlinaniael ssuun1sinenud
Usnwalnd Tuads wAadueilanuudusmumusagnisuinimdainisvieiia - Sanumainuans

Y

Ay g va & Y a v o s ¢ & o Y] [P !
'EJV@I“L@E)W’U@G]']&W’WW&ILﬂm’]gamsﬂ@\ia‘Uﬁiﬂﬁ Iu@quaﬁﬂll ﬁﬂJ']ﬁV]'JE]V]GUL'IJUVIEJEJ@JﬁU?J@QEﬂUiIﬂﬂSLUﬂQN

_ CaNl

Snaunmnazreuseniidine suilsiduiiannsadondeirdotiedeuooula aunfmevivannse
s - eenld dnludhuensuslaundmentdaunsoaenndinduiy 9 ldmumiudeanisuie
Usuusmidaunfinild Sndaldauanuunneslienuiy dwdenndosiunuiseves Thongkasem
(2019)  AnwnFestladeiidmadomafndulatoanimendvosnusendidinie nsudnmen Fu

1Y v Y 1

dan NsFUIAMAIAIUAMAIN N15TUANAIAUDNTI dwauinsenisandulavetaueeniinganiy
Puepae (2019) Anwidastiaduiifidvinasonsinaulatomnimenduesjuilaalungaummumuns
nand Fumsiuipunmiiiedennniign sudien  aundmondannsadendeinetiodsny
goulat] annsalnsd-eenld fuensualanansaasmenndindudy o tdmuanudeinisudeuiuuss
wihpuninannsoldnunnuunnedldonnuy  denndosiuauideves Phukowluan (2020)
Anvidestadefidmadenistenisinauladesasudlalodmosiuilaelufmindualon  fuslaali

a a

anuddgfuiFessogudtisyuunmsldaulusundasadeiiundedoltldaie  fanadeuniian
LazdenAdesfuNSANYIwes Promwang (2021) Besdadefifovisnarensinduledoiniosdenslu
AMEAngANIsTUIRlAde-19 vesmdaiivhauluumngammuviuas Jadonisiuinmue sunuaimn
uazsnuensuaiiniesdenaldiinuamd damnuindede waziinnuaendy Tnuautfneuausse
AufeINsldvesuslng uaraenndesiuLuiIfAn Feng et al. (2020) Na1331NTTUIAMAT aned
ossnusslomiimuniifuilnaldfunnnisinauladedudviousnig masuiame iWusamdiunie
msuaniUABusEninanauAmUA AN TRt AT TUSAme Hunsmeuauesiifiniu
sereUszaunsaianmsldaudmnfiniaunimond shlruslnesuitessloniildsuanamunin
dud euddnmadale wazannssudanen faduruiiangludue Nambisan et al. (2007)
nani1 Msufduiusmedsauiuanndnaudu o Wunsaismuianvesiuilan msufduiumg
dsau Tnemslimeunsnuds uazmsdeansiudauiifidnuazadiodu Ssaenndesiuuindn Sheth

'
Y aa

et al. (1991) namfia mssuiusgleviannssensunidny uazvilinmanvalivewldaanduns

Y

neuduiusveangudauladrunis Wunuansiuimedinuifinansinuuindu Gaenndes



Journal of MCU Buddhapanya Review Vol. 10 No.1 (January — February 2025) : 291

o | Av vy ¢

' 1 [ a a a =t
AU Lavy et al. (2018) na1IN f"’liL!ﬂ’Wl%"U%'ﬂ']u@'1'illﬂJL‘UUﬂqi(ﬂ@Uﬁu@QW’NT\]G}’JWBW RS WEANTIUU

Y

[
= U

Nnturesyana feslsidiuaniunisaliinsauaqulonta vienuvinmetiunumadAgylunisandula

]

4

FoauANUIANtUTIUINAENITTUIAUAMA N
2. HANITIATIENNTOAN0ELTINYAMLUUUNG (Enter Multiple Regression Analysis) Jade
drudszaunianisnann R2=356 Andudosay 35.6 Svorafifudsduduiidmanenisindulate
ausviond Seanunsaefusielddd Yadvdulssaumienisaaiaia 4 du dewasionsdinaulate
Aileq 3 AU Ap AUNEASUY ATUTIAT LAEATUNITALETNNITAAIN NeNUd) AUNEASMe aunsn
Jondniilsituiiviuadie THnuldiannsiissuunieeduia ssuvdunazidesdunsudafouis
fseuvesantsmendiianuinnuwlusmuniu ndadadiosnwuunimuizauiunisldnu diu
susian fnnumsnzaufuaunmauiuasflsiduvesdudfiguilandesnisuaziiemels Fasien
ansiusifladdusnunislifidesas uimanzanfunsldauvesiuilng deaenndesiuuuifnves
Kotler (2003) indnin dauuszaumsnsnaavuneda anaiuszneusetads 3 daufe aanm
MsUinsuazduny WumMsisuiisussninssausslevidailasunarasiidsll dauslnauisay
eontonanSuringeannIng viseudonmeaumgauNg
dy o iy

dlszaunanmseandaniignguImsgldaniununinmsaanaliussgingUssasanaa

[

D

(Y]

13 Tngdindszauniinisnain 8698 d1undadua a1usin1 gun1sindinitg aunnsdueasy
nsmann Taevhlugldaunsvaond $EmnfinianimendandelavanuarUssdusiusifudnilg
dnilunguansoniidsneuazinguam azifnannisuendenauseuitsiiuszaumsainsldnu
sl nsfivinisteunaundsnisune madigunsainaunudofinistign wu aunimenddeuauita
Bsilsags msdesiquivinmstenusuifanuindede uazlidiuanfiewliiuguslnavinliguilag
Anaufisnela uazenuiinnisuendeniearanduiniet denndestuuufnuas Walker (2007) i
1291 n1sdaadunisnata (Promotion) nutede tn3esilonsdearsifioaineauianelase
AUAYEeUINNT dennuAnutesrioyana TnenisyslaliiAnanudesnsudoifielfiouniamsadn
(Remind) Tun@nsia lnaa1na %ﬁqmasiammiﬁﬂmmL%@Lmzwqaﬂiimwi%ya AIUNITINTIAUNY
A1 Sig. agj‘ﬁ 222 lildwasensinaulate LﬁmmﬂQ’U%Iﬂﬂﬁﬁiawﬂﬁﬁaﬂ%maﬁ‘uvlfzjsﬁ P99119lu
nsdndsduivanesluuuifinnuddedie wazifldumasadsiifisimesionsdndming @
aonAdpatuuATeres Srithong (2015) Fesrimuafuastladeidsuaronisindulafequnsnianld

(Wearable Device) lugunuuangindeioveduslaalulunnunnuniuasiazUSuuna luau

'
aaa

Fo9n19N159ATmneuazn1sliU3Ng SAnunnninanseRusddanneadad 05 Weandamsly
n13¥ndminggunsalatuld (Wearable Device) lustuuuaresataiiadnainvalgdonis iwu
sassnaud faunudmine viedulediundetio awnsamideldie uazdiunisliteyaves
wiineme a eusLaznsuinsudansuelineulandguilanaunsovndeyaanuvasdu q 19

v daa a !

Ana Wy uled Feseenndasiuauideves Phiyakul (2019) Anwdadendsninasenisindulade



v A

292 15815 1433 wnsUayayrUInssend U9 10 atud 1 @NTIAN-NUNINUS 2568)

L 2

nsvilnusuAunriutanseulatvelidn dnAnwiUTya v luwanjawmmuniuas AuYemig
nsang e Tunsinfssumlanasaiian Ja9 Sig. .745 unnaAsEAutuERUMSEdR 71 .05
Weannnguiuslaedluglianuddyduivlediugede Vuleddnldau laoe wazazenly

Y = v 1 ) e
st ulanaenian WWumuy

29AAINNFANNTTIY

MnmsAnwmud Yadefidsnadonisdaduladoainimendueanduinguamluiminasan
Jagtugduilaavuslduiiniauimeondludinuszaiudinuiniu nsguaguainduiiugiu
Uszdrfunazlilunisesndidinie sundnsusinisfinnumanzauianuundediefunisldau

1 v a

Jadon1siuinmaduusudidnadensdnaulateludunisldou sudnunifivuady waza
AuYeIHAnS WeliiAnTauaRTiAdeduslananUsraunisalldnuuaziinnisuendelungy
dsay drudadusuduaiunisnatn futeamienis Sadmiieadsiidomisinuivled dsiinam
vanvatgnaulandguslng AuANaEaIN MUNITTITERUHIUTIATS Snvadsanndy fusan
fnivieanatn Fusdnfausitlidensnnnimihinluwhasmaui I5usefuaunmuazuins

waaudmaligusinaiansinaulageuinanniniens fAwnini 1

Aanuswennsal
UJadenmsiuiamen (x) daudszdunamsnann (x)
- AUANAMN (x,) - AuRanSuN (x,)
- audeau (x,) - AUAN (Xs)
- puesual (xs) - PUMTINT VLY (X)
- AudadsunIsean (x,)

faudsnensal (y)

msdinaulade
—
aunswensalluguazuuufu aun1snensalluguasuuufu
Y'= 1.701 + 0.240(x,) + 0.224 (x,) + 0.162 (x;) Y'= 1.573 + 0.271(x;) + 0.233 (xs) +
aunswensallusuazuuuNInggIY 0.112(x,) +0.059(x,)
Z'=.267 (x,) + 0.169 (x,) + 0.162(x5) aun1swensalluzuasiuuinsgIu
Z'= 0.379 (x;) +0.261(xs) +0.108(x,)

a1 Jadenissuinuduardiudssaunanmsnaiafidmanenisandulaie



Journal of MCU Buddhapanya Review Vol. 10 No.1 (January — February 2025) : 293

LRIGIGITE

L.daiauauugannni1side usenounitsaunsatideyaniiugsiaussnnimuieduen
aunfmendliasnadesiuarudesnisvesnguingunmluiminasua wu Wnveamnnisdn
Frvhemadulsdlifuslnasimandefivatnnats wagfnwimginssunislduniniauniniendves
nausnguan Wlewamazveonalungudu q Tuiminawan

2 dorausuusiBauleune osnaunmveamaniusinguilaaiuy asiinnuaiiauouay
a¥emnuAsivesnunw feslianuuanssandudaileasieuliifiuann musalusus aanm
Jughilusann wagasiiiaunmsimuuinnsnilvivesdafasiumitaustiuilan weamnsadily
oefluvirundvesiuslnaiifidesmansusiaeiussaunmsaianmslinandusing WeiSeuifieuiu
Audndu asanufisuiinsennedmaliiuilnainnsdadulatondnfasiuniiniaunsmend

3 darausuurlun1sisuafedaly

3.1 pasiinsdneilneidaliouiieufuusdu q innievdwarenisindulade wu
ns3uinaiuNEnsTae warnssuinnmnaud dadelutladefiinnuddysetnnsnaia lu
nstmuanisldiedestiowaznisninagns suthludnisdaduladoaunsmondvesnguinaunmly
Jminaaran

3.2 AsfinsAnenTsildadiouiieususiy o ineiiavdmanenisfnaulade
wanfasiaunimendvesfuilaafiofvuanagnsnsnsaasludenadosiudinuuazyaiasugia
Tvallutlagtiunsinun fRnisiadiutszaumanisnainuinig (7Ps) Wufinisinduymaing s
ANYAULNNNIBATN LAZATUNTLUIUNTS

a

3.3 MITANYIIATIEIRILUS UTens Auene wazausels inindnssdmadenisandula

[
1Y | [J £

%o Fstiofutiadudfysemdwovesiuslnalunmumnzatlunisitefinrudfysetinnimaia
Tunstwmuanislfiedesiiouaznismanagnssuilugnisinauladoaun smonduaanduinauamly
NVeGENTRR

3.4 msfnydBLUUNaNNaY Inevenenguieganiely 14 Swianald wasiiudeyanis
FunwallddnAuguszneunsfismiiounfiniaunimend wislilddoyanssiuanudeanisves

M9 UsgnaunsuaziusLag

References
Asshidin, N. H. N., Abidin, N., & Borhan, H. B. (2016). Perceived quality and emotional value
that influence consumer's purchase intention towards American and local

products. Procedia Economics and Finance, 35, 639-643.



v A

294 15815 1433 wnslayayrUnssend U9 10 atud 1 @NTIAL-NUNINUS 2568)

Chaiterekkiat, V. (2023). Bangkok Business. 28 October 2023 From: http://
www.bangbiznews.com

Chotika, P. (2019) Factors that influence the consumer's decision to buy smart watch in
Bangkok. Master Of Business Administration. Marketing Management. Bangkok: Siam
University.

Cochran, W.G. (1977). Sampling Techniques. 3rd ed. New York: John Wiley & Sons.

Counterpoint Research (2565). a1 https://marketeeronline.co/archives/270225

Feng, Y., Chen, X., & Lai, I. (2020). The effects of tourist experiential quality on perceived
value and satisfaction with bed and breakfast stays in southwestern China. Journal
of Hospitality and Tourism Insights, 4(1), 121-135.

Kasikorn Research Center (2020) https://www.kasikornresearch.com/th/analysis/k-social-
media/Pages/fitnessBT.aspx

Ladhari, R., Souiden, N., & Dufour, B. (2017). The role of emotions in utilitarian service
settings: The effects of emotional satisfaction on product perception and behavioral
intentions. Journal of Retailing and Consumer Services, 34, 10-18.

Kotler, P. (2003). Marketing Management. Prentice Hall.

Kotler, P., & Keller, K. L. (2012). Marketing Management: Philip Kotler, Kevin Lane
Keller. Pearson.

Kuntonbut, S. (2017). Modern Principle of Marketing. Bangkok: Chulalongkorn University Press.

Lavy, S., & Eshet, R. (2018). Spiral effects of teachers’ emotions and emotion regulation
strategies: Evidence from a daily diary study. Teaching and Teacher Education, 73,
151-161.

Nambisan, S., & Baron, R. A. (2 0 0 7 ). Interactions in virtual customer environments:
Implications for product support and customer relationship management. Journal of
interactive marketing, 21(2), 42-62.

Phukowluan, N. (2020) Factors affecting the consumers purchase decision to buy Toyota cars
in  Phitsanulok. M.B.A. Thesis in Business Administration Program, Naresuan
University.

Phiyakul, B. (2019). The factors affecting the decision to buy brand name handbags through
online channels of Master’s students in Bangkok. (Master of Economics Degree).

Bangkok: Kasetsart University.


https://marketeeronline.co/archives/270225

Journal of MCU Buddhapanya Review Vol. 10 No.1 (January — February 2025) : 295

Promwang, O. (2021). The study of factors influencing the purchasing decision of working
women on cosmetics in the crisis of the COVID-19 in Bangkok. (Doctoral dissertation,
Mahidol University). Bangkok: Mahidol University.

Schiffran, L. G. and Kanuk, L. L. (2007 ). Consumer Behavior.th ed. Englewood Cliffs ed.
Englewood Cliffs, NJ: Prentice-Hall.

Sheth, J. N.,, Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: A theory of
consumption values. Journal of business research, 22(2), 159-170.

Siripallop, K. (1999). Creating brand value. Business Administration Journal, 28(81), 33-44.

Srithong, M. (2015). Attitudes and Factors affecting decision on the purchase of wrist-worn
wearable device in Bangkok and Metropolitan Region. Faculty of Commerce and
Acountacy Thammasat University.

Thongkasem, A. (2019). Factors influencing buying decision on smartwatches of exercise
lovers. (Master of Management Degree) College of Management Bangkok: Mahidol
University.

Vanichbuncha, K. (2005). Statistics for research. Bangkok: Chulalongkorn University Press.
Walker, S. E., Etzel, M., & Stanton, W. (2007). Fundamentos de marketing. Editorial
McGraw Hill.



