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Abstract

The objectives of this research were to study marketing mix, trust, and brand value
affecting the purchase decision of sports equipment of Thailand brands. The 385 participants
were people who used Thailand brand sports equipment. The data were collected by using a
questionnaire and analyzed by average, standard deviation and multiple linear regression. The
results showed that the factors, products and channels of distribution, affected the decision
to purchase Thailand brand sports equipment at the statistically significant level of 0.05. This
predict equation can be used by 63 percent. As for the results of hypothesis of trust affecting
the decision to purchase the sports equipment, the predict equation can be used by 58
percent. Also, in terms of brand value affecting the decision to purchase the sports equipment,

the predict equation can be used by 53 percent at the statistically significant level of 0.05.
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Uszimelng
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Uadedrudszauniensnain Anulingda wasauainsdumdwmadonisdnduladegunsalin
wusuamelulssinalne
A13197 4 HaNTIRTIEIRnRLT AN INUsTANN I IRaIRTdRasen1sindwladeaUnsalin
wusualneluuseinalne

fauUswensal  Unstandardize  Standardized t Sig. Collinearity

d Coefficients Coefficients Statistics

B  std.Error Beta Tolerance  VIF
fAAsdl Constant 046 0.19 246 001 0.48 2.08
PUNAASY X1 0.39 0.05 0.34 748  0.00* 0.48 2.08
FUTIAT X2 0.30 0.05 0.03 0.56 0.58 0.53 1.90
PUTINNNTIN 0.52 0.04 0.55 12.84  0.00* 0.59 1.68
MU X3
fuNsELESY -0.06 0.05 -0.05 -1.14 0.26
n13RAA X4

A7 4 NUIHaNTIeTgaINsannosnaNN1saEdful sBasE avin 4 s
uAiiies 2 Mulsiidsadenisdnduladegunsaiiinuusudinglulssmelne 16w dundndus
ez uTeINIsinsvtheegalitudfyneadifiszdu 0.05 wavanusoesutanuddaldses
a2 063 (R?=0.63) annsatharuunuluaunsweinsaflugazuuudvleld fwiolud =046 +
0.39 (X1) + 0.52 (X3) 4agaunsndeuaunIinIinnney AskuuiInggIula saeluil 2=0.34 (Zq) +
0.03 (Z3) + 0.55 (Z3) - 0.05 (Z4)

duufgnun 2 anulindedamasionsinauladegunsalfiviuusunlnelulssinalne
A13197 5 wan1siasIvrinisanaeedaduiinlsifedvesnnulielafidaasonisdndulede
gunsafwusuavelulssinalne

fiauls Unstandardized  standardized t Sig. Collinearity
nensol Coefficients Coefficients Statistics
B Std.Error Beta Tolerance VIF
Al 0.27 0.17 162 0.11
Constant
ATUAIY 0.92 0.04 0.76 22.77  0.00* 0.63 1.55
idla X

a9t 5 wuhanalindedwmarenisiaduladegunsalmuusudineludsemale
atafitfddynsadaiiseiutiodfey 0.05 uazanuisaesuelddesay 58 (R2=0.58) anunsathan
wwnuluaunisnensailuguazuuuauld fanaludl 9=0.27 + 0.92X wazawsaidouauns
nsanney aekuunesy il fwelull 2=0.76 (Z,)
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auNRgIUN 3 AuAnTduimdmareonisdnduladegunsaliuusunlnglulsenalne
A159991 6 HANITIATITRNITARDBELTLAUMILUTIREIvRIRMAINTEUANdmadon TR ndulaTe
gunsaiivwusudlvelulsewalne

P TINTF Unstandardized standardized t Sig.  Collinearity Statistics
wensal Coefficients Coefficients
B Std.Error Beta Tolerance VIF
Anpaii 124 014 901  0.00*
Constant
FUAIRTT 0.72 0.03 0.73 21.20  0.00* 0.62 1.61
dur X

M3l 6 wuhauAinsuidssaromdinaulatogunsaifnuusudineludssing
Ingeeafitodfynadifiseiutivdfy 0.05 uazamnsneiunsléfesas 0.53 (R2=0.53) aw1sn
Anaunuluaunisnensallusuaguuuiula fareluil P=1.24 + 0.72X uarannsadouaunis
nsonnes Aruuuanassuld dwielud 2=0.73 (Zg)

dyunansnagauaNNAgIY

AUURFIUNTITY NANSNAABUANNAFIY

duNfgIun 1 dudszaumamsaaindawaranisanaularegunsalin
wusualneluuseinelng

1.enundnsinen (Product) gOUTUANLATIY

2.61u51A1 (Price) Ufasauumgnu

3.91U99I9N5InT MmUY (Place) gOUTUANLAFIY

4.91UN1584831N159819 (Promotion) Ujiasasngy

duufgiui 2 anulindedmarnenisinduladeunsalfiviwusudlng v
gouUANNAFIU

Tudsenaly

FUNAFIUN 3 AuANTIAUAdrRadon1sinduladegUnsaliuUTUA A
gouUANNAFIU

Ingludsenale

aAUs1ENAN1TIAY

dutszaumienisean anulinga wasanensduidsesonsinauladogunsalfivg
wusuilnglutssinalne aunsoodumenald il

wans3seaNuRgIuil 1 nudt duusiidmadenisindulede Taud dundndusivas
Frurpamemsiasimie Taesudsiidsmadensindulatogunsaifmuususineludssmealveuin
figade fugeamsmsindiming sesasnfe sundndust iesangunsaliwinusudlnelulssina
Inefitemnsdasmihefivarnvanevidluiassmauduazmsneeeulaifsdanuilndundsgo
faruazmnauiglunsteaudisuiasandeniafiumeesiudlag dudundesusigunsaii

Journal of Management Science Pibulsongkram Rajabhat University




Uadedrudszauniensnain Anulingda wasauainsdumdwmadonisdnduladegunsalin
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¢l =

wususneludsemalnedndnfausiidanuvainnats wandasfiaunmiiedomsng mssesiu
AAMBHARus T inuaTnssmnsfosnsveauilnndaenadosiualyd wand
wazAne (2562) Inedmdszaunenisnain lawn Aundndue A1usian A1ugeninisindming
uazFunsANaNMIRaN Sradentsiadulatodensueaiiunilnetoind (WARRX) vafuslne
TuwangunmamuasuazSuamasg el @Ay msadfif sedv 0.05 uazdiasnndasiy
euma m3au (2563) fdnwdadelunsdndulaidonsessiiunanavea Bvsluil (NIKE) vasiindun
UnanaveasEUNmTINg s lungammumuas nansAnwinuinduussaumnamsnaiaiiisvina
seonstnduladesoudiniluf (NKE) funndige Idundadediundnfus saufsaenndoi
yAdnA 0373 (2562) Afnwi3es Jadeiiinadenisinauletosoarinfm vemdnmnuuidnuuaidin
wosdawa (Uszindlneg) $109 @rwnways nan1539emudn szauauAniiuvesladeiudiulszan
yamsmaafifinasomasinduladeseaiinfin vemiinnuuiTumaAsin wosiawa (Usendlng)
it anwayd lnenmemeglussduauniiunn TneflssduauAniudunsisauladestlu
sedumadinaladeutivey

nans3ssauuAgIud 2 arwlindadwadonisdnauladegunsaifwinusudingly
Usuinalne Tnsnansinsginmannaesdaduiuuaievesarulindaiidmaroninaulate
gunsalfwmuusudineluussmele esan gunsaifwiuusudingluussmalveduilaaiinn
inslandnsduet inszndndueiiinisseydeyavemdndueieg1adaau dn1ssuuseiuganin
nandwel danutndedeluguain sudsdinsvudsdudilamsanunaiiguilaadonis
Feaenadoetu Wy wiamng wasiing$md lamlides (2563) Wanwses navesnnulingda
wazauAfifuilddenisdalad odud i umsdsaueeulavinednvosdldluamnsunnumiuns
wan1sAnwInudn duvuiienuaenadesiuteyadaszndlnediadvdd iasne 4 nanismaaay
auufgrunuinnulindaidvinatmmsuasnedousonistilatedudludauesulativledn
wazauilindadidvinanemsstenmenisusldlunsdodudludinueeuladinetn denndosiy
nguiives Covey and Merrill (2007) indalii1 msarsailinga fe msarsanuduiusiatu
anf waztadeursanudniavesinnsnaavieuie Gen1slinde wie TRUST Uszneulude
5 #9903 Yufo TRU S T Jamunefadads 5 egrsfiaztaslunisadianuduiudiiuuuuiuuas
faduifugnin

nansASeauNAgIuil 3 A msAuddmarenisinduladegunsaifmuusudinely
Uszinalne Taswansiinszsinisonnesiadusudsifeemurnnauidmadenisdndulate
gunsalfukusudlnglulszmalng wuid denrdedtuwiifnues ngasw Laudmuniily (2563)
a1 asdud veaaIesldfwmnanunsoairsanuuandnsanguaddunainazyisiadunaen
Tifuauddu q sufiadeeunsindnivesuilaalifredudldosadsdu esanguilaaliny
Wiunsidudiunasaian slfiAnauduestunsaud wedelinauduiasudafiazin
anureuauhlugaulinnda uazaralindassilugnisdnauladedudduluiian i

v W L4
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