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Abstract

The objective of research on factors influencing the loyalty of Mor Lam fans, Rabeab
Watasin band is to study the service marketing mix factors including product, price, place, promotion,
people, physical evidence, process, and digital marketing factors that influence the loyalty of Mor
Lam fans, Rabeab Watasin band in Thailand. The focus is on studying the target population, namely
those who have watched and loved performing of Rabeab Watasin band, including 400 people,
using questionnaires as a data collection tool by selecting a purposive sampling and analyzing the
results with multiple regression analysis. The results showed that product, physical evidence,
process, and digital marketing factors influence the loyalty of Mor Lam fans, Rabeab Watasin band,
while price, place, promotion, and people factors do not influence the loyalty of Mor Lam fans,

Rabeab Watasin band.
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WRINNANEY AT B9 Lmzﬁmﬁmﬁwﬁmﬁmm%mLéu g 8AUNTRIEBNNTAATA (Promotion) HANITYIN
TﬁﬁTu%’uéquﬁ’uﬁuﬁﬁmﬁﬂﬁuwumﬁLLﬂm ARnslRE oLz FHRUS ﬁ@é’ﬂcﬁyfmqﬂmﬂﬁ (People) RfAiAIH
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13113 (Process) 13ena1 @9usyann13na1AUSnIs (Service Marketing Mix: 7Ps) (Booms & Bitner, 1981;
Lovelock & Wirtz, 2007; Zeithaml & Bitner, 2003)
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sufgurmedal Lﬁm@ﬁﬂTﬁﬂiﬁuéﬁuquﬂﬁ:%WﬂﬁLLWuﬂﬁuﬁqrﬁiqmmﬂm@mjué]’q@éwﬁmﬂqmﬂm Cochran
(1977) fvuARssUANEIEeuT 95% aanasatanaenisentiAnd uln 5% aelnuwineeslszensd
ABINIINNTIL 384 AL UALABUDITHAIIHAIALARDWINWATHRAIANS W5z n 911 400 AW AneAEnNS
WULLe1299 (Purposive Sampling) mwnmﬁuﬁq@ﬂ'wLLWum‘i’umﬂzﬁw\ﬁ:Lﬁﬂmqmﬁ@ﬂ

\idaeiiafitalunnsise

ﬂﬁﬁﬁé’ﬂﬁf&?ﬂﬁmwmumuLﬁ'mﬁ’mymjmﬁyf]uﬂﬁ:mﬂﬁmm% ﬂyﬂaﬂﬁﬂuﬁquﬂﬁmumamﬁmmm
U3N19 ﬂgj@%ﬁj@é]ﬁuﬂﬂimﬂﬂﬂﬁﬁﬁﬂ Lmzﬂymdmymmww%’ﬂﬁﬂﬁ PR UUUEDUATH A NIWN3AT99 FBUAITH
mugammmammgﬂqﬁui’mqﬂﬁmﬁ‘ﬂmmu‘fiﬂ%’ﬂ (10C) Tmmgmmmqeﬁﬁﬂmu 3 A uazlmiuuuaeuaN
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ﬁ’m’mLWlIﬂ::{ﬂ’Wﬂﬂ@:N(ﬁ/’m%iN mﬂﬂzuﬁdfﬁyﬁﬁLLUUN@UQWT‘U‘V]M@Uﬂ'ﬁmmL%'mfuﬁwqmﬁwﬁ:ﬁw%
WaaN (Q-Coefficient) 289AFAWUASY (Cronbach) ﬁﬁzﬁuﬁfﬂﬁqﬁzy 05 (Cronbach ,1951) TaalnAnAmEasii
vasinamlngsminniy 979 GeagluarAusiann (Rovinell & Hambleton, 1977) Asasulanuuuaeuanuyail
ansnrinfu s unnaifusansinayalansnmsnzay

msﬁmﬁzﬁ"z}l@ga

HATenayad menuuuasuanUTinsnznateaffin1sTinsisnauanneeiBengg (Multiple

Regression Analysis) tilanaRaLANNNEENazaIfaLLlTAuaasaLlTnIN

NANI5398

ﬂ'ﬁ‘ﬁLﬂ‘i’Izﬁﬂ')"lNﬂﬁﬂﬂﬂ@GW‘lﬁ (Multiple Regression Andlysis) §i8enlafitnmmunsaulsdaszunazesa
aasiudaseaani Inelan1snsieaauniadia Ae Tolerance uazAN Variance Inflation Factor (VIF) Fananng
AATIZAAN Tolerance aassuLlsBaazyndadaulnagud wazan VIF sasdaulsdsssyndafianiasna 10
shmsnefafnuladaasynda il A ndege ez uazANANEER Durbin-Watson Wi 1.699 &eiian
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#15799 1 Tolerance VIF and Durbin — Watson Statistics

T

Tolerance VIF and Durbin — Watson Statistics

Durbin -
variable Tolerance VIF Watson
Product .676 1.479 1.699
Price| 442 2.263
Place .498 2.006
Promotion .308 3.245
People 292 3.245
Physical Evidence 310 3.223
Process .297 3.366
Digital Marketing .642 1.558

AINTUNANITALATIEN Multiple Regression W‘LIQI’I the correlation R =.727 uwae R Square = .528*51&
MHIEANHINEIHIT NN NI OIRAuUTBaS TR BrEnanasaulsaulad 52.8%, TaeTasanusnan (Price) A1w
FBINNNIITAFIIUNY (Place) ATHANTAILABHAIFAATNA (Promotion) mequﬂm (People) TufianEnans
ANHNAISNANATBIUNUARY LazTad8mIN AMUHARS 04T (Product) AMWRILIARBHNINIEATN (Physical
Evidence) ANWNTZLINNNS (Process) haznN19AaNARAYIA (Digital Marketing) fBvanananEassnnAra Ly

o/ o o o/ d
ARUTNEATNTzdeu s Al G LLN@]\?T‘HV’H‘NQﬁ 2

H 3
A191971 2 N199LA1Z1 Multiple Regression

Table 3: Regression Analysis

Independent variable Unstandardized Standardized t Sig.
Coefficients Coefficients ﬂ
B Std.Error

(Constant) .039 223 A73 .863
Product .220 .063 178 3.469 .001
Price .053 .056 .049 .944 346
Place -.135 .039 .01 .205 .837
Promotion -.042 .046 -.042 -.897 370
People .000 .063 .000 .003 .998
Physical Evidence 27N .068 232 3.971 .000
Process 392 .069 342 5.701 .000
Digital Marketing 076 .037 .083 2.051 .041
Dependent Variable: A21HA95NANA2BIUNKARL
R 727
R 528
Adjusted R? 518
F-statistics 54.665

Note. p <0.05
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(Digital Marketing)
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