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Abstract

The purpose of this research were 1) to study the importance of experiential marketing,
satisfaction, word of mouth, and purchase decisions of medical equipment and 2) to study
the effect of experiential marketing, satisfaction, and word of mouth toward purchase
decisions to medical equipment for hospitals in the northern region of thailand. It is
quantitative research. The sample consisted of 454 participants. The research instrument was
a questionnaire, and descriptive statistics were used to calculate percentages, means, and
standard deviations, while inferential statistics were applied to analyze structural equation
modeling using the ADANCO.

The results showed that all factors were very important. Sorted from most to least,
including satisfaction, experiential marketing, purchasing decisions and word of mouth. The result
of a structural equations model of experiential marketing had a direct effect on satisfaction, with
a path coefficient equal to 0.803, followed by experiential marketing had a direct effect on word
of mouth, with a path coefficient equal to 0.728, Word-of-mouth had a direct effect on word of
mouth, with a path coefficient equal to 0.508. The experiential marketing had a direct effect on
purchasing decisions, with a path coefficient equal to 0.291. The satisfaction had a direct effect on
purchasing decisions, with a path coefficient equal to 0.120. Lastly, satisfaction had a direct
influence on word of mouth with a path coefficient of 0.030. Therefore, business operators should
develop strategies to create satisfaction both before and after service use, in order to impress

customers, encourage repeat purchases, and ultimately foster long-term customer loyalty.

Keyword: Experiential Marketing, Satisfaction, Word of Mouth, Purchasing Decisions, Medical
Equipment
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Figure 2 Path coefficients between interrelated variables
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Table 1 displays the means, standard deviations, and Average Variance Extracted (AVE) values

Latent Variable X S.D. | Insignificant | AVE Difkstra: JOreskog's | Crobach's
Henseler's rho rho alpha
1. Experiential 427 | 0.533 High 0.7251 0.9582 0.9634 0.9578
Marketing
2. Satisfaction 4.497 | 0.526 High 0.7182 0.9570 0.9622 0.9562
3. Word of Mouth 4.407 | 0.535 High 0.6702 0.9402 0.9479 0.9379
4. Purchasing Decisions | 4.188 | 0.563 High 0.6391 0.9386 0.9465 0.9370
Total Average 4.340 | 0.539 High - - - -

19197 1 wu 1ntade Tngsand
AR Y 4.300 a2l BeluuNINTsIu 0.539
Tneglnveyadimufisnslamndign daade
4.491 warauLduuIATEIL 0.526 584 A9
1 fio Mananaiduszaunisa Saiade 4.268
a2uld 8aLUUNIATIIU 0.533 LAz UaNme
fiaade 4.404 uazarudesuunInsgu
0.535 ddfugame fe nisdinaulade aiads
4188 @ 21Ul BALUULIATFIU 0.563
nsnsredeuAtnndade (Loading) @i
fadfanndafianduuanuinn 050 Taed
Adaun 0.792 Fa 0.879 Tasynduusdunaoy
Tunaum 7 mnund ar1ves AVE a6 aun
0.7251 919 0.7182 wazlidsd1Agyneana (p <
0.01) wannmsiamnfudsiinnmiiionss
(Fornell & Larcker, 1981)
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nMsmaailsUsraumsnidninannufisnels
fiduusEAvBiaumng 0.078 uawan t-stat Wiy
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Table 2 provides a summary of the hypothesis testing results

Hypothesis coefficient t-stat Summary of results
H1 | Experiential marketing effect to Purchasing decisions 0.291 2.038*** Support
H2 | Experiential marketing effect to Satisfaction 0.802 13.246%** Support
H3 | Experiential marketing effect to Word of mouth 0.727 9.421%** Support
Ha | Satisfaction effect to Purchasing decisions 0.120 2.897%** Support
H5 | Satisfaction effect to Word of mouth 0.129 3.125%** Support
H6 | Word of mouth effect to Purchasing decisions 0.507 6.012%** Support
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