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Abstract

This independent study to Innovative marketing influences the buying decision of the
decorative Mah Hang Kanok. The quantitative method was The sample group is a customer
who has bought a sculpture decorated with a horse tail Kanok. Ssample size of 270 subjects, with
a simple random method. The questionnaire created by the author was verified the content validity by
index of item-objective congruence method and the reliability coefficient by Cronbach’s alpha. Coefficient.
Discuss the results of data analysis using statistics, amount, percentage, mean, standard deviation. and testing
the hypothesis by using multiple regression analysis. The research findings revealed that marketing innovation
data, consisting of Customer Focus, Market Focus, and Integrated Marketing Communication, influenced
purchasing decisions. Decorative sculpture of a horse-tailed Kanok They were statistically significant at the .05
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level with regression coefficients of .196, .679 and .135, respectively. These 3 variables were able to predict

or explain the dedision to purchase decorative sculptures of horse tailed Kanok (Y) by 69.10%.

Key Words: Innovative marketing, Decorative sculpture, Mah Hang Kanok
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