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ABSTRACT

The research aimed to (1) study the motivation levels of people visiting to pay respect at
Pu Lup Shrine, (2) examine the levels of public perception toward the 7Ps service marketing mix,
and (3) analyze the relationship between motivation and the perception of the 7Ps marketing mix.
The population consisted of people who visit or have visited Pu Lup Shrine. A sample of 400
respondents was selected using convenience sampling. The research instrument was a
questionnaire. Data analysis was conducted using descriptive statistics, including percentage,
mean, and standard deviation, as well as inferential statistics using Pearson’s Product Moment

Correlation Coefficient.

The research findings revealed that the majority of the sample were females in late
adulthood or pre-retirement age, who have begun seeking spiritual anchors for life stability. The
proportion of local residents from Nong Bua Lamphu province and visitors from other provinces
was similar, reflecting that Pu Lup Shrine serves as both a local sacred site and a regional faith-
based tourism destination that attracts people from outside the area. The highest motivation
among those visiting Pu Lup Shrine was Self-Actualization Needs, particularly the search for
spiritual peace, hope, and inspiration. Regarding the perception of the 7Ps marketing mix, the
aspect with the highest positive perception was Price, indicating that visitors perceive worshipping
at Pu Lup Shrine as highly spiritually valuable. This was followed by the Product aspect, as
people perceive the shrine as having a prominent identity and long-standing veneration, reflecting
that sanctity and legend are the core of the product. In contrast, Promotion received the lowest
level of perception. Furthermore, motivation was significantly related to and influenced the
perception of the 7Ps marketing mix at a statistically significant level of 0.05. Specifically, the
motivation for self-actualization had the strongest relationship and impact on the perception of
the 7Ps marketing mix. The results suggest that the development of Pu Lup Shrine as a faith-
based tourism destination should emphasize communicating spiritual values alongside improving

online public relations channels to enhance competitiveness and sustainable tourism.

Keywords: Motivation, Perception, Marketing Mix, Pu Lup Shrine, Faith-based Tourism
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