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Factors affecting Buddhist’s decision to purchase offerings

in Prasat District, Surin Province
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Abstract
The objectives of this study were 1) to explore Buddhist’s decision to purchase
offerings in Prasat District, Surin Province, and 2) to examine factors affecting Buddhist’s

decision to purchase offerings in Prasat District, Surin Province. This research used a



quantitative approach by employing a questionnaire as a research tool. The research sample
was 450 Buddhists in Prasat District, Surin Province, which was obtained by using accidental
Selection. Statistics used in data analysis consisted of percentage, frequency, standard
deviation, and multiple regression analysis. The results showed that 1) the level of decision-
making in purchasing offerings of Buddhists in Prasat District, Surin Province, was at a medium
level (X = 3.27), and 2) the marketing mix factors that significantly affected the decision to
purchase offerings included product, price and distribution channel. As for the promotion
factor, it had no effect on decision-making. All independent variables were able to jointly

predict the decision to purchase offerings at 79.5%.
Keywords: marketing mix, purchase decision, offerings
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