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Abstract

This research aimed to study 1) the level of 4Es marketing strategy, brand
image, and purchasing decision of dessert souvenir product for Thai tourists in
Phetchaburi Province, 2) 4Es marketing strategy affecting purchasing decision of dessert
souvenir product for Thai tourists in Phetchaburi Province, and 3) brand image affecting
purchasing decision of dessert souvenir product for Thai tourists in Phetchaburi
Province. The sample group consisted of 400 Thai tourists who visited and purchased
dessert souvenir in Phetchaburi Province, selected by using an accidental sampling
method. The research instrument was a questionnaire with a reliability of 0.99.
Statistics used in data analysis was percentage, mean, standard deviation, and multiple
linear regression analysis.

The research results were as follows:

1. The level of 4Es marketing strategy, brand image, and purchasing
decision of dessert souvenir product for Thai tourists in Phetchaburi Province were
overall at a high level.

2. 4Es marketing strategy was experience (Xexp), €xchange (xex), everywhere
(Xeve), and evangelism (xeva), affecting purchasing decision of dessert souvenir product
for Thai tourists in Phetchaburi Province, with statistical significance at the 0.01 level,

with a predictive efficiency of 43.0%., and the prediction equation was Y. ..=0939 +

0.326(Xexc) + 0.162(Xexp) + 0.156(Xeva) + 0.118(Xeve)

3. Brand image was attributes (Xa), benefits (Xpen), Values (x,), and user

total

personality (xeer), affecting purchasing decision of dessert souvenir product for Thai
tourists in Phetchaburi Province, with statistical significance at the 0.01 level, with a

predictive efficiency of 52.0%., and the prediction equation was Y = 1.263 +

0.277(Xpen) + 0.191(xper) + 0.126(Xva) + 0.104(x5¢)
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