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Abstract

The objectives of this study were (1) study the levels of social factors,
marketing mix factors, psychological factors, concert management factors, and
the decision to attend the concert; (2) analyze the relationships among factors
affecting the decision to attend the concert; and (3) determine the factors
influencing Thai fans' decisions to attend the 'NCT 127 4TH TOUR NEO CITY:
BANGKOK - THE MOMENTUM' concert. The sample consisted of 400 Thai fans
who attended the concert, selected using convenience sampling. The instrument
used for data collection was a closed-ended questionnaire. Data were analyzed

using descriptive and inferential statistics. The findings showed that regarding the
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level of decision-making to attend the concert, psychological factors had the
highest overall mean (x = 4.90, S.D. = 0.21). Psychological factors had the highest
positive correlation with the decision to attend the concert (r = 0.24, p < 0.01).
Multiple regression analysis revealed that the factor with the most significant
impact on the decision to attend was social factors regarding environment and
support B =0.21, p < 0.01). This was followed by psychological factors regarding
motivation (g =0.17, p < 0.01), concert management factors regarding the artists
(B =0.16, p < 0.01), and marketing mix factors regarding privileges ( f = 0.13, p
< 0.05), respectively. These factors could jointly predict the decision to attend
the concert at 10.2 percent (Adjust R? = 0.102, p < 0.01). These empirical findings
provide actionable guidelines for event organizers in formulating management
strategies for large-scale events and designing privileges to upgrade the standards
of stadium-level concerts in Thailand.

Keywords: Decision To Attend a Concert, Social Factors, Psychological Factors,

Concert Management Factors, NCT 127
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nsusauswdayauazn1sinsideya

HA3TeANTuNAUTIUTINT YA 18 AULBIINNAUAIBEIY T81T196 oY
SuaAw .. 2568 fusieu Ju1au w.e. 2569 dndeyaieUSuaun e eRnuaiRigs
wssasun 1A Arfesay Anads uazAndouuwasg edesdleiliiAunusudeya
WusvvasuaulareUadnvazuinsidiuyszuiae (Likert Scale) 5 seau lag
fsrumnasimIanmneAieisvesazuuuoondu 5 Fadunuanuniiduns
At 0.80 Té Azuu 1.00-1.80 nefasedutioniian Axuu 1.81-2.60 vianef
SEAUNBY ATWUY 2.61-3.40 MuefesEauUIunane Azl 3.41-4.20 Maefeseauy
170 WazAzLUY 4.21-5.00 nunedeseduanndige saudsaimidaeyuiu ldun A
anduiusiiiesdu (Pearson's Correlation Coefficient) agn133LAT1EMIN150ANBEY
WA (Multiple Regression Analysis) Femaiawuutuney (Stepwise) (35wsm e
073 unzaniy, 2567) (AdEldihnsmTaeudennandasiu (Statistical Assumptions)
YBINITIATIENNITANRRENYAMBE1TLIN TaedITeTelainisussaiateyasnn
affeyuuiisleg Tnodsdsmanduiudsznineiuusdaszdlag AliAu 0.80 ey
néngrudsuszdndidesdulunsiusuiuuuiiassidunanntigmenudusiusi

2/

YU

NAN15398

mm‘;"mqﬂszaqﬁﬁ 1wy Jademedaan amswegluseduun (X = 4.20,
S.D. = 0.50) Inesuanudiesmsauyanaeglusyiusnniian (¥ = 4.66, S.D. = 0.43)
Uadvdmlsrauniinisnain amsinegluseduiin (X = 4.09, S.D. = 0.58) lageu
wandasiiinadogeanlussiuandian (X = 4.72, SD. = 0.53) Jadomadninen
amsameglusziuanniign (X = 4.90, SD. = 0.21) lnesuiifirnadsgegafesiu
913ualTI (X = 4.93, S.D. = 0.20) Yadun1sdnnisaeuldsn nmsinagluseduiin (

X =4.07,SD. = 0.45) Inesuatiufiriadugeaeiussiuanniiga (X = 4.75,SD. =
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0.33) waznsinduladrvuneudsen lnesiuegluseauuiniian (¥ = 4.54,S.D. =
0.45)
A15199 1 seeutavenedany Jasediuuszaun1aniseans Jaden1edninen

Jadun159nn1seewdss wazseaun1sinauladvuaauLASe

Jaduitdnun X S.D. wlana
UJadumedany 4.20 0.50 N
AIUANINLINSBUAL b IsETUAYY 3.74 0.76 )
AIUANUABINITAIUYAAR 4.66 0.43 wnitgn
Tadaudszaun1ansnann 4.09 0.58 10
AUNERSTDN 4.72 0.53 wnitgn
AUTIA 4.01 0.86 N
duaud 4.18 0.85 1N
AUANSALAY 3.44 0.76 tly
Yadymadninen 4.90 0.21 wnitgn
RINIERENE 4.90 0.25 Wnitga
AUNTIUF 4.86 0.31 wniian
AUDNTHAITI 4.93 0.20 Wnitga
Taden1sdnnismewdse 4.07 0.45 110
AUty 4.75 0.33 1nitgn
Fuanu 4.00 0.63 1N
ATUNITIANTT 3.94 0.60 gty
ATUNITENIBAILALAIN 3.60 0.76 )
nsandulavuneudse 4.54 0.45 1nitgn

NIAUITALAN 2 wudrduwlsdassdrulnganuduiusigauinduns

'
v A aa (%

sadulanvunoudinoynddvdAaynadanszau 0.01 Inetaden1einineid
Auduiusiunsanduladivuneudinluiiamadeniugaign (r = 0.24, p < 0.01)
sosasnAetadenedinudsiiamnuduiusideuinluszauafisuiunans (r = 0.21, p <

0.01) kansliiumnLnuedulasudaTen19dIRLiNTL n1sdnaulavunauLase
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gfiwudlduinuduaulunie uanani Ja3un15aan1sAauLdsadadlanuduniusida

v a

vanfunmsdndulalusesusi (r = 0.18, p < 0.01) JasdruUszaunInITAAIATAN
andurusidodAyn1eadfr = 0.22, p < 0.01) Fawan1shasizriamsaulainuen
anduiusseniniinlsdaseglaguiu 0.80 Jsdudulaidudsiianumangalunis
ngnsallaguanndamanuduiusvivdou

AN5199 2 NNTIATITIAANTUNUS NS AUTENINFILUSNANEN

s s ] s ﬂr]i
Y Uady Jadedau . Javens o
w5 Uadema . fndula
7179 Uszaung o 913 Y
finwn . InImen . i
GEGH A3AATN ADULATA .
ADULASA
Uaveng Pearson
o 1.00 -0.02 0.02 0.11* 0.21%**
GRGEY Correlation
Sig. - 0.73 0.64 0.03 0.00
Uavadau
Pearson
Useaunny -0.02 1.00 0.62** 0.58** 0.22%*
Conrelation
ASAATN
Sig. 0.73 - 0.00 0.00 0.00
Uadeng Pearson
- a 0.02 0.62** 1.00 0.43%** 0.24**
NINY Conrelation
Sig. 0.64 0.00 - 0.00 0.00
Jadans
o Pearson
INNT 0.11* 0.58** 0.43** 1.00 0.18**
- Correlation
AoULESA
Sig. 0.03 0.00 0.00 - 0.00

LYK

* sedutadndnydl 0.05, ** sedutaddnd 0.01

NNInqUszasAn 3 wuin Jadedaszsiuduneinsalnmsdnduladivuneudsn
lnsouay 14.6 (Adjust R? = 0.146, F=6.244, p=0.000) Ine U a4 g 198 9ALA 14
anmwandeuuazussauayudsmasenisindulasiniian (8=0.50, 8 = 0.21, p <
0.01) teannlddudvinannnistnriuvenguiiieunaznszuanousuiBeuinain
yuvusaulay sesasnfAeladeniadnineiniuwsegdle (B=0.29, 8 = 0.17, p < 0.01)

WeonauausImNguwarivisnsiauinues Jadunisdnnisneudsaaudadu (8=0.22,
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B =0.16, p < 0.01) MnardesulunwanwaluazAneninnisuans waztadoau

o A

Uszaunen1snatna ud@nsiae (B=0.07, 8 = 0.13, p < 0.05) FadudissdrAgd

asenudnduauaznszdunisdnduladednslisiniadumuddiv

M13199 3 waN1TIRTIEIN1sanneenyAnvetladeidwadonsinduladiy

ADULASH
fauus B | SE | B t p

(Arasil) 0.50 | 0.66 0.76 | 0.45
Uadumsdonu duanimwindeunasusatiuayy (Xs1) | 0.12 | 0.03 | 0.21 | 3.90 | 0.00**
Tadamedeny AuaufenIsdInyAng (Xs2) 0.03 | 0.06 | 0.03 | 0.51 | 0.61
Yadudulszaunisnisnan aunaniud (Xpl) 0.07 | 0.06 | 0.08 | 1.13 | 0.26
Uadudiulszaunienismain ausInl (Xp2) 0.02 | 0.05 | 0.05 | 0.51 | 0.61
Yodudrulszaunanisaain duaanuil (Xp3) 0.01 | 0.05 | 0.01 | 0.12 | 0.91
Uadudulszaunisnisnain auansitey (Xpd) 0.07 | 0.03 | 0.13 | 2.41 | 0.02**
Taden1939inen muwsegala (Xps1) 0.29 | 0.10 | 0.17 | 2.85 | 0.01**
Tademadninen Aunssus (Xps2) 0.01 | 0.09 | 0.01 | 0.10 | 0.92
Y2dm1939Ingn AueIsualsIm (Xps3) 0.14 | 0.14 | 0.06 | 1.00 | 0.32
Yadumsdnnisneudsn sudalu (Xm1) 0.22 | 0.07 | 0.16 | 3.14 | 0.00**
Padunsdanisnemdsn Fuanuil (Xm2) 0.09 | 0.05 | 0.13 | 1.73 | 0.09*
YadunmsdnanisAeudse Aun1TIANIT (Xm3) 0.01 | 0.06 | 0.01 | 0.15 | 0.88
Jadun1999n15AULETH A1UN1581UIBANEEAIN | 0.08 | 0.05 | 0.14 | 1.86 | 0.06*
(Xma)

R =0.417, R? = 0.174, Adjust R? = 0.146, F=6.24, p=0.000

LYY

* sgRutiudAgy 0.05, ** szautedAgyi 0.01
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wenantl Yademsianismewdsn audatu war Jadediudszaunienisnain au
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ANAAluTEAUE N9l 1N INUgBNTAITUIINA NS nualvesAaluuay
Auansalunsuansdundn Sddiefgaliuluadudaduladisinsunisuans
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aa 1 a
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AU AN
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wazdasmenisnaiasuuaafuvimdiiiunalnndnlunisiingfnssud eves
Y A 1 a a dyd 1Y) a a 6 1 a 1] <3

AUTIAA AukAna1uTsuTunidudugdningdn wginssuveswrluaduindeyly
Useinalneduind ousieyanudsansual (Emotional Value) hagai1uduiusLas
fyanwalszninemaniiuAaluwmilendtdasigdandyd dewalinagnsnisnesng
3900910 ANUNNENNYBIEUTIRNU LT NARBNNTTUIIAINUADINITUITINYUNS

LAAIEATEAURLALAYI

[

NAINNIFIFLINQUSEAIRT 2 LNDIATITIANUAUNUSTE NI 8NEIHAMD

q

msdinduladnvmaeudsn NCT 127 :rnmsilengsiiiomanuduiusseninangud
wUs wuan danusaulugiianuduiusisuiniunisdndulativunsudsnogied
Tedfuvneadn Wesndadeniadainen fenuduiudidauintunsdaduladivy
AoulAingeiign aenndoetuuideves 1393551 Iwagaudns (2564) wuin nsdl
yanalaeialuazdndulad endnfusinsaidonlduinig o1adtadeniadnine
(Psychological factors) unieades s?iuﬁudauﬁﬁaujﬁﬁﬂﬁqﬂﬂaﬁu sadulauslng

NANAUNWATUSNNS kazdaanAaeINULUUINABIAUARYBY Schiffman & Wisenblit

1 s

(2019) 85U1871 BeAUTTNBUAIUAIUTAN (Affective component) Wl ueTsualkaY
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