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Abstract

This research is a quantitative study with the following objectives:
1) to examine the behavior of purchasing online tickets for the Miracle
Cabaret Show, 2) to assess the audience's opinions on the appropriateness
of the marketing mix of the Miracle Cabaret Show in Chiang Mai, 3) to study
the opinions of audiences on their decision to purchase online tickets, and
4) to investigate the marketing mix factors that influence the decision to
purchase online tickets for the Miracle Cabaret Show.

Data were collected using quantitative research through a survey
research method, utilizing questionnaires. A multi-stage random sampling
technique was employed to select 400 respondents. The statistical tools
used for data analysis were frequency, percentage, mean, standard
deviation, and regression analysis.

The research findings revealed that: 1) In terms of behavior, the
majority of the sample had watched the Miracle Cabaret Show once
(51.70%), attended the show in groups of more than five people (50.70%),
purchased tickets online (52.00%), and spent between 3,001 and 4,000 baht
for the tickets (52.50%). 2) The analysis of the audience's opinions on the
appropriateness of the marketing mix of the Miracle Cabaret Show in
Chiang Mai indicated that, overall, the audience rated it at the highest level.
The order of importance was as follows: marketing promotion, pricing,
distribution channels, and the product. 3) The opinions of audiences regarding
purchasing online tickets were also at the highest level (M = 4.435, SD = 0.419).
4) Marketing promotion was found to be the most significant predictor of the
decision to purchase online tickets for the Miracle Cabaret Show, with a
prediction accuracy of 66.80%. The predictive equation was decision to
purchase tickets online for the Miracle Cabaret Show = 0.694 (constant) + 0.818
(marketing promotion).
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