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Marketing Process of Sacred Object Entrepreneurs
Al Kai Dek of Wat Chedi, Sichon District,
Nakhon si Thammarat Province
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This research aimed to: investigate the marketing process of sacred object
entrepreneurs of At Khat Dek Wat Chedi in Sichon District, Nakhon Si Thammarat
Province, and examine the marketing models of stores that offer rental of Ai Khai
amulets in the same area.

This study employed a qualitative research methodology. Data were
collected through in-depth interviews with 15 key informants, including sacred
object entrepreneurs, store owners, temple staff, devotees, and tourists. The data
were analyzed using content analysis and validated through triangulation
techniques to ensure credibility and trustworthiness. The findings revealed that
the marketing process of Ai Khat sacred object entrepreneurs has distinct
characteristics that differ from conventional markets. The core of their marketing
strategy is based on faith and belief, which serve as the central driving force. The
process integrates Faith-Based Marketing, Experiential Marketing, and the strategic
use of digital media, including social media platforms and influencers, which play
a key role in stimulating demand and expanding the customer base. Regarding
the marketing models of stores that rent sacred objects, the study categorized
them into three main types: Temple-based shops, which emphasize sanctity and
authenticity; Perimeter shops, which employ image design and spiritual activities
to attract tourists; and Online stores, which provide convenience and accessibility
to consumers but must build credibility through customer reviews and product
guarantee systems. The study concludes that the At Khai amulet market represents
a remarkable example of the integration of cultural capital, spiritual faith, and
modern marketing management, all of which contribute to generating economic,
social, and cultural value at both community and national levels.

Keywords: Faith-Based Marketing, Sacred Objects, Ai Khai Dek Wat Chedi,
Marketing Strategy, Belief and Culture
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