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ABSTRACT

This research aimed to investigate level of purchase intention of consumers relying on
astrological belief and to analyze the demographic characteristics affecting those consumers’
purchase intention. Population were consumers aged =220 years old who relied on astrological
belief when purchasing products and service and 315 samples were taken from the population.
Descriptive statistics used for the data analysis were mean, and standard deviation, and one-way
ANOVA was used for hypothesis test.

The results of the study were that the overview of purchase intention relying on astrological
belief of the samples was at a high level. Planning and purchase intention were both found at
high levels. Involvement was rated at a moderate level. The hypothesis test indicated the impact
of occupation on purchase intention at a statistical significance level of 0.05. From the results, it
could possibly be concluded that the marketing based on astrological belief was partially a strategy
to motivate consumers’ purchase intention, involvement, and planning to buy products and service.
However, knowledge, understanding and accurate information about astrological belief were all
required when presenting products or service of the kind.
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