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“Penangkal lImu Teluh”

DeBBIE CYHTHMI OEWL - WENBRAGIPTA - - YATTIE SURACHMAN
MUNI CADER - ALWI DSLAN - RINA HASSIM - SOFA W.D.
H.ABUMUSA - JACK JORN

Source: imdb

1/ &nq (Thai): meaning, translation — WordSense

2/ Faith Based Tourism Market Growth, Trends & Forecast 2034 (futuremarketinsights.com
3/ Omamori: A Guide to Japanese Amulets - JapanLivingGuide.net - Living Guide in Japan
4/ Feng Shui Symbols Of Protection And How To Use Them (theenlightenmentjourney.com
5/ 50 Beautiful and Popular Religious Places in India - Wego Travel Blog

6/ Indian amulets - ethnicadornment
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https://www.wordsense.eu/%E0%B8%A1%E0%B8%B9%E0%B9%80%E0%B8%95%E0%B8%A5%E0%B8%B9/
https://www.futuremarketinsights.com/reports/faith-based-tourism-sector-overview#:~:text=Faith-based%20Tourism%20Market%20Outlook%20from%202024%20to%202034,seek%20more%20meaning%20and%20purpose%20in%20their%20lives.
https://www.japanlivingguide.com/living-in-japan/culture/omamori/
https://theenlightenmentjourney.com/feng-shui-symbols-of-protection-and-how-to-use-them/
https://blog.wego.com/50-pilgrimage-destinations/
https://www.ethnicadornment.com/indian-amulets/
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7/ https:/www.bangkokbiznews.com/business/economic/1121072

8/ https://datawarehouse.dbd.go.th/area/overview/96304
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> 250,000 B 3.5%
100,001 - 150,000 B 10.6%
 Female ®Male LGBTQ+
75,001 - 100,000 B 13.6%
50,001 - 75,000 B 18.5%

30,001-50,000 B | 25.5%
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Baby Boomer GenX [ GenY mGenZ
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2.7% m Below Bachelor 1 Bachelor Master and Above

Source: Krungsri Research
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Source: Krungsri Research
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