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ABSTRACT

TITLE : MARKETING COMMUNICATION STRATEGY AFFECTING THE DECISION
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This study aims to (1) study personal characteristics, marketing communication
strategy, and consumer purchasing decisions‘for fresh and frozen food, (2) compare
consumers' purchasing decisions for fresh and frozen food, classified according to
personal characteristics, and (3) investigate the influence of marketing communication
strategies on consumers' purchasing-decisions for fresh and frozen food. The sample
comprised 220 customers with prior purchasing experience at Ubon Ban Phet Shop,
residing in Kut Khao Pun district, Ubon Ratchathani province. A questionnaire was used
for data collection.!The statistics used were frequency, percentage, mean, standard
deviation, t-test, F-test, and multiple regression analysis.

The results revealed that the majority of participants were female, aged between
21/and 25.years, single, held a bachelor's degree as their highest level of education,
were.employed in general labor, and earned an average monthly income of less than
10,001 baht. The hypothesis testing results revealed that (1) all personal characteristics,
including gender, age, marital status, highest level of education, occupation, and
different average monthly income, did not significantly influence consumers'
purchasing decisions for fresh and frozen food and (2) marketing communication
strategies across four dimensions—advertising, personal selling, sales promotion, and
informing and public relations—had a statistically significant impact on consumers'

purchasing decisions for fresh and frozen food at the 0.05 level.





