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This study investigates the impact of the marketing public relations media and the factors
that affect consumers’ shopping behaviors at street shopping centers in Bangkok Metropolis. The
study was conducted by examining various factors, demography, marketing public relations rﬁedia
exposure, attitudes and shopping behavior in street shopping centers. There are two methods used
in this research; four shopping centers’ PR executives interviewing, relevant documents and media
including a survey of the questionnaires which were randomly collected from the sample of 400
shoppers. To accomplish the objectives of this research, the study analyzed the data by using
percentage, Mean, S.D., T-test, one way analysis of variance, Pearson's correlation coefficient and

Simple linear regression. The results were as following:

1. Shopping centers combined several strategies such as CPR, publicity and MPR
strategies to ensure customer's highest satisfaction. Moreover, in order to achieve the target
groups, shopping centers used mass media, print media, interpersonal communication and
exclusive media that have an effect on consumers’ shopping behaviors and attract more customers.

2. Demography -- such as sex, age, incomes and professions were statistically
significant correlated with consumer shopping behaviors in terms of purchasing expense and the
duration of spending. However, education was not significantly cormrelated with consumer
purchasing behaviors.

3. MPR media exposure was correlated with consumer shopping behaviors in terms
of purchasing frequéncy, expense and the duration of spending. However, television and radio

media were not significantly correlated with consumer shopping behavior.





