i Arunan: N195U3E19419 uazRNnelase i ss I ANRUTNNNIARIATRIAT

' t v
- <4 (3

auﬁmimﬁmwmwmw uazANAdlaTatevLising. (CONSUMERS' INFORMATION PERCEPTION
AND SATISFACTION TOWARDS MARKETING PUBLIC RELATIONS AND THEIR PURCHASE

INTENTION OF FUNCTIONAL DRINK BRANDS) &.ifsni ineniinusuan: 1@ watl imaassen, 275uii.

ao oo e = o oy o P P |
mMdaaTITRdRgrzasdinedn (1) n1rfuiinasd sz @niuinen1IRAIATIRINAUANLATEIANING
v ¥
gunm aniawe lasiatnasdszmdiuinenimana uazansladerssiiiiinn (2) mndiiusrzudnnisiug
dmanrsrduiuinunisnaiateinnaudieiesninegunwaesiising uazronianelasiaianrlssmdniug
P T - | v a o« & . o Yo o

nuNIAAATaIAAuANATaSRNINagIN NI L INA (3) AndiiusToudnsiLfdaa sl sz diuineng

R T y - Sa & P U P I v -
AANAINATAUANATIIRgIN BT TNA uerA i laTenAudaTessiuiagunwteauiing (4)

o . 2 e o g P S v a
anuduRusTzwInAaniwa lasiadnailssduiuiniininainren s aduAATesauiegunmaesiiiina uaz
o ooa 4 44 o s - : J . =
anwsladenTdudasesnuiaguninzesfiuiing (5) Wisuweuanuuandnsssdnuznalrznireaduiing
P o = = Yy o A o S q & P Y- - | = e
wdwA a0t szAUNIANET 81dn warielfdadaineulianudslatensfuduatesiuitequniniunneteiuees

fAlnanguiauaisfunig lude ey ussdeiuiiieny 18-35 T 4o 400 Au Tnensidednfiunufiinisnirdia

Wuuuaaunwluninfviieys uardwmsiuafioaniattesss Avede wazdoudsauuning isnmeatian

ATzANILTLIU (One-way Anova) test uazniamAndusr@ndanduiusuuie§du foalusunsuduiagl

uansadanwudn (1) fuitnanduiaeiriung awmdddudrsduieainisldlaguaglin uazqaanimees
ARt gianeniiga Tnsfinisfuiinsaisandasnsuoaty iy nslasanmnaneicd uazalenlsmnamg
aim 4 rdd v yd . oy .
antiang wnige vstiiefensidreuditeatunuanifaesdanens uazandsslsniianeazldifuainnng
1i3na friTnaliaoiane lasegnarsanmisliiufivemunszuafiondainrmatsan uazivesasnisliiuaiug
T « a - a oo - S & P T i
Runfuanulsdumisedudnnnign danlssiduininliifianuialadensdudiaiesdaninagunimuiniign As 11an
2IRTAUAN (2)nsFufHinadnlrsmduiuinenimanenduweesanieguninaedi Ana Tanndiusiu
4 g w sy 4 4 d - -y
anianalasatarnlssduiuiniiniinaa e duAnATasaNiiequnwELiing (3)mriuitnaas
o« s v o4 4 4 3 - =~ o o o & P P
UrzmdiuinianimainsenmduiaAasnniequnineedduiing danuduiuiiuauivlagenmduinatedy
WagunmaaagiAlna (4)auitnelaresiiiinasiedinarnlismduiuiniainmaatenmdusiaTesaniequnin

- e P p—— i 4 d . ; o
2036113 InA HAauduiusiuanus lagenmduieTeswnniegenweesduilnauas (5)EUTInalme ang seal

= ~ y & = e o= Sa & o v 4 4 4 v a = e
NITANKIY VTN llﬂ:T'}ﬂ‘lﬂl‘ﬂﬁﬂm'ﬂlﬂﬂullmﬂmflinu Nﬂ')'\“mq‘l'i'ﬂﬂmTqﬂuﬂ'}lﬂf‘ﬂdm“lW'ﬂQﬂﬂ'\W‘H'ﬂQN"UTTnﬂVlumﬂﬂqdﬂu

ANUNITY o

Tns@nEn



# # 5484652828: COMMUNICATION ARTS

KEYWORDS: INFOR MATION PERCEPTION AND SATISFACTION/ MARKETING PUBLIC
RELATIONS/ FUNCTIONAL DRINK BRANDS/ GENERATION Y/ PURCHASE INTENTION
KIRATI KACHENTAWA: CONSUMERS' INFORMATION PERCEPTION AND
SATISFACTION TOWARDS MARKETING PUBLIC RELATIONS AND THEIR PURCHASE
INTENTION OF FUNCTIONAL DRINK BRANDS. ADVISOR: ASSOC. PROF. PATCHANEE
CHEYJUNYA., 275 pp.

The objectives of this study were (1) to study the consumers' information perception, information
satisfaction, and purchase intention towards marketing public relations of functional drink brands (2) The correlation
between consumers' information perception towards marketing public relations of functional drink brands and
consumers' information satisfaction (3) The correlation between consumers' information perception towards marketing
pubtic relations of functional drink brands and consumers’ purchase intention (4) The correlation between consumers'
information satisfaction towards marketing public relations of functional drink brands and consumers' purchase
intention and (5) To compare with the difference in demographic factors had the difference in purchase intention
towards functional drink brands. The representative sample was Generation Y Consumers and the whole number
was 400 persons which studied or worked in Bangkok area and had the age between 18-35 years old. This
research was conducted with quantitative method using questionnaire to collect the data and analyzed by means of
Percentage, Mean, Standard deviation, One-way Anova, t-test and Pearson's product moment correlation via Instant
program for statistics analyzing.

The results of this research revealed that (1) Generation Y consumers always paid attention to maintain their
shape and health. They perceived marketing public relations information from mass media channel such as
advertisement on television and radio spot the most. The most important objective was to obtain the knowledge of
brands' qualification and nutrition. Consumers were satisfied with information perception to keep up with the trend
and to obtain brand benefits the most. The price of functional drink brands was the most important factor towards their
purchase intention (2) Consumers' information perception towards marketing public relations of functional drink
brands were positively correlated with consumers' information satisfaction (3) Consumers' information perception
towards marketing public relations of functional drink brands were positively correlated with consumers’ purchase
intention (4) Consumers' information satisfaction towards marketing public relations of functional drink brands were
positively correlated with consumer's purchase and (5) The difference in gender, age, education, occupation and

income factors of consumers had an impact on the difference towards purchase intention of functional drink brands.




