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The purposes of this research were to study: 1) demographic characteristics of
university students in Muang district, Chiang Mai province; 2) student purchasing behavior of
Thai music; and 3) marketing communication factors that influence purchasing behavior. A set of
questionnaires together with an interview were used for data collection. The sample data were
gathered from 155 students of Chiang Mai Rajabjat University, and Far Eastern University.
Results of this study were as follow:

It was found that 109 students were female and 46 were male with an average age
of 20 years old. Majority of the students were studying in second year and majoring in Marketing.
Their average monthly income was 4,970 baht.

For the purchasing behavior of Thai music, it was found that the students purchased
Thai music via internet and mobile phone by downloading 2-3 songs at a time as well as
purchased from department store one copy per visit. They purchased it less than once a month,
depending on their convenience. It was also found that the content itself was the most motivation
of purchasing behavior. The students received information about Thai music mostly from
television.

Marketing communication factors having an influence towards Thai music
purchasing of the students were as follows: 1) factor on changes/development/improvement, the
development of singers in terms of voice and singing techniques; 2) factor on needs of
consumers , contents of the song which interest consumers; 3) factor on convenience in
purchasing, the addition of distribution channel through internet; 4) factor on
communication/public relations, an increase of advertisement through TV music program and

market promotion activies like concert show of famous artists; 5) factor on price, reasonable
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price of CD disc; 6) factor on conformity and continual advertisement, continual advertisement
though TV music program; 7) factor on creativity/originality/difference, presentation of song
contents which are different from those in general markets and collection of quality singer in the
same CD disc; and 8) factor on culture, using the dialect in singing.

The first ten marketing communication sub-factors influencing purchasing behavior
were music lyrics that hit and touch the heart, rhythm of the music meet the listener preference,
the lyrics represent the listener’s feeling, television advertising, improvement of artists for a better
singing quality, diversification of the music that meet listener requirement, relaxing music
rhythm, develop lyrics to meet listener requirement, concert performance and music rhythm
which familiar to listener.

For the purchasing decision process, it revealed that the most influncing media in
the awareness stage was the Channel 5 television; in the interest stage was internet; in the
evaluation stage was the student him/herself and in decision stage was also the student

him/herself.





