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ABSTRACT
179928

The objectives of the research on ‘“Marketing communication factors affects to
consuming decision from large sized retail business : super center and hyper market in Samutprakam”
are 1) to study nature of demography, 2) to study activity and interest of consumers, 3) to study
marketing information perceiving from large sized retail business, 4) to study relation between
marketing information perceiving behavior and marketing information elements that affects to
consuming decision, 5) to study marketing information perceiving from large sized retail business
such as goods, price, distribution channel, marketing promotion that affects to consuming
decision.

The population used in this research consist, aged 18 up. Basiéally, this is a
survey research, using a one-Shot Case Study. Questionnaires are used as tools for
collecting data which are obtained from a sample group consisting of 400 people. The
statistics used for data analysis include Percentage, Mean, T-test, one-Way Anova and

Pearson,s Coefficient Correlation with an application of SPSs to assess the obtained data.

The findings of the research are as follows.

The demographic characteristice of the majiority of the sample group are
femalein similar prortion, age between 29-39 years old, bachelor degree as education,
individual corporation officers as occupation and 10,000-20,000 baht. Per month as total

income family.
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From studying, cultural oriented activity and interest,Sports, outdoor-activity and
health oriented activity and iﬁterest, finds that consumers have societal oriented active and
interest and home and family oriented activity and interest.

The marketing information perceiving behavior from personal media finds that friend
is proposal perceiving personal media at high level. The information perceiving behavior from
multitude media finds that perceiving from television media, provisional media and billboard are
in high level. The marketing information perceiving influences to consuming decision, the
marketing communication element in sales promotion is the maximum and salesman/personal
role is the minimum.

The test result for hypothesis 1 finds that all variable of nature of demography, such
as sex, age, education and total income per family, relate to 5 types of activity and interest by
Borimer’s concept in difference. Male and female consumers have to the different activities and
interests. The consumers who differ in age and occupation that have difference in societal
oriented activities and interests, entertainment oriented activities and interests, home and family
oriented activities and interests. Furthermore, it finds that consumers who differ in education that
have difference in societal oriented activities and interests, while consumers who differ in total
income per family that have difference in cultural oriented activities and interests and home and
family oriented activities and interests.

The result for hypothesis 2 finds that the marketing information perceiving though
personal media, multitude media and provisional media relates to marketing communication

elements that affect to consuming decision from large sized retail business in Samutprakarn.





