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ABSTRACT 231048

The objective of this study on “The Recognition of the Integrated Marketing
Communications (IMC) on Customer’s Purchasing Decision Making Organic Product” is
to study the recognition of the integrated marketing communications tools including
advertisement, sale by sale representatives, sale promotion, public relation, and direct’
sale on consumers’ decision making whether or not to purchase an organic product.
Four hundred sets of questionnaires were used to collect data from consumers. Data
were analyzed by using SPSS statistical program. Statistical outcomes include
frequency, percentage, average, standard deviation, and hypothesis test using Pearson
technique with 95% confidence interval with alpha level of 5%.

Results of the study show that most of the organic product purchased by the
consumers are fresh food such as vegetable and fruits, local herb for consumption,
pork, chicken, and chicken eggs. The major marketing factor which effects decision
making on purchasing organic product is the product factor. Most of the consumers
purchase an organic product for their own consumption. They purchase organic
products 2-3 times per month. The most popular place where the consumers purchase
organic product more is the department store (supermarket).Additional considerating
factor to purchase organic product is an approval by the intuitions (such as food and
drug administration, Thai industrial standard, Halal, etc.)

~ Advertisement, sale by sale representatives, sale promotion, public relation, and
direct sale also have effecis on the entrepreneurs’ recognition of the infegrated
marketing communications and make the consumer to make a decision to purchase

organic product.





