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Orawan Jaroenijittakam. (2549). IMC, media perception and product factors affecting
consumer behavior in Central department store, Bangkok area. Master Project,
M.B.A. (Marketing). Bangkok: Graduate School, Srinakharinwirot University.

Advisor: Assoc.Prof. Somchai Hirankitti.

The purpose of this research was to study integrated marketing
communication, media perception and product factors affecting consumer behavior in
Central department store, Bangkok area. The questionnaires were used for 420
consumers to collect data which were analyzed by percentage, minimum, maximum,
mean, standard deviation, independent t-test, one-way analysis of variance, pair
comparison analysis by Least Significant Difference (LSD) and Pearson product
moment correlation coefficient; processed by SPSS for Windows version 11.5. The
research revealed that:

1. The majority of consumers were women, 21-30 years old, single marital
status, bachelor degree graduated, private company employees, 10,001-20,000 baht
monthly income.

2. Consumers’ behavior at Central department store on average expense per
time was 1,104.54 baht, average shopping frequency was 4.11 times per month and
spent 2.85 hours per time in average.

3. Consumers’ opinion to overall integrated marketing communication of
Central department store was at moderate level. Consumers’ opinion to particulars;
found that,

3.1 Personal selling: consumers’ opinion to sales representative on
persuading to purchase products/services from Central department store was at
moderate level.

3.2 Sales promotion: consumers’ opinion to persuasion of discount
promotion from Central department store was at good level. Consumers’ opinion to
buying trade-in product, promotion program of getting cash voucher after buying
products, getting discount coupon from trading sticker collection program, special
privilege for Central card’s member were at moderate level.

3.3 Direct marketing: consumers’ opinion to receiving
catalogue/magazine/mail letter was at moderate level. Consumers’ opinion to product

purchasing service from Central online was at poor level.



3.4 Billboard of Central department store: consumers’ opinion to
obviousness of advertising billboard was at moderate level.

3.5 Event marketing: consumers’ opinion to joining the Central bundidnoi
activity was at very poor level.

4. Consumers’ overall media perception of Central department store in
Bangkok area was at moderate/sometimes level. Consumers’ perception to particulars;
found that, consumers’ perception to outdoor billboard and banner in Central
department store was at high/frequent level, consumers’ perception to other medias was
at moderate level, consumers’ perception to radio media and information of Central

department store through www.central.co.th was at low/infrequent level.

Hypothesis test results:

1. Consumers with different demographic factors which consisted of gender, ages,
educational levels and incomes had different consumers’ shopping behavior at Central
department store in Bangkok area in term of purchasing expense per time at 0.05, 0.01,
0.01, 0.05 statistically significant different levels respectively.

2. Consumers with different demographic factors which consisted of ages and
occupations had different consumers’ shopping behavior at Central department store in
Bangkok area in term of shopping frequency per month and shopping period per time at
0.01, 0.01, 0.01, 0.05 statistically significant different levels respectively.

3. Consumers’ opinion to overall integrated marketing communication
correlated to
consumers’ shopping behavior at Central department store in Bangkok area in term of
purchasing expense per time, shopping frequency per month and shopping period per
time at low level in the same direction, at 0.01 statistically significant level.

4. Overall media perception of Central department store correlated to
consumers’ shopping behavior at Central department store in term of shopping
frequency per month and shopping period per time at low level in the same direction, at
0.01 statistically significant level.

5. Overall product purchasing favor correlated to overall consumers’ satisfaction
towards product factor in Central department store at low level in the same direction, at

0.01 statistically significant level.


http://www.central.co.th/

6. Overall consumers’ satisfaction towards product factor correlated to consumers’
shopping behavior at Central department store in Bangkok area in term of purchasing
expense per time, shopping frequency per month and shopping period per time at low

level in the same direction, at 0.05 statistically significant level.
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2. namivazls (What) Wudmadieldnmuisneazvasinmslugunslania
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audience)
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mmﬁu wazMIdawnay (Feedback) V89211I&1T U1IFNINANIFINNURRITIIETAZA D93
milaa  (Encoding)  uazilledarnulUduiudnims  fiurnasdesiimineaiia

(Decoding)
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c. HlENufouanniud (Swing user)
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5.1 WAAA U (Product)
5.2 37@1 (Price)
5.3 M09 Ue (Distribution)
5.4 Marketing communication (Comm.)
a .mM3lusmn (Advertising)
b. m3uelaslswiinauane (Personal Selling)
d. NMIRILRINNNTVY (Sales Promotion)
e. NIANNIANIIATI (Direct Marketing)
f. mma’miﬂﬂmiﬁ'@mgmﬁﬁﬁLﬂw (Event Marketing)
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