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ABSTRACT

This independent study aimed to study the impact of marketing communication
at point of purchase on consumers in Mueang Chiang Mai district towards purchasing consumer
products. Research samplings were identified to 400 male and female, aged of 15 years old or
older, consumers of those products, including those who saw marketing communication of
consumer goods at the medium and large sizes of modern retail stores. All samplings were sorted
by quota sampling method from particular size of retail stores. Questionnaires were used to
collect data; then all data was analyzed using descriptive statistics: frequency, percentage, and
means.

The results of the study indicated that a majority of the respondents were single
female, aged 20 — 29 years old, with a Bachelor’s degree, whose occupation was mentioned to an
undergraduate student, with average income of lower than 5,000 baht per month. In average, they
purchased consumer goods at the frequency of 2-3 times per week at convenient stores. Their
motive in purchasing those goods from convenient stores was mentioned to convenient parking
space and easy-access location close to home and working place. In addition, the marketing
communication at the point of purchase that they often found was brochure/leaflet; and the goods
in facial and body category was mostly purchased after the respondents accessed to marketing

communications.



Hereafter were shown the impacts of 14 types of point of purchase items, related
to consumer’s responsive behavior on AIDA model.

In Cognitive stage, the respondents responded to the “notice element” highly on
Floor Display, Standee, and Stand Display, respectively.

In Affective stage, the respondents responded to the “attention element” highly
on Event Marketing, Dump Bin, and Shelf Vision, respectively; to the “interest element” highly
on Sampling, Demo Booth, and Multimedia Advertising (multi-marketing communications
through television/video/computer), respectively; and to the “desire element” highly on Dump
Bin, Sampling, and Brochures & Leaflet, respectively.

In Behavior stage, the respondents responded to the “decision element” highly

on Dump Bin, Brochures & Leaflet, and Sampling.



