UNANED

nsAneIdell TinguszatAiveAnyInagnsn1saea1INITRAINLULYININTTH

9
¥

dwananisindulationdn duguusguuuns una. Weodnan1sideunduuwimiadanis

Javinagnsn1enisnatn wagivuaununulinsaudesnisvenguildmvung lay

av o4 %

nsAinwsusindeyaananddeninestes Tduuvaeunmivdeyaainnguiiegi 392

AU vnsiassideyalaenismaiedy (Mean) wazdiulds suuninggiu (Standard

6 1

Deviation) nadauauufgy lngldadfidseuuu (Inferential Statistics) Aim N153LATIEHAN
duuszandanduiusuuuriiasdu (Pearson’s Product Moment Correlation Coefficient)
LAENITIATIEYINITANARENYAM Multiple Regression WAN1SILATIENNUIN NHURIBEN

drlvglumands Sovay 57.70 To1gszning 15-20 U Sesaz 70.40 Masdnwilusziu

a

Uy Sewaz 85.20 eldmatAauninin 10,000 U Segaz 80.60 WeANITIUNITUILAA

a 2 L3

nandaaiuUsguun wud dalvguilaauumiaseslsd Sesar 44.86 \Wuuumaweslsd

Y930 Sovay 40.47 USINATIUIU 1-2 ASIHOFUMY 0882 69.90 LADNTONANAUIIIN

=Y

aunw oay 5530 @ondelutuiauisy 200 43, fevay 69.90 Mstedenswnniianie
1 wie $oway 59.90 deluriainan 12.01-16.00 u. fevaz 46.90 uardoanyadIviEYes
Wda uma. $evay 69.40 LagNaNINA@BUANNAZIY WU NAgMENNTARANINNTAANALUY
ysums funistssrnduiud lidwasdensdadulatondnfusiuussuuns una. @y
NAENENTABANTNTHAIALIUYTUINT Funslava MUNNTELETINNGINY FUunsYe
Tngldminauwe dunanaianimnss dwadenisiadulodondndusiulssuunns wa.

a LY

fideddgymeadffisgdu 0.05 lnenagndnisdeaisnisnainuuuysannis Wududsi

(%
) a

wensaimsdndulatendndusinusguuuns una. lasesay 61.20 (AdiR? = 0.61)



ABSTRACT

The purpose of this research aims to seek for the strategy and method of
marketing to boost the SUT branded milk product more famous and successful.
Moreover, we also want to extract the needed of consumers and users by studying
the data from relevant research use questionnaires to collect data from 392 samples.
The data is performed by finding its meaning and the standard deviation. We have
tested the hypothesis by using the Inferential Statistics to analyze Pearson’s Product
Moment Correlation Coefficient and Multiple Regression. The results showed that
most of the samples were female, which is 57.70 percent, and the percentage of
people who has the age between 15 to 20 years old is 70.40. Currently studying at
the undergraduate level is 85.20 percent and the citizen who has the income below
1000 Baht is 80.60 percent. The consumption behavior of dairy products found that
most of the consumers about 44.86 percent of pasteurized milk and 40.47 percent of
that is fresh pasteurized milk. The consumption of 1-2 times per week is 69.90
percent, the highest purchase per time of 1 unit is 59.90 percent and the time of
buying between 12:01-16:00 is 46.90 percent. More than these, the clients who come
to buy directly distribution point of the farm, SUT is 69.40 percent. The results of the
hypothesis testing found that the integrated of marketing communications strategies
public relations does not affect to the purchase decision to milk processing products
SUT brand. The strategies of integrated marketing communication are advertising,
Sales Promotion, Personal Selling and direct marketing affect to the decision of
purchasing of milk products of SUT brand with statistical significance at the level of
0.05. By integrated marketing commmunication strategies is a variable that predicts the
decision to purchase milk processing products SUT brand at 61.20 percent (AdjR2 =
0.61)



	Cover
	Abstract
	Acknowledgement
	Content
	Chapter1
	Chapter2
	Chapter3
	Chapter4
	Chapter5
	Reference
	Appendix
	Biography



