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JILMICA CHAROENTANANG : INTEGRATED MARKETING
COMMUNICATIONS AFFECTING DECISIONS ON THE PURCHASE
OF READY-TO-EAT FROZEN FOOD. THESIS ADVISOR : ASST. PROF.

KWUNKAMOL DONKWA, Ph.D., 106 PP.

INTEGRATED MARKETING COMMUNICATIONS/ READY-TO-EAT/

FROZEN FOOD

This study had three objectives, that is, to study the personal factors affecting
decisions on the purchase of ready-to-eat frozen food by integrated marketing
communications, the personal factors in relation to the consumer behavior involving
ready-to-eat frozen food, and the integrated marketing communications affecting
decisions on the purchase of ready-to-eat frozen food. The target groups for the
research are people who eat ready-to-eat frozen food for over 1 year and are residing
in and around Bangkok. The number of the sample size was four hundred. The data
analysis was done by descriptive statistics.

The results of the study showed that the personal careers affecting integrated
marketing communications included the following: packaging, product samples, and
shelf advertisement; that the personalincome affecting integrated marketing
communications included the following: television, social activities and participations;
that the personal careers in relation to the consumer behavior concerning ready-to-eat
frozen food included the following: who purchase the product, types of products,
frequency of purchasing the product, eating time, ways to make purchasing decisions,

what to be considered when purchasing the product, where to eat, where to purchase



the product and reasons forpurchasing the product; that the personalincome in
relation to the consumer behavior regarding ready-to-eat frozen food included the
following: who purchase the product, types of products, frequency of purchasing the
product, ways to make purchasing decisions, what o be considered in purchasing the
product, where to eat, and reasons for purchasing the product; and finally that the
integrated marketing communications for advertising mostly affected their decisions
on the purchase of ready-to-eat frozen food, followed by public relations, sales
promotion, point-of-purchase communication, personal selling and event marketing,
with coefficient of 0.654, 0.337,0.229, 0.108, 0.053 and 0.038 respectively. But if the
integrated marketing communications were not employed, their decisions on the

purchase of ready-to-eat frozen food lowered, with the constant of -5.456.
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