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An Investigation of Marketing Communications Influencing on Purchasing

Decision of Bakery in Amphoe Hat Yai, Songkhla Province.
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Abstract

The objectives of this research was to study the level of consumer awareness
towards marketing communications of the bakery. Study the level of consumer’s opinion
on purchasing decision and study the effect of marketing communications on
purchasing decision of bakery in Amphoe Hat Yai, Songkhla province. The research was
collected from 385 sample customers in Amphoe Hat Yai, Songkhla province by
purposive sampling. The data was analyzed by statistical analysis tool using mean,
Percentage, frequency distribution, standard deviation and multiple regression analysis
at 95% confident.

The study found the level of consumer awareness towards marketing
communications of the bakery is highest level. The consumer awareness level by
posting or sharing via the Internet, such as Facebook, Line, Website. In terms of Word of
mouth communication to most. Regarding the purchasing decisions that consumers
should be careful in choosing products before purchasing items from the bakery shop
was at the high level. The effect of marketing communications on purchasing decision of
bakery in Amphoe Hat Yai, Songkhla province is advertising and word of mouth
communication. The predicted equation can be stated as follow: Y = -0.133 + 0.301
(Advertising) + 0.453 (word of mouth communication) . These predictor accounted
for 27.2% (R* = 0.272).

The results of this research can be a guide for entrepreneurs bakery and
entrepreneurs who are interested in bakery business in order to design their business
strategy and select the channel of marketing communications to reach consumers more

effectively.

Keywords: Marketing Communication, Purchasing Decision, Bakery
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