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ABSTRACT 

 This independent study aims at investigating influence of in-store media at point towards 

purchasing decision of dog food in Bangkok through the distribution of questionnaires to 350 

samples. Data derived were later analyzed by the use of descriptive statistics, including 

frequency, percentage and mean. 

 The findings presented that most respondents were female of 25-34 years of age with 

Bachelor’s degree and with 1 dog. They mostly purchased instant dog food in a form of pellets at 

hypermarkets: as Big-C and Tesco Lotus and super markets: TOPS and Home Fresh Mart, at the 

frequency of once or less in a month. 

 Based upon the study, hereinafter were summarized the influence of in-store media at 

point towards purchasing decision of dog food in according to AIDA stages.  

 In Attention stage, the following media were ranked for its influence at high level. The 

top three influencing informative media were demonstration on television at point, computerized 

consumer interactive displays, and super graphic. The top three influencing reminding media 

were super graphic, product jumbo, and mascot. The top three influencing brand communicative 

media were super graphic, concept shop on occasions, and product jumbo. 

 In Interest stage, the top three media which played high influencing role to make product 

interesting were mascot, product jumbo, and concept shop on occasions. 

 In Desire stage, the top three media which played high influencing role to arouse 

customer desire were concept shop on occasion, product jumbo, and demonstration on television 

at point. 

 In Action stage, all 19 types of media did not influence purchasing decision of customers. 


