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ABSTRACT

This independent study had objective to study the effect of marketing communications at
point of purchase towards consumer behavior in buying convenient goods in Bangkok
Metropolitan. The sample population consisted of 300 people. The data were collection by
questionnaire and then were analyzed by using descriptive statistics i.e., freéuency and
percentage.

It was found that most of respondents were female, aged between 21-30 years old with
bachelor degree. Their personal income was between 5,001-10,000 Baht. They purchased
consumer products on average 1-3 times per week. The places of purchase were hypermarket
such as Tesco Lotus, Carrefour and Big C. The factors influenced the store selection were
convenience, variety of products and easy- access locations close to their homes.

The effect of 14 types of point of purchase items on AIDA model: attention, interest,
desire, action; showed that all types of point of purchase were visible to the respondents at the

attention element.



The interest element, the respondents were intested in sampling, demo booth, and

brochure and leaflet respectively.

The desire element, the respondents considered sampling, demo booth, and counter signs

respectively.

The action element, the respondents bought the products based on sampling, demo booth

and counter signs respectively.



