A A v v a A A 1 o a A A a o 2
FOLIDINIIAUAINUUUDAFS ﬂ'liﬁﬁ]ﬁ']iﬂ'li@]ﬁ']ﬂ‘ﬂllNEW]’f]ﬂ'lﬁ@]ﬂﬁ'u(lmaﬂﬂclfﬂwaﬁﬂm“ﬂ

o o <} Y Aa o A Y] v A 1
UNHIAHIUAN TaueIdus laaluduneiiee 3ardaies vy
=
HIvgy unanlsznms lreruzaug
Syan VIMIFINIUMITUNG (MIAaIR)

d‘ = Y % a
AnzNIsIMSNUSnEIMsAUANUULBES
1 4 [ v A
Ej‘]f')flﬁWﬁﬁiﬁﬂﬁEl A3 WY aualsen  Usesunssums

AURELEI WL CPBILEAY NITUMT
U v
UNAAEID

Yy v a Jh gy P A Ao '
ﬂ'ﬁﬂuﬂ?qllﬂﬂﬂﬁiguujﬂfﬂﬂﬁgﬁ\Tﬂ INBDANHINITEDFITINITIAAIANUNANDNIT

7

a dy a [ 4 ) (% < 9y a o =\ [ Y= ]
aadulaganandanuumadmsuean Inveagus Inaludunewed dandamed vy Uszans

Y a o J °

A= A A a2 A [ da' o
NANYIAD WITATNNYATDIY 1-5 1 ﬂi%ﬂﬁﬁﬂmmthQﬁTﬁﬁUmﬂiﬁiuﬂﬁlﬂﬂﬁﬂuﬂ‘i Glumm@

[

A 1Y = [] o 1 Y] 1 o Ya A LY (]
1199 A9 IATee Inl Tﬂﬂﬂ1ﬁuﬂﬂquﬁ’)ﬂﬂ1ﬂiﬂu’)u 361 AW 1935M51aenA98190UU 1IN
o ' 1 Y < 9 a g Y Y
ATNAATIUFINDIYUDILAT Iﬂﬂi%m‘ﬂﬁ'@‘ﬂfﬂﬂLﬂ‘]Ji’JTJ'i’J?JSU’é)Hﬁ Lm%’)!ﬂin’ﬂﬂlﬂgaiﬂﬂﬁl%
aa A 9 d' 9 1 d‘
FOAFINTIUU UTZnouae AUD T08a2 LLaZALRAY

= 1 9 1 1A A = 1<
WNANIIANHINUIN gmammuaaumumuﬁlwﬂg u®1y 31-35 1 Torwwitlu

@ &

a = 9 A 1 [ = = [ a =)
WUHNANHUITHEN MﬁWﬂllmﬂaﬂﬁﬂﬂﬁﬂ‘Uﬂi’J 10,001-20,000 YN Mﬂﬁﬁﬂ‘]&!ﬁg@‘ﬂﬂii‘gﬂﬁﬂi tag

A A o A Y 4 A ) o < d'9/cu
AT 1 AU 1“33831 [ADUNATIUUI ﬁﬂﬁﬂiﬂﬁﬂﬁuMWﬂﬂq@ uumﬁmiumﬂﬂﬂgﬂﬂum

"
=

Nyns
A
f

{ 1 o v a3 { 1 { <] 4 a
ngane euhIniseuvhIng A+ druunmsdmsumn Inhldusengane quing lafa Taell
A 9 ) o 3 Y v = ) A
mawa TumsidenlsuumidimiudnTalnnuyas M1z ia1501M13ATVAIY 39999117
@ Yy 9 v N A <] < J ) [
yassulszmundiiodlugn vazlddoiounangasanan guilsz Tenivoauumdinsy

3 { o v { 1 a o
wnlafldanudiaguiniigane srodiuaiaianinsvesdues  gaouuuudounIy

ldy o v 3 A ] Y A o v 3 d'dy ' o
drulngFouumidmsudn Inunigalurisduaon Tasunumdmiuan laidons 1 A3

Y
A [

o+ 1 a Y] c’d'dy [ = 1 Y dy
fO AT30Y 2-3 ﬂi%ﬂﬂ\i/ﬂa’t’]\‘i VYUIANAANUNNYD 600-800 NTH Lﬁ8ﬂ116]ﬁ]'lﬂgl"l1!ﬂ1§°]fﬂuﬂﬂx‘l

) o < 1 091} -4 4 o [ <3 1 4 4 g
dmsuanlaaensens 1,000  vmvull vazdeunmadmsuanlan lanlosuisn 1nd,

[

@ J (7 AAnAa a o v A di} ) [ < ~
Tada,uunlns, M3ys) yananvansnadidgylumsdadulageunmidimsudn laumninga



A o A Yo 1 o o <3 A Y] 4 ~
ABAIUDY TOINNIADLAT llﬂﬁ‘llﬂl']')ﬁWﬁéUﬂﬂu‘JJW\‘]ﬂ"]ﬂillmﬂjﬁ ﬂ?ﬂﬂ?ﬂﬁﬂiﬂﬁﬂﬁuu’]ﬂ‘ﬂﬁ;ﬂ

] Y ]
599091170 T0 Ty & 9A%0 tazTotingals MUY

a a (% d 9

4 H [ @ g I a3
msdeaisnsnalaninanensaaduladonans i uunId I uan Invod

9

9y a ) =| [ v A (= o w Yo A
Aus Taaluduneiiios daniamealny GosdreIdaail
v ¢ J A oA A A A
M3laman N3 layannaInsied fumnsealiansdeansnsaaianiaumny
=1 ~ A ' v Aa A A ° v 2 A ~ '
Wunige Taems IavanninadensdaduluaendeuumdnusumnIa nlaunased 1y

[ Y 1 Y] 4 49/
sEaumn laun M3 TawanneInsimi uazms luba o 9%

a

1] ] k4
MITUAINMINE Lﬂ?i’)\iﬁi’)ﬂﬁﬁ\ilﬁﬁﬂﬂﬁ“mﬂﬁﬁNﬁﬁ@ﬂ?iﬁﬂﬁﬂiﬂ%ﬂﬂﬂ@ﬁmcﬁ

v
aA

o ] I~} H (] [ 1 [ 1 o o
unmidmiuan Ia Niinundeedluszavn 1dun mslvewoy wu veuau voslddmsy
< [ a 9 a 9 a 9 a Y I'4 I'4
@n M3daysuedudisniay guraduluieassnduduag lawosusm msuanuumng
o [} Y 1 zﬂy Aa o ' Y Qy 1
a10819 M3 Inglosdivanlumssondadiuy uazms InazauruaIuLanyol

o o d R A A v o
ﬂ151Jigalf]ﬁuwuﬁ!!agﬂ]ﬁ!ﬁlﬂ!!wsmTJ Lﬂi’t’NiJ’fJﬂTi‘lJizmmeuﬁ LHAagn1g

=

U A ' v A dy a o J o v A ll Y]
weunsIINIHademMsaadulaenandunuumdmiuen la nAundsed luszaunIn
1 v A o o ] < 1A < o a @
T8un msdanvnssudmSumisazian wunnssulsznmagunan duuudsnms luwade

1 4
MeINUMIQLAYAT HazUNANUANNNAIU TaruIMsIagMseegyas Tulineaiinio
v A A 4
MIAONUN
A~ ' v A dy a [ J
msnalagyana n1sviglagyananinadenisdadulafonansuanuuna
) [ <3 A A 1 [ 9 U vy v = 1] o
dmsuanla nliaundvegluszauin Taun mslideyavesminnununeiduguanyuy
a o J 1 1 a o d o @ :
YBIHANAUNUAZANVUANANVBIAazHAAN N azWinUIsaITalTulasuves
1 d‘ Y A [
wonluyasnlnamesnu
{ A 1 v A { a o 4
MINAAIZATY IA30NBMIAIIAIZATINTHaneNsaadu laFonaadamn
9 v 3 Ay = ' Y Y 1 1 9 Y
unsmdmsuan Ia Aaunasedluszavun laun msduenaisanunernumsqualas
IgvEaeriu msdevesuinwnaliiuyasdeaiu msdaunsdedialinaassldtetiu

9 Y1 ! < % aw
!Lﬁ%ﬂTiGl,?i"llfJﬂ;J,aﬂ’JHJz"llTJﬁTiWWHVH\‘]L’JUUlGW]"UE]\TUiHﬂ



Independent Study Title Marketing Communication Affecting Consumer Purchasing

Decision Towards Toddler Milk Powder in Amphoe Mueang

Chiang Mai
Author Miss Prapaporn Chaichanachompoo
Degree Master of Bussiness Administration (Marketing)

Independent Study Advisory Committee
Assistant Professor Dr. Patchara Tantiprabha Chairperson

Lecturer Renus Sermboonsang Member

ABSTRACT

The objective of this independent study was to study marketing communication
affecting consumer purchasing decision towards toddler milk powder in Amphoe Mueang Chiang
Mai. The data was collected by questionnaire from 361 mothers who lived in Amphoe Mueang
Chiangmai and had 1-5 year old children. They were selected by quota sampling according to the
proportion age groups of children. The data was analyzed using descriptive statistics, frequency,
percentage and mean.

The results of the study showed that the majority of the respondents were mothers
aged 31-35 years old, were employed by companies, with average income per family of 10,001-
20,000 baht, held Bachelor’s degree and most of them had 1 child. In the past 1 month, they had
maximum exposed to television media. The most known brand was Enfrago/Enfrago A+. The
most used brand was Dumex Hi-Q. The reasons for using the brand were complete essentials
ingredients for toddlers, toddlers had no constipation problem, and continued using the brand
used when their child was younger. The most benefit for them was for the development of
toddlers’ brain. Respondents mostly purchased the toddler milk power at the beginning of the

month. They purchased 2-3 boxes or tins, 600-800 grams packages for each purchase. The



expense for each respondent’s purchase was more than 1,000 baht and the most frequent
purchasing was from hyper marts (Big C, Lotus, Makro, Carrefour). The most influential people
for their decision were themselves and their child respectively. They got information of milk
power from the television, point of purchase advertising, and magazines, respectively.

Marketing communication that affected consumer purchasing decision towards
toddler milk powder in Amphoe Mueang Chiang Mai was as follows:

For advertising, television advertising was the most used to see advertising and the
advertising that highly influenced toddler milk powder purchasing were television advertising and
point of purchase advertising.

For promotion, the promotion that highly influenced toddler milk powder
purchasing decision were premium such as toys and toddlers’ things, special price promotion
booth, trial testing kiosks in department stores and hyper marts, free milk powder samples,
discount coupons, and collect piece of product for premium exchange.

For public relations, the public relations that highly influenced toddler milk powder
purchasing decision were mother-children event marketing such as children health competition
and child care seminars, and child care and children nutrition articles in magazines or newspapers.

For personnel selling, the personal selling that highly influenced toddler milk
powder purchasing decision were salesperson, be able to provide information about product
quality and the differences among brands, and salesperson, be able to make changes on premium
alike values.

For direct marketing, the direct marketing that highly influenced toddler milk
powder purchasing decision were free child care information direct to home, child’s birthday
present direct to home, free sample milk powder direct to home, and information on company’s

website.



