21SaNSIINAANUT  URIINENALaVYAWASUNS UA 12 aJUR 2 ASANNAL — SUDIAL 2565

N13HREITNINITABIAUUUYIUING
Ndanasiansangulataduiivasdavinayuvu:

ASUANWINANNUNUININNDHUINTY

#3ans Tuhdas
f3., 919159
ANAAUAENSLAEINYINITINATS
UMY ISEAVAUATUNT TNNURAT184 5511

siripat2522@gmail.com

AUNITTU AUSUNTY

UnfnuUSeyay1nT viangmsianngsna
AREAAUAIANSLAYINGINISIANTT

UATINYIFEAVAUATUNT INNVAFIT18L 5571

SuunAY: 15 dugneu 2564
wilvunaau: 16 fugneu 2565

AOUSUUNAIL: 19 AU 2565

1 n1sdoansNonNIsnanaluUyStUNSAdwadon1saaauldds
FUAYDO3ERADYNBU : NSTUANUIWANTUNUNIWSAHDEUIOSU




Journal of International Studies, Vol. 12 No. 2: July — December 2022
Prince of Songkla University

UNAneg
MSANEMIILASTINTT aﬂiwmﬂLwaﬂﬂmﬁﬁmamuﬂiwmﬂimamm

v

warensinauladendenanfusiiminuesunasy uagiitodn
{]ﬁlf\“fﬂmﬁ%"aaﬁmaﬂﬁmmmLLUWimmﬁﬁdamaﬁiamiﬁmﬁuiﬁa
dwinvesussulasdunsinunideuuuidaiina annduiaeds
117w 400 Ay adATFluNMTARSEAlAUR MeAlnszinisanaes
wansAnymuIUslnAminsvesusIva AR AgLTUN G

withununsnsaud i Wuwemdannninweaee Je1gsening 35-

v

44 U fiandnUsznaugsnadiuda dseldsiewnauuinndt 30,001 vm

Juld wardwlvgiglidiuegidwminasugisnd daladeninasie

q

mi?{amimnmwmmLmvyﬁmﬁmi Ao NSUTEFUNUS Msdaasy

A15918 NSI8IWIN A1SAANANIATS ANAU wartadendinaneanis

v A

andulate Ae Awdean1s nsdndulade auaula wavn1sius
AUA1RU TERANINAROUANNAFIUNUIN N1FRENTVNNTNAIAKUY

ysaunmsidasionisandulagetiminvesunssume nslavun N3

v o o o

Usgrduius wagnisauasunisvigegnidedAgnisaianssau

0.05

o']’s':l”'lu ﬂ?iﬂ@ﬂ’ﬁ‘ﬂ%‘iﬂ’]imaﬂﬂLL‘U‘U‘USiLl']ﬂ’]i IMC, msmmau%%a

a

5.]?1’11/1?1%]“611‘(1‘1«1, U’IWiﬂ%E]FJu’NiﬂJ

q

Integrated Marketing Communication Affecting Consumers’ 2
Decisions in Purchasing Community Enterprises Product:

A Case Study of Oyster Chili Paste



21SaNSIINAANUT  URIINENALaVYAWASUNS UA 12 aJUR 2 ASANNAL — SUDIAL 2565

Integrated Marketing Communication Affecting
Consumers’ Decisions in Purchasing Community

Enterprise Product: A Case Study of Oyster Chili Paste

Siripat Chodchung

Ph.D., Lecturer
Faculty of Arts and Management Sciences,
Prince of Songkla University, Surat Thani Campus

siripat2522@gmail.com

Kanokwan Khunthintara
Natthatida Timijit
Piyathida Khongchart
Piyatida Boonyung
B.A. Student
Faculty of Arts and Management Sciences,

Prince of Songkla University, Surat Thani Campus

Received: September 15, 2021
Revised: September 16, 2022
Accepted: September 19, 2022

3 n1sdoansNonNIsnanaluUyStUNSAdwadon1saaauldds
FUAYDO3ERADYNBU : NSTUANUIWANTUNUNIWSAHDEUIOSU




Journal of International Studies, Vol. 12 No. 2: July — December 2022
Prince of Songkla University

Abstract

The purpose of this research was to investigate the demographic
factors affecting consumers' decisions in purchasing oyster chili
paste and, to study factors in integrated marketing communication
affecting the decisions. The quantitative research was conducted
through a sampling group of 400 people and the statistics used
for analysis was the regression analysis.

The findings disclosed that most of the oyster chili paste
consumers of the Sonthiwat Agricultural Community Enterprise were
female rather than male, aged between 35 and 44. Being an
entrepreneur who earns an income above 30,001 Baht per month
and mostly residing in Surat Thani Province. The factors affecting
Integrated Marketing Commmunication respectively included Public
Relations, Sales Promotion, Advertisement, and Direct Marketing.
The factors that affect purchasing decisions were desire, buying
decisions, interest, and attention. The results of the hypothesis
test revealed that the Integrated Marketing Communication
affecting consumers purchasing decisions was Advertising, Public
Relations, and Sales Promotion at a statistically significance level

of 0.05.

Keywords: Integrated Marketing Communication (IMC), Purchasing

decisions, Community enterprise, Oyster chili paste
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