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ABSTRACT

This research aims to study Marketing communication through the public media affecting the
choice of the purchase of the consumer. Samples were 400 samples who have purchased product through
social media provided data by filling out online questionnaire. Statistical analysis was conducted by
descriptive statistics including frequency, percentage, mean and standard deviation. Quantitative statistics
including Independent Samples t Test, one-way analysis of variance (ANOVA) and regression

The results show that most samples were female, aged between 18 and 30, working for private
businesses, average monthly income between 5,000 and 10,000 Thai baht. Facebook was the online social
media service most often used for shopping and Clothes products were most frequently purchased. Which
people influence buying is a Blogger/ Youtuber. Goods were bought at an average of 1 to 2 times monthly,
for average prices between 501 and 1,000 Thai baht.By purchase in times of uncertainty, up to convenient

Demographically gender, age, education, occupation and monthly income had no effect on
purchases. Among the 7P’s Marketing mix (people, product, price, promotion, place, process and physical
evidence) and The development of communication for effectiveness (Identifying information group of
target, The purpose of the communication,Design News,Selecting a channel to communicate,Set the overall
communication budget. were influential in decreasing order of importance. The findings may help online
entrepreneurs develop or improve sales plans.

Keyword: Making Decision, Public marketing
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