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KEY WORD : MARKETING COMMUNICATIONS / KNOWLEDGE / ATTITUDE / BEHAVIOR
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PUSSADEE RUANGTHONG ; MARKETING COMMUNICATIONS STRATEGY AND
CONSUMERS’ KNOWLEDGE, ATTITUDE AND BEHAVIOR TOWARD ONLINE
BOOKSTORE. THESIS ADVISOR : ASST.PROF. SUWATTANA VONGGAPAN,
163 pp. ISBN 974-17-9837-7.

The purposes of this research are to study : (1) marketing communications
strategies among online bookstores in Thailand. (2) the relationship among consumers’
knowledge, attitude and behavior toward online bookstores.

This research has conducted in 2 parts : (1) a qualitative research, an in-depth
interview of marketing directors of top 5 recalled online boaokstores in Thailand. (2) a survey
research of 400 internet users in Thailand. Questionnaires were used to collect data.
Percentage, mean scores, frequency, standard deviation, Pearson's Product Moment
Correlation Coefficient and Multiple Correlation Coefficient were applied to analyze data.
SPSS program was employed for data processing.

The results of the study are as follows :

1. Marketing communications strategies among online bookstores in Thailand are
used both online and offline marketing communications. Public relations is used to build
brand’s knowledge among consumers. Pricing is a key strategy to gain consumers’ interest.

2. Knowiedge toward online bookstores is positively related to attitude toward online
bookstores.

3. Attitude toward online bookstores is positively related to buying behavior toward
online bookstores.

4. Knowledge toward online bookstores is positively related to buying behavior
toward ¢nline bookstores.

5. Knowledge and attitude toward online bookstores are positively related to buying

behavior toward online bookstores.

Department........Public Relations............ Student's signature...... §¥8....ARINN. ... .

Field of study......Advertising..................  Advisor's signature...... @-——“
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COGNITIVE . AFFECTIVE ' CONATIVE
COMPONENT [P COMPONENT [ COMPONENT [~ BEHAVIOR
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ﬁm - Assael, H. (1998). Consumer Behavior and Marketing Action (6Th ed.). Cincinnati,

Ohio : South-Western College, p.283.
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