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ABSTRACT

The objectives of this study are as follows: 1) To study marketing
communications of pet food products and the pet food purchasing decision process
of the population in Bangkok, and  2) to study marketing communications that are
related to the pet food purchasing decision process of the population in the Bangkok
area. The sample group used in this study includes people who previously purchased
pet food. There are 385 people residing in Bangkok, selected using convenience
sampling. Tools used include questionnaires. Statistics used in data analysis include
frequencies, percentages, averages, standard deviations, and the Pearson correlation
coefficient.

The results of the study find that the population in the Bangkok area has
opinions on marketing communications and the decision-making process for
purchasing pet food at a high level. The study also finds that overall marketing
communications have a low positive relationship with the pet food purchasing
decision process of the population in Bangkok, with statistical significance at the 0.01
level. When considering each aspect, it is found that marketing communications,
advertising, sales promotion, public relations, and sales by individuals have a low
positive relationship with the pet food purchasing decision process of the population
in Bangkok, with statistical significance at the 0.01 level. As for direct marketing
communications, there is no relationship with the pet food purchasing decision

process of the population in Bangkok.
Keywords: Marketing Communications; Decision Process; Pet food
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