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Abstract

This research, entitled “Strategic Store Management and Point-of-Purchase
Marketing Communication Factors Influencing Consumers’ Purchase Decision Behavior
for Carbonated Soft Drinks at Lotus’s and Big C in the Bangkok Metropolitan Region,”
aimed to examine the effects of strategic store management and point-of-purchase

marketing commmunication factors on consumers’ purchase decision behavior. The



study employed a quantitative research approach using a sample of 400 consumers
who had previously purchased carbonated soft drinks at Lotus’s and Big C, selected
from a population of approximately 10,820,921 people in the Bangkok Metropolitan
Region.

The findings revealed that demographic factors, including gender, age, marital
status, educational level, occupation, and average monthly income, significantly
influenced consumers’ purchase decision behavior. In addition, interior lighting, brand
names and signage, architectural entrance design, integrated marketing communication
in terms of information connectivity, and storefront product displays were found to
have a positive influence on consumers’ purchase decision behavior at the 0.05 level
of statistical significance. Furthermore, all independent variables jointly predicted
consumers’ purchase decision behavior at 37.6 percent (R? = 0.376).
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R =0.613,R? = 0.376, Adj. R? = 0.355, SEE= 0.544 * Sig < 0.05
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