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ABSTRACT

The objectives of this study were to 1) study demographic factors of customers
to buy McDonald's in Bangkok, 2) study decision of customers to buy McDonald's in
Bangkok, and3) study the relations between marketing communication factors and
decision of customers to buy McDonald's in Bangkok. The samples used were 400
customers living in Bangkok who bought McDonald's. The instrument used to collect the
data was questionnaire. The statistics used to analyze the data were percentage, mean,
comparison of differences between the two independent variables with Independent-
Samples T-Test, comparison of differences between more than two variables with one
way ANOVA F-test and Pearson Correlation was used to test the hypothesis.

The findings revealed that most of the respondents were males aged 21 -30
years, they were single and finished education at bachelor's degree, they were
pupils/students and had monthly income at 25,001 - 35,000 baht.

The marketing communication factors on decision to buy McDonald's were
overall at the high level. When considering each aspect, it found that sale staff was at

the highest average, followed by sale promotion, advertising and public relations.



The decision of customers to buy McDonald's in Bangkok on the case study of
McDonald's was overall at the high level. When considering each aspect, it indicated
that price was at the highest average, followed by distribution channel, product and
marketing promotion.

The hypothesis testing revealed that the demographic characteristic of
customers who had different ages, educations, occupations and monthly incomes would
had different decisions to buy McDonald's in Bangkok, except the demographic
characteristic of customers who had different genders and status, would not had
different decisions to buy McDonald's in Bangkok. And the marketing communication
factors were overall related with the decision of customers to buy McDonald's in

Bangkok at the high level with the significantly statistic level of 0.01 (r =.827, Sig. = .000)



