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This qualitative and survey research was aimed to study: (1) integrated marketing
communications (IMC) tools of agricultural (AG) supply, (2) the relationship between consumer’s
awareness and attitude on IMC tools of AG supply, (3) the relationship between consumer’s
awareness on IMC tools and purchasing behavior, (4) the relationship between consumer’s attitude
on IMC tools and purchasing behavior, (5) the relationship between consumer’s awareness,
attitude on IMC tools and purchasing behavior. In-depth interview with marketers was used to
study IMC strategy of AG supply and questionnaire was used to collect data from 400 males and
females, aged 25-44, in Central Thailand. Purposive, quota, convenient sampling techniques were

utilized.

The results showed that there were positive correlation at significant level at 0.05 among:
(1) consumer’s awareness and attitude on IMC tools of AG supply, (2) consumer’s awareness on
IMC tools and purchasing behavior, (3) consumer’s attitude on IMC tools and purchasing

behavior, and (4) consumer’s awareness, attitude on IMC tools and purchasing behavior.
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