(Product Concept)

(Marketing Communications)
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Market)
(Promotion)
(Advertising) (Public Relations)
(Direct Marketing) (Sales Promotion) ( , 2543)



(Promotion Marketing Association)

(Marketing Mix) 4 (Product) (Price)
(Place) (Promotion)
(Promotion)
Hoyt (2005)

(Grocery)  P&G, Unilever, Kimberly and Clorox

58 %

(Grocery)

6,500

I ' 2547)

2,126 2548

(http:/www.dusitpoll.dusit.ac.th)
2548
1 3%

(* 1 ", 2548)


http://www.dusitpoll.dusit.ac.th

(Sales Promotion)

Bowa  Shoemaker (2004)  Angrisani (2005)
(Sampling)

Donaldson, Fearne  Norminton
(1999)

Ballester  Vidal (2005)
(Non-monetary) (Premium)

D'Astous  Jacob (2002)



( | 2549)
( | 2547)



(Qualitative Research)
Interview)

2545
Marketing Association [PMA])

(Grocery)
2 1

(Quantitative Research)
(Questionnaire)
44 Chatterjee (2001,

25-44 2545
Promotion Marketing Association [PMAY])

vl i)

(In-depth

(The Promotion

(Survey Research)
25-
, 2547)

(The



25-44 (Grocery)

420
9
(1) (Premium) (2) (Sampling) (3) (Coupon) (4)
(Contest and Sweepstake) (5) (Price Off Deals) (6)
(Bonus Pack) (7) (Refund and Rebates) (8)
(Point-of-Purchase Display) (9
(Stamp and Continuity Plans) 8
(Refund and Rebates)
(Sales Promotion)
2 (1)
(Trade-Oriented Sales Promotion)
2) (Consumer-Oriented Sales Promotion)

(Consumer-Oriented Sales Promotion)

2
(Monetary) (Price off Deals) (Coupon)
(Bonus Pack)
(Non-monetary) (Premium) (Sampling)

(Contest and Sweepstake) (Point-of-



Purchase Display) 1 (Stamp and Continuity
Plans)

| (Perception) (Attitude) (Purchase Intention)

(Perception)

(Atitude)

(Purchase Intention)

®  (Strategy)
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