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KEYWORDS : MARKETING INFORMATION EXPOSURE / GLASSWARE PURCHASING
DECISION / FOOD SERVICE BUSINESS / QUESTIONNAIRE

KUNAPORN JAIMAKHAM : MARKETING INFORMATION EXPOSURE AND
GLASSWARE PURCHASING DECISION IN FOOD SERVICES BUSINESS.
ADVISOR : ASST. PROF. PHNOM KLEECHAYA, Ph.D., 117 pp.

This research aimes at exploring needs, exposure of marketing communication,
purchasing decision, and examined correlation between exposure and purchasing
decision of food & beverage service operators. The questionnaires are adopted as a
research tool for targeted 390 respondents.

The result showes that, the overall demand of glassware is high. The
respondents most concern in clearness, durability, reasonable price and distribution
channel. Furthermore, the requested sales promotion was discount, product warranty
and free delivery.

As for the information exposure, the result turne out to be moderate but the
personnel and particular media are crucially need i.e. sales person, well-known
company, catalogue, brochure and product showcase and trade fair.

The result of the hypostasis showed that

1. The needs of glassware in aspects of price and promotion are relate to
types of food service operator at .05 level of statistical significance.

2. The frequency of the marketing information exposure are relate to

purchasing decision at .05 level of statistical significance.

Field of Study : .. Communication. Arts Student’s Signature

Academic Year : 2012 Advisor’s Signature
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(Pickton & Broderick, 2005)
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4. n13RRAINIIAATALLLYIUNNI9AznalHAANNIAAReRa @MU LIARININAL

Zgﬂ’ﬁ'] (IMC Creates Two-Way Communication With Customer) NNTABRIINITAATIALLIL
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ﬂizu')uﬂﬁ?mi?ﬁﬂmiﬂ’]mmmLmi_l‘]qllim’mﬁi (The Integrated Marketing Communications

Process)
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1. nM9i@anfutnnans (Selective Attention) Aafuainaasaaniaziuaiagisann
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3. N13LABNAnan (Selective Retention) ABEFUAITAZIABNAAINEIUAIATYTDS
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Lﬂ%qﬁ@mi?ﬁi@mammmmLLuummﬁmi (The Integrated  Marketing
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1. n19UszandNnUs (Public Relations)
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2. maflufgildusinangsy (Sponsorship)
Pickton & Broderick (2005) lfaBunamifianuaaanisiiiuggidusianssulidn
“nsliinasiilufgildudianssuilunasiufanssulagasAnsnisinluglassRuanvise
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3. nslaeoun (Advertising)

g laeaunuwtiadli 2 wuu Ae
3.1, nslamaunilind@uAn (Product-oriented  Advertising) AzyLiiuiinng
AUETNNTUN YR VTLRUANUDILIFEN
3.2, nslawnuiNeasAns (Corporate Advertising) H4RQilszassinad iy
o e A dl a & A dll dl dl o dl v a ]
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4. N1IRaANINeRId (Direct Marketing Communications)

HUNTINL WANAITIOL WATAMY (2547) lReTunaientsnataniemsaiiunigld
1 R v a dl o a % a 16) & dl 1 o
daennelngasanef iz tnaatinauedudiuariznislaeliliaunans Getesn1amdnves

¥ XK v v 1 %
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4.1. N13U7ER9N (Face-to-face Selling) tlugUuLLANLANIBINITAAIANIAI
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nguivunsauimuiiugnAn uaza3egsnalinuin

4.2, AANNNANINA (Direct Mail) ilunisdeannunalaanssiisiyanaiiatiu
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4.4. NIRAIANNINTANA (Telemarketing) — Usznaudaanisldinsdws was
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walanntw Tudqures Call Center anNsauLNeaniilu 2 491 A8 inbound telemarketing
Nutinfuanansdn uaz outbound telemarketing VI’]MN’]VIIVI?@'E]HW]ﬂMJ@ﬂW]L'lJ’]mJ’]‘r’_I
TnentinidnAtyaas Telemarketing taenaulilfae

4.1.1. Telesales ABNIT5URBLARTANNLARANAEN UIBANNNIF LA U
:// 1 % v

saNianavngugnAtivane

4.1.2. Telecoverage ABNNIIMIMNIgNANETNHIANINANTUE

4.1.3. Teleprocessing ﬁﬂm?LLm\‘imﬂ@N@ﬂﬁﬂM N ATUNIN ANIRZIARE
eaiiunsanesield

4.1.4. Customer service technical support ABNIINALAIDN lﬁgﬂﬂga
ANANANULENNTUATLYATIA

4.5. E-Marketing Lﬂu'ﬁfaw}’]wmdaLﬁﬂﬂi@ﬁﬂﬁﬂjmmim@’l61‘1/1%‘1[51:\1 %\Tﬁ
o ; oy a @ a a o =
ﬂmmm\nﬂm‘ﬂUﬂQNfJﬁﬂﬁ?m\ﬂ WI‘H?@UU@L@F’]V]?@HV’]Z{ ANNLTEU extranets ﬂ’]ﬂfﬁ fax 178

e-mail luaL

5. N19A9L&THN19918 (Sales Promotion)

NN9EILEINN1921e (Sales  Promotion)  UNN8D4 LATRIHARLN9NTaUR9NT
A9L43NN19MAA (Promotion) NeaNLULAWNENIzAUNIIReLALEd LTI TY uazdinduan
TpeReeAlsnay 2 daw (V&3 29NN, 2540, 1IN 233) AD

5.1. NMIALETNNIIUNNIGIUAT (AUNANY) (Trade Promotion; TPR) %38

A

Dealer Promotion) memum”m bNB m@ﬂ@umm%‘mm@iu L‘W‘ﬂﬂ’] sAzANAUAN I

PrasaNsURWAN 1A

5.2. NIASLETNNIUNLNNENINUINe (Sales Force Promotion) LAFaNHad

a
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6. NIIULAUBABAY DL AL (Point of Sale)
m@m@mimLmumﬂ’mmmm’ﬁ’iuﬂm (Consumer Promotion: CPR) LAsa4: et
o v Y oAa d Y a k% d d X a v E%
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7. N1 LBAAIABAN (Trade show)
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2553: 270)

uanaNTi Dwyer WY Tanner (2009) l¥eBuneAamNteI0IN1edNsINeY
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mmnmmmmmmummmm (Show Making Strategy) pail
1. anslildstuduniawinauuansdudn (Preshow Promotion) Aanssslufii
PUIEANNIINDINTEIAANNNEL M9 (Direct Mail) WIANTANRANAR (E-Mail) wazn1siasroun
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2. NN9AANIINITENTINIULAANARAT (Show Management) Tuseidnannsan
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ANAEAduTLNsuans wignadinlaniaredntsuansnuludenu 15 Al

2.1, nrliAnuaula (The Attention Getter) nnsaviinsi@ioywsanniunisg
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dinanmnduAn e N vesys

2.2, N19d8417 (The Message) n13a314477A0aA N IuasAlsznaud
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AATYAMFLN TN I B A AUA LA ARsdeNFiaeA1TleDe naname Usznisusndala

o
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Aadlmunauazdnglezasfrendndneiisatsnishastinaualiiungnéi uazilszniem
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'
Yy A o ! y

dqltiuazfiosninisdnaangnAinaznin1daiadainnigindaue uiansgduai g
nnusvasdainetszaunisalliiunfiiinsonnuanisaiiilmun alunisadeeenansann
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uRBNAY
2.3. MsUaAn19aunun (The Close) WasanNNIsdnsulszinniiifunig

AAfeAadNTLLUAIAas (Face — To — Face) T9tufinsngmNNd Nl aata1untinga uene

4 o 1% 1%

azfiastlanisaunuinianiudeannasiugnaieniiidu deyadusn Wininaus asenay
@y A sy o = o N Y o = ° | =
dusiu vise lunsingilinfuanuiiavusieanisegindemeduAininaunszaegaasi
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3. nigdadsz@nsninainnisidinfonduLandduAn(Measuring  Exhibit
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(Measures of Trade Show Performance) T4an11adaInat1uiealscAnsninaeaanys
a o A 8 % v v o [ ¥ o [ 1
NANELTENVTaNANEBIANIABIN13a 39 NN U dlug i luduuanaaue b

UWATINTINUENE A N LATIS B NS89t AU 1iEEMviTeesdAnsmasiay

o a a ! ° o dl | - s ¥ v ! :/l dl o
TAUTLANTNIN LTU "ﬁ']uquﬁlqL@“I.I‘VlLﬂuLﬂﬂ?Lsﬁuﬁ]mﬂ\‘iHL%’]?QN\?WHVNMN@%QTW’]?’J@

sz@nBnmilizanda “Attraction Efficiency” waznisdpilazanunsniisuanlfon Tddidind

THYFNIANEA6 1A

A19199 2.1 N139R1sANTAINAINNFENFININULAANA WA (Measures of Trade Show

Performance)
Measure Howv It Is Calculated How It Is Used
Traffic coumts At Uarious times of the day the number Did our exhibit program bring people inta our booth
off visiters i the booth is counted, then Some cormpanies vl also count the number of
maltiplied by a factor of time available to people in the aisles in order to see how wel the
determine total visitors booth pulled people in. (What percentage of aisle
Simpler methods are to estimate the traffic actually entered the booth?)

nwmber/of visitars Based on the total
nwmber of brochures given out,
bausiness cards collected, etc.

Direct mail redemption  The baoth staif countsthe number of If preshow invitations or spilt premiums were mailed
direct mail pieces redeamed (turned in) attract visitors, the redemption rates tell us haw
at the booth, effective the preshaw pramotion went.

Attraction efficency Divide the number of qualified prospects This number tells us how well cur exhibit program

b the total attencees who meet the same did in attracting the right audience
profile, (That number is avallable from
show management. )

Total press coverage Normber of interviews, given number of Although we can’t measyre PR effects until the press
attendees at press conferences, press sarites articles on aur company, this can tall us if we
visitors to the booth attracted their attention at the show.

Anecdotes The exhibit manager collects stories In some markets, a single sale can offset the cast of
regarding which buyers came to the e exhibat progiann, Arodotes provide exhibit
booth and what happened during managers with tangible evidence of exhibit success
their visit. examples that can flesh out what cam be earned

through other measures.

Recal Postshow surveys by independent auditors Like recall measures in advertising, recall measures
ask attendees which booths they examine how memorable the booth experience wa
remember visiting.

11: F. Robert Dwyer and John F. Tanner, Jr. (2009). Business Marketing Connecting
Strategy, Relationships, and Learning (4th ed). 1221 Avenue of America, NY: McGraw-
Hill/Irwin, P.335

8. n131elatAAA (Personal Selling)

Michael A. Belch uaz George E. Belch (2008) lfatunanisanslnaynnalidn
. 4 s y 4 : 4. :
dunisinaadesiunisinalaglinssuaunisaeansseudnyans 29n19LHiun1989EUdNa
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yanaarauanssiullluusazesdnslneanegiuusazdadusinge naradsznissani
59INTIRVDIAUAUTALINITNNIRAIA TUIATBIBIANT UALLTELNNTBIGAAIUNITN T4

U3EmuseesAnsfuanataazdadinduiiaesnulldfizinaniunislawmuiuaznisg

AUATNNITUY NNTAANANIIATYTOBIRREANAUNTIALNBONHIUAIN U UUN B UAE



21

wiinaung TnesivagAuunumnsey lulaazadAng ANNFURATELLAUTNTANNUIRNIE
wasntinauangatauanseiuean il wiilmuneiinagafesiesussq il unianisdeans
wardingUsraeAnIanNIInanm
] dl dl I ) Y
n3rnelngyARaeawANFNaINglLLLBN 289n13deans Ui seensdedaya

o Yar 1

angasllffFuanansansziinlaamnss nsinsedeansluansueiiifunisdalannalii]
dednnansannnnlifunasilssilinpnufaiiuarfiaunduaingfuansliviunlae an
T : o w4 da
NIZUALNNIAAAIHIN N13ABATIENINLYARS NarAaLTuNIIRRANININATUIZ I ARG
= 4w o [y o a9 = . P
Wevaasauizailungu doaliianunnifunlasudenuuaznisdesisszudnayanals

v

. o4 S o 4 o v o
nndnslides] wenaniideainisadiuiasudeniuineliaennaeaiuaqny
4 o <] ¥ o/ 1 ya k%
fiaanisuazmnuailuaesiFudnaislfansos
¥ P4 1 P dl

andefuanisanaataeagyléidn n1sdeansnismanauLLysuINIg (IMC)
= a o < =4 N =
ABNITLAUNNIAA NFIANT NALNENITINTUNUNT9ERANT 9 lDvATasialun19deans
4 o dl v dl o 6 a o o A " ¥ :/j v dl
dindaefualiinnsdeansussqinglszasAvesnandueivisensAns lFnAel Tnansdesns
n1eAAIALLLYIWINsdszneudion 8 tasasialaun nastszandnsiug niauigudud

a 9

Aangsun N19TEUY NIIRAAIANNATY NITEUATNNITTIY NITHLAUARUAT (U AAUTE N7

v
o A A

AAUNTIANTTVTDNULAASALAT uaznNIT1NalaEAAS 19919 8 LATasiaaziiiudaduLAfay
TiRan198eanTuLLaIN1eEndNfuaisuariasans WinanszuauniIn19deansetingg
Use@nsnnuasisv@nana
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Y a dl [ a o 1 Yo a o 1 1
Klapper (1960) l#agunsneaiunigitlaiudnngns1ddn n19dlafuanaansedus
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