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Abstract

The Research on Integrated marketing communications strategy and reference groups that affect
the decision to purchase auspicious trees in the Nakhon Pathom area has a purpose There are two
purposes: to study 1. Integrated marketing communication factors that affect the behavior in purchasing
auspicious trees of consumers in Nakhon Pathom Province and 2. The influence of the reference group.
That affects the behavior in choosing to buy auspicious trees of consumers in Nakhon Pathom province.
The researcher collected data from a sample group. From the population who buy auspicious trees in the
Nakhon Pathom area by convenient sampling From a sample of 400 people, statistics used in data analysis
included percentage, mean, and standard deviation. And multiple regression analysis.

The results of the research found that:

1. Integrated marketing communication factors that affect the behavior in purchasing auspicious
trees of consumers in Nakhon Pathom province include advertising (X1), and sales by employees (Xy). For
sales promotion (Xq) and direct marketing (Xs), the equation has a predictive power of 47.30 percent, and
the equation can be written as follows:

Yiot= 0.30+0.17X1*+0.27X2**+0.11X5+0.44X4**+0.29X5**

2. Influence of reference groups It consists of direct reference groups: close friends (X6), family
(X7), and sellers (Xg) and indirect reference groups: Influencer (X11) and social network (X;2) equations have
a predictive power of 66.10 percent.

Yior= 1.01+0.34X¢**+0.18X7%+0.21Xs*+0.06X9+0.01X10+0.24X;1*+0.16 X%

Keywords: Integrated Marketing, Referral Group, Auspicious Tree
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1. TasAomanaidavung (Who is target market?)

2. féjfﬁ‘[.ﬂﬂ%@@ﬂi (What does the consumer buy?)

3. ﬁﬂiﬂﬂﬁiﬂﬂﬁ&%@ (Why does the consumer buy?)

4. lpsianiluntsindulede (Who participates in the buying?)

5. Q’U%Iﬂﬂ%@l,ﬁaiﬂ (When does the consumer buy?)

6. Q’U%Iﬂﬂ%@ﬁlwu (Where does the consumer buy?)

7. Q’U%Iﬂﬂ%aaihﬂi (How does the consumer buy?)
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dvidwasevimual aruAniusazadevesiiuaundnveangungudiadauuliidu 2 Ussuan liun nqudgugl
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mi‘ﬂi“’LiJ‘Uﬂa‘EJVlﬁﬂ’ﬁaEJm'im’N 9 wavﬂaam [11]
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(Integrated Marketing Communication) [12]

AuLAINsAomsnsnaIndeysanns IMC azsjatiuludsnguiuilantmine anduseddsuuuy
vioia3esslonisdeansvaneguuuy LileliiAnusavBnavnanisdeans Taedl Kotler (2003) ldudaniosiloidu 5
\n3esilandn Ao naslawan (Advertising) n15Usseduius (Public Relations) n1sduasunisve (Sales
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3.4 maiusausaudaya
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J 1%
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AsoYaz(Percentage)
9patunfiunuasUsulaelyd Ande (mean) wardrudeauuunnsgu (standard deviation)

4. Han15938
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AFANYIUIUUINT 31U 239 AU (SB8aY 59.75) ‘Ussﬂaum%wqﬂmq/wummuwwLaﬂeuu U 257 AU (508

66.50) 81¢ 21-30 U $1u7u 104 AU (Fagaz 26.00) Tanuniwausa/agmeniu 9wl 134 au (Seuay 33.50) seau

ay 64.25) wavidselanaeneiiou 15,001-20,000 U 91U 105 AU (S088Y 26.25)
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3.55 1.01 un 3
0.82 41N
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naudl 4 wuugauanuneafiunisinduladeduliusraluwanunuasugu

= v a Y vy & A
a15197 3 msdndulagouliusnaluaiuiiuasugy

mssnduladeduliusnaluuaiud X S.D. 52AUAY Uy

uATUgH ALy

1. Msgausutym 395 0.68 170 1

2. Msuatoua 3.70 0.43 11N 3

3. myUszidiumaden 3.88 0.49 11N 2

4. mssnaulade 351 0.58 170 5

5. anmﬁwé’ﬁa 361 0.87 170 4
52NadY 3.73 0.69 N

mssinduladesuliinnaluwaiiviiuasugulunwswedluszauinn fanadewiiu 3.73 defiasandu
e aglusgdulnynau lnelesdduatadsainuintumdes dell nsseusudym JAnadewindu 3.95
599a9FR NsUsTEuMaden N1suadaya neAnsIuvasEe way Nsindulade auddu

NFAATILANNBUINQUIZEIANTTIY

M13197 4 YaeinunisdeansmenisaatnkuuysanNsidmadenginssulunisidendesiuliiusravesuilan

JaninuasUgy
B SE Beta t sig
(Constant) 0.30 0.13 2.29* 0.02
1. enunslasan X 0.17 0.27 0.18 2.67* 0.01
2. fUNSVIBIAENINIIU X, 0.27 0.05 0.27 5.07% 0.00
3. PUNITUTEEUNUS X5 0.11 0.06 0.11 1.91 0.06
4, é’ﬂumsﬁuﬁmmi‘ma Xq 0.44 0.05 0.45 8.09** 0.00
5. AUNITAAINNIATI Xs 0.29 0.05 0.30 5.39%* 0.00
R’=.473

HadufunisoammenisnaanuuysannisiidsasongAnssulunsidendeduliuseavesiuilna
Jandauasugy Usenauludae munslawan (X)) dun1suelaenidnau (X)) fun1sduaiunisns (X wae
Funamaanensa( Xs) aunsiisunansweinsaifesay 47.30 uazanunsaidouaunsldwl

Yiot= 0.3040.17X*+0.27X**+0.11X3+0.44X4**+0.29Xs**

M13197 5 BnSnavesnguansdeidwasienginssulunsifendeduliinsnavesiuslandmiauaslsy

B SE Beta t sig
(Constant) 1.01 0.21 4.89** 0.00
\iouatin Xs 0.34 0.08 0.34 4.10%* 0.00
ATOUATY X7 0.18 0.09 0.18 2.05% 0.04
HUE Xe 0.21 0.07 0.20 2.81% 0.01
;:JL%msng Xo 0.06 0.08 0.07 0.79 0.43
A5 X1o 0.01 0.08 0.01 0.12 0.91
5uV\|QLBUL“aa§ (Influencer) X131 0.24 0.08 0.24 2.52% 0.03
T Teaningin X 0.16 0.06 0.16 2.02% 0.04

R’=.661
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dviwavenguénsdeiidwmaronginsaulunindendosuliuaavesuilandminuasugy Usenauly
FenguEeBmnanss Ae ileuadn( Xo) Aseuaia X;) uazune( Xs) uazngunadamsdende dungouives
(Influencen) (Xu1) wasludaudnuadng X.)  aunsiidunanswennsalfesar 66.10

Yiot= 1.0140.34X6**+-0.18X7*+0.21Xs*+0.06X9+0.01X10+0.24X11*+0.16X12*

5. 49U afuTena uasdaiauauuz

5.1 d5U uazadusena

1. Safosumsdearsmenisnaauuuysannisiidmasonginssulumadenteduliusnavosulng
Janinuasugu Usznauluaie aiunislavan d1uni1saelaentnany daun1saaasunIsvig Lasaiun1snain
V4RSI HaNITITFINavzdenAdeIuITeves Sanchai Kitiyanan et.al.[14] 3313481309 n1sdoansnig
nsmandsysannsiddvinaneniafnaulatodudmilsivandsndedost (OTOP) vetfuilaaluninauia
\fiea Fwvianigauys Ananisidenuin nmsdearsmiamsnaiaideysandiunislavan dunisvensdlagld
wiinau Fumsnanaenss Snasemsiinasonisindulatedudmilsinuaniwdndust (OTOP) uazaenndeq
U138 Ponnatcha Suwanprapha [15] #finwin1siuinisdeaisnismaiauuuysuinisiidnane
nszvrumdindulatoundnlsavonguiaueistuneg nansitenuinssuinisieasnsnainuuuysnnis
Frumsussgnduius msduaiunsue wasianssufivasnienimann dwadenszuiunisiaduladoundnls
prasnguauaistunslufunsassmindstiam/anudienis nisdumdeya nsussidiumadon msdadulate
LLaswqﬁﬂiimmwﬁqmi% agadldedAgnisads 0.05

2. ﬂgjmé"wﬁqﬁémaGiawqaﬂiimiumiL§aﬂ%aﬁulﬁmmama@'ﬁim%’w’i@umﬂgm Usznaulumengy
$1989men5e fio Wlouadn AseuUA uazfne uazngusiBmesende Sungiouies (Influencer) wagludoa
iinnin nanmsidefinanazaenadesivauideues Thanakrit and Mongkol [16] fifnwi3es Bvisnanguénsded
fronsinauladesninseusuionluduasiuilnafmindonds fiauei nquérdeinuisdeyauasndudieds
Fudsussingudmadsuandenisiaduladondesadnsusuitnluduesiuslnntminiosida uwiazdaudaiy
113384 Natthaphong and Weerasak [17] finuin tadunguénsds Uszneuluse nquiitou nquiiideidemie
Aatuuarnguiidomginadensdndulatofnsinihuusudivunosvesgnénvnilneesiedideddoymeadn

5.2 dawauauuzludauleuie

1. wodnsaulumsidendeduliusavesiuilnadminuasusy aeldsudrdnannnguirsdaganirtade
Frumsdeansnienisnaiauuuysanns lnsfansanldnasiualunsneinsel uaadlifiuinadendesuls
13A3 ﬁ]”Lﬁmmﬁw%waﬁﬁamﬂmamqm"]uwNimﬂasausﬁwwaqﬁﬁﬁm%ﬂﬁa Faiimnfinnsan nguensdemenss
leiun iilouadin asouass wazfune Tnemss miaamisuamamu‘Uﬂﬂamﬂmnwmamvmﬂwmimqumﬂiinﬂumi
FonTosuliusnagaiuld uas nqudredansdoude Burlgionwed wasludoaidniin ddumngueiinns
fmmsveliuseauuumanvanetonna Omn marketing) faswatmlfiiovlunsudeiunnnd

2. Yadednunsioansmansnanauuuysanmsfidmadenginssilunindendeslivsnavesiuilan
Jandauasugy Usenauludie sunislawan aunisuglagniniu dun1sduaiunisee wazaiun1snain
NN vnﬂwﬂivﬂaumsmmmhﬂawﬁmiaamﬁmamimmmLLUUUmwmﬁuﬂ%ammm'ﬂmamqmmvau
dovazdieifingenue uazaemuddulugsiadnan

5.3 dauauuzdwiiumsistluasealy

1. meddedinanajatiinisfinmiamensidodeiiaaviidy mndineiaundunmsifouuunanis
wagimanATefiRntufusEnoumsInAinsansmiethaglideyaiianunndeiu

2. mﬁﬁﬁ%’aﬁma{naéaLﬂuﬁﬂwﬂu%’wi’mmﬂguLﬁﬂﬁu Satumndinnsvesinuaunisinyoonlud
Janindu q ﬁmwlé’fﬁa;&aiul,%aﬁﬂﬁ%ﬂLﬁmﬁ'ﬁu

3. uAdenud Auidnsssanduazldiudvsnannguénedsiunnsiieiu lunsdlsuseaasléamia
NNnguEBamensannnivden luvasidudmuiiiesunsegisaylasudvinaanngusideamedonunnnii
yanss frdunsAnyANLLAnAssIngus B waUsamrenduiuiflunuideiadlafnudesenld
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