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Abstract: The research aimed to study the consumption behavior, the integrated marketing
communication strategies and decision-making process for purchasing dairy products of
Phatthalung Dairy Cooperative. The sampling method was purposive sampling and convenience
sampling. The questionnaire was used to collect 400 consumers in the Andaman coast of the
South. The data analysis was performed using descriptive statistics. The results of the study on
consumer consumption behavior found that; consumers preferred pasteurized milk products with
flavor and low-fat flavor. They consumed the milk products 1-2 times a week and bought products
from distributors. They learned about the products from the booths and exhibitions. The results
of the study on the integrated marketing communication strategies found that the Phatthalung
Dairy Cooperative used online advertising and public relations, organized social activities, and sales
products in the area. The results of the study on purchasing decisions found that most consumers
decided to purchase because they were confident in the quality and standards of the products.
The good taste and variety of tastes also the package size were suitable for consumption. The
study results on the development of distribution channels found that; distribution channels should
be increased through direct marketing channels and sales through distributors.
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Table 1. Personal Factors

Personal Factors Respondents
Number (people) Percentage
Females 213 53.25
20-25 years old 55 13.75
51-55 years old 55 13.75
Bachelor's degree 89 22.25
Personal business/Entrepreneurs 89 22.25

Table 2. Consumption Behavior

Consumption Behavior

Number  Percen

(people) tage

Consuming flavored pasteurized milk products

Pasteurized Milk 130 26.00

Low Fat flavor

How often do you consume dairy products from the 1-2 times/week

Phatthalung Dairy Cooperative? 189 472

Why do you buy dairy products from the Phatthalung Dairy ~ Quantity 88 22.00
Cooperative?

Where do you buy dairy products from the Phatthalung Dealer 123 30.75
Dairy Cooperative?

When can | buy dairy products from the Phatthalung Dairy = Time 123 30.75
Cooperative? 07.00-12.00 hrs.

How do you know about the dairy products of Phatthalung  Setting up a shop 111 27.75

Dairy Cooperative?

to sell products
Or Exhibitions

aauil 1 Yadedauyana wuin fneu
wuvgeunuawlug unmandgs Anduiosasy
53.25 918 20 - 25 U wazeny 51-55 Y Amduy
Sovay 13.75 nsAnwUsgeng Anduiseay
22.25 Usznaueingsiadiuda Andudesay
22.25

aaudi 2 ngAnssunisuslan nuin
dudlngjusloandndueiuuniaeslsdviinug
usle uNWIELIesldsansauiuue Sovay 26.00

Uslnanandaaiug 1 - 2 aveyduanv $ovas
47.25 %awﬁmﬁm%um*mmqmaﬂ%u’lm Sovay
22.00 FonAnfTuNINFILNUT MY Soas
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Table 3. Integrated Marketing Communications Strategy

Integrated Marketing Communications Strategy X S.D Interpret Results
Advertising 3.44 0.73 Well
Sale Promotion 3.57 0.95 Well
Public Relations 371 0.70 Well
Salesperson 3.63 0.80 Well
Direct Marketing 3.57 0.69 Well
Total 3.58 0.77 Well
neudl 3 nagnsn1siearsnisnann 218 (X = 3.63, S.D. = 0.80) N15AUATUNTVY
WUUYSUINIT ﬂaqwﬁmﬁﬁ'amﬁmsmamwu (X = 3.57, S.D. = 0.95) wazseauiiiALadeiiey
ysannsnsInegluseauinn (X = 3.58, S.D. ﬁ'gj@ fo nslawan (X = 3.44, SD. = 0.73)
- 0.77) Wi e osarndusedulae seadu 3 nansFnwINSERaAvlas onans e
PnAnadsunlumies fe nsusznduiug unvesannsailaunivgs nauguilaaluium
(X =3.71,5D. = 0.70) msvelagldnineu Aaldisduniy wansfamsni

Table 4. Decision to purchase milk products from the Phatthalung Dairy Cooperative

Decision to purchase milk products from the Interpret Results
Phatthalung Dairy Cooperative X SD
1. Because we believe in product quality and standards. 390 0.78 Well
2. Because they receive information from family members, friends, 3.79  0.83
acquaintances, or from advertising media. Well
3. Because it's easy to buy, convenient, and fast. 3.72 0.79 Well
4 . Because | received information from the sales staff and was 3.69 0.91
impressed with the service. Well
5. Because of participating in exhibition activities. 3.68 0.86 Well
6. Because it's a brand. 366 0.88 Well
7. Because the price is suitable for each type of product. 353  1.05 Well
8. Because the taste is delicious and there’s a variety of flavors and  3.53  0.90
types of products. Well
9. Because the packing size is suitable for consumption. 352 0.86 Well
10. Because of the design/format of the packaging. 335 0.99 Medium
11. Because | received a discount. Accumulating sales and free gifts.  3.35  0.95 Medium
12. Because they have tasted or received trial products. 332 095 Medium
Total 3.59 0.61 Well
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