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Abstract

The objectives of this research were to study (1) demographic characteristics of consumers who
decided to purchase H&M products of Hthai (Thailand) Company Limited; (2) marketing communication
tools that influenced the decision to buy those products; and (3) the relationship between demographic
characteristics and marketing communication tools that influenced the decision to buy H&M products of
Hthai (Thailand) Company Limited. The sample population consisted of 400 customers who purchased
H&M products at any of the 4 stores in Bangkok (Siam Paragon, Central World, The Mall Bangkapi, and
Fashion Island). The data collection tool was a questionnaire. Data were statistically analyzed using
percentage, mean and standard deviation. The results showed that (1) The majority of customers were
female in the 31-35 age range, educated to bachelor’s degree level, single, employed in the private
sector, and with income in the range 35,001 — 45,000 baht a month. (2) The marketing communication
tool that influenced their decision to buy the most was salespeople, because the salespeople spoke well
and politely. (3) Data analysis indicated that differences in the demographic factors of gender, marital
status, educational level, occupation, and income were related to differences in purchasing decisions, but
overall were not related to differences in customers’ decisions to buy based on the influence of the

marketing communication tools of salespeople and promotions.

Keywords: Marketing commmunication, Buying decision, H&M brand, Bangkok consumers
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