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ABSTRACT

Abstract of special problem submitted to the Graduate School Project of Maejo
University in partial fulfillment of the requirements for the degree of Master of Arts in

Communications

EFFECTS OF KFC MARKETING COMMUNICATION TOOLS ON

CONSUMER PURCHASE DECISION PROCESS
By

WISOOT NIYOMKOOL
MAY 2002

Chairman: Associate Professor Dr. Wittaya Damrongkiattisak
Department/ Faculty:  Department of Agricultural Extension, Faculty of Agricultural

Business

The purpose of this research was to study 1) The reach of KFC marketing
communication tools 2) Customer purchase decision-making process 3) Effects of KFC
marketing communication tools on stage of customer purchase decision-making
process. Questionnaires for interview were used to collect data from 280 samples of
eating habits in 5 KFC branches in Chiangmai. The data was analyzed through the
SPSS/PC. The results were as follows :

1.Demographic samples : samples were equally divided into 2 parts, half
were male and the other half were female. The average age was 24.59, 80.30% of
samples were undergraduates and higher while 19.70% were below the graduate level.
Most of the samples (50%) were students, followed by government and enterprise
officers (22.85%) and other careers (27.15%) and the average monthly income was

6,433 Baht.



2. The most frequently marketing communication tool was advertising
followed by logo, sales promotion, and television commercials.

3. The purchase decision process :

- reasons for coming to KFC were hunger 73.55%, friend 71.40%, and
quickness and convenience 65.35%.

- sources for information search were : from other people 65.70%, their
own experience 60.05% and business information 51.10%.

- other factors taken into account by customers were : taste 89.30%,
quickness convenience 71.80% and location 56.05%.

- 78.50% of customers wanted to come back again and 23.45% of them
were impressed by goods and service.

4. Effects of KFC marketing communication tools on consumer purchase
decision-making process.

- problem recognition: the most effective marketing communication tool at
this stage was advertising followed by public relations and sales promotion.

- information search: the most effective marketing communication tool at
this stage was advertising followed by public relations and sales promotion.

- alternative evaluation: the most effective marketing communication tool
at this stage was advertising followed by sales promotion and personal selling.

- purchase-making decision: the most effective marketing communication
tool at this stage was advertising followed by sales promotion and personal selling.

- post purchase feeling: the most effective marketing communication tool
at this stage was sales promotion followed by advertising and personal selling.

The research found that although the customers were from different
demographic groups, they used the same marketing communication tools in their
purchase decision-making process. Moreover, it was clear that advertising was the most
effective marketing communication tool in the purchasing decision process and also
sales promotion. Therefore, KFC should integrate these 2 marketing communication

tools into its plan , supported by other tools to make it more efficient.
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