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Efficiency of Marketing Communications Influencing Consumer’s Motivation to

Buy Digital Set-top Boxes
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Abstract

The objective of this research was to compare and analyze the efficiency of marketing
communications through television and the Internet influencing the consumers’ motivation to
buy digital set-top boxes. The population used in this study included 400 people who lived in
Bangkok and were aged 25 years and above, selected by using the convenience sampling
method. Questionnaires were used as the data collection tool with a reliability value of 0.95, and
were checked for validity by experts in the field. The statistical data analysis was conducted using

descriptive statistics including percentage, mean, standard deviation and inferential statistics



including Multiple Regression Analysis, with a significant level of 0.05. The results from the
hypothesis testing revealed that the efficiency of marketing communications through television
and the Internet had an influence on the consumer’s motivation to buy digital set-top boxes,
with a statistical significance of 0.05. More specifically, the efficiency of marketing
communications through television had an influence on the consumers’ motivation to buy the

digital set-top boxes more than the Internet.

Keywords: Efficiency of marketing communications, motivation to buy digital set-top box, digital

set-top box
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