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Effectiveness of Marketing Communication Influencing the Decision to buy

Foreign Perfumes
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Abstract

This research aims at investigating the influence of marketing communications of foreign
perfumes, studying the purchase behavior, and determining the influence of marketing
communication on the decision to buy foreign perfumes.

The population used in the study was males and females living in Bangkok, who have
used, or intend to use foreign perfumes. The samples were selected with the Purposive Sampling
method for 400 people in Bangkok. A questionnaire used, with equal reliability at .964 and with

content accuracy verified by experts. The statistics used for the preliminary data were Descriptive



Statistics, including Percentage, Mean, Standard Deviation, and Inferential Statistics. The
hypothesis testing was conducted at a significant level of 0.5 by the Multiple Regression analysis.

The results showed that the effective marketing communications in terms of enticement,
product recognition and customer relationships affected the decisions of buying foreign
perfumes, with statistical significance at level 0.05. However, notification of information did not
have an impact on the decision to buy foreign perfumes, with statistical significance at level 0.05;
the methods of marketing communication via advertising on the Internet influenced the decision

to buy foreign perfumes the most, with statistical significance at level 0.05.

Keywords: effective marketing communication, behavior of buying decision, methods of

marketing communication, foreign perfumes
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