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ABSTRACT

This study examined how communication channels affected decision making in
purchasing chilli paste and to analyze the venders® attitude toward chill paste. Besides, the research
employed diffusion of innovations, words of mouth marketing, marketing communication, customer
relationship marketing, and food identity as the frameworks of the study. The inquiry explored
mierpersonai reiaiionship factors that influenced venders’ decision to buy chilli paste. The research
consisted of two parts which included quantitative and qualitative research methods.

Quantitatively, this research collected data from sample group 100 venders through
questionnaires distribution in and around 10 universities in Bangkok. The program that used for
calculate the information in statistic are SPSS and the information are analyzed in term of percentage
and mean. After processing quantitative data, this research gathered further information through in-
depth interview from 11 venders from 10 universities to clanify the results from quantitative research.

Findings of this study showed that specialized media and interpersonal channels affected
the venders’ decision to buy chili paste. The venders paid much attention to the quality and the
distribution of chilli paste. Trial ability of chilli paste led to products’ acceptance and repeated
purchasing. Product’s loyalty emerged from long term interpersonal relationship between vendors and
chilli paste suppliers, reliable services, and opinion leadec’s trustworthy information.

~ Homophily such as shared cultural or regional background between venders and chilli
paste suppliers influenced venders’ decision to buy chilli paste.

This study illustrates that words of mowth marketing, not mass media, turns out to be an
influential promotional tool among grassroots. Words of mouth marketing, therefore, is not only

reliable but aiso cost-effective if it is used with customer relationship marketing.





