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ABSTRACT

The purpose of this study is to study the demographic characteristics and marketing communication that affects
the decision buying process of the consumers of Sukksakaww Restaurant. The result was found that gender
has different effects on the decision buying process of using the service in terms of information search,
evaluation of alternatives, purchase decision, and postpurchase behavior. The educational levels have different
effects on the decision buying process of using the service in the aspects of problem recognition, Information
search, purchase decision, and postpurchase behavior. Age, occupation, and average income all have different
impacts on the decision buying process of using the service at the significant level of 0.05. The following parts
of the decision buying process have been impacted by marketing communication: Problem recognition,
including Sales promotion, Events and experiences, and Personal selling; Information search, including Sales
promotion, Online and social media marketing and Personal selling; Evaluation of alternatives, including Sales
promotion, Events and experiences, and Personal selling; Purchasing decision, including sales promotion,
Events and experiences, Online and social media marketing and Personal selling; and Postpurchase behavior,
including Sales promotion, Events and experiences, Online and social media marketing and Personal selling,
at the significant level of 0.05.
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