142 :

NsarsansusnAl #i e 20U @ uNTIAN - STUNAY bEo

1
= 1

N1589813N1INAANERA Ay YTidIna
sansindulatavasiuslan

Marketing communication of cannabis products

influencing consumers’ purchasing decisions

Received: December 17, 2024
Revised: February 21, 2025
Accepted: February 27, 2025

a = 1
WNTYIA LNADIDDU*
Phuttachart Luang-on*
Aryaysnil nedstiu

Kanyarat Hongworranun**

“nangasilinamansumdngs augiinamans uwinendegsiaduding

*Master of Communication Arts Faculty of Communication Arts, Dhurakij Pundit University
*E-mail: justice-2324@hotmail.com

“*pouelvAans WIvedugsiatuding

**Communication Arts, Dhurakij Pundit University

**E-mail: kanyarat.nga@dpu.ac.th



SUTHIPARITHAT JOURNAL Vol. 39 No. 1 January - March 2025

UNANEa

v
[ o

neideadeiiifngUszacd 1. ilefnwitiafoduyanaiiunnsnsifudsnasienisinaulado
HARAUYINYTT 2. Lﬁaﬁm:nma?@awmamammamﬁm%ﬁfgsmﬁLLmﬂsi'mﬁ’ua'awasiamaﬁmﬁu‘lm%a
3. iefnwaruduiusvestiadudmyarauaznisdeasmananaiidssaronsdadulatondnas
Ay ngusegeiildluniside Ussmvuwinussmelaeifuteya Sy 400 au Afiuszaumsal
nslikdn Susityogaon 1 a3t sewiel wa. 2565-2566 wan 5398 wut 1. Jadudruyana
Fu 91 sedunIsAn o1 318ld anunw uazanuilumsie fuarenisinduladendn s
fymetnaiideddymeadn 2. msdeansmsnainti 3 sudwmadenisindulade Tnonslawvan
finaanndign sesaunfe nmsUssnduius uaznslininemuune Fauumndldousunislavan
mshiausdeyadudfitaau Wedeld waziideiioisanunsansiaasuls lnstiauoriude
Tawannmiadundn Benlfidemiifgalavantiumsdemsinuluames Trevth$u sesaan
misldnaUiRle nmwedeulm dusuussnduiusaslrienudfyiunsliteyariudessulat
ilesjsairsnmdnualili a¥eeuusgivlakazamnidefiolitundndausite viliuslaa
fmnsiulelupuaimuazanuaeafonisnisumd Inevyarafiivedeanduiseuiudusuny
diausuazdeans dausuntinauneg msjutunsuuzihdeyaiiduusslovd sudderianis
wazmiBessmanuduiniinsaaould 3. awdiiusvestadvduyananarnmsdoasnminain
fidswastensinduladendnsusitym Sauduiusiu dueny sefumsfinu e aniunw
seld anudlunistedsadensinaulatonansnsiioyw Fuususfigemnifyyidudiunay
annsnihdeyanniuideiluimuniiedoasadrenisveususieduilaalfesamnzan

[

AdAgy: NM3deaIsn1snaIn nsinaulatie nansadidyy
Abstract

The objectives of this research were 1. to examine different personal factors that
affected the decision to purchase cannabis products, 2. to examine different marketing
communications for cannabis products that influenced purchasing decisions, and 3. to
investigate the relationship between personal factors and marketing communications that
impacted the decision to buy cannabis products. The samples were 400 respondents from
across the country who had experience using cannabis products at least once during the
years 2022-2023. The research findings revealed that 1. personal factors such as age,
education level, occupation, income, marital status, and purchasing frequency statistically
affected the decision to buy cannabis products at the significant level. 2. The three aspects
of marketing communications that influenced purchasing decisions were advertising with
the greatest impact, followed by public relations and the use of sales personnel. In terms
of advertising strategies, it is essential to present clear, reliable, and product facts that can

be verified. The primary medium should be static advertisements, utilizing attractive content
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and focusing on communication through posters and storefront signs. Following that, video
clips and animations should be employed. For public relations, emphasis should be placed
on providing information through online media to build a positive image, create impressions,
and enhance the credibility of cannabis products, helping to instill consumer confidence in
product quality and medical safety. This can be achieved by using well-known and respected
people as representatives to convey the message. As for sales personnel, the focus should
be on providing useful information, including product facts and the information that can
be verified. 3. The relationship between personal factors and marketing communications
affected the decision to purchase cannabis products with significant correlations in regard to
age, education level, occupation, status, and income. The frequency of purchases influenced

the decision to buy cannabis products.
Keywords: Marketing Communication, Purchase Decision, Cannabis Products
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