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Abstract

This research is aimed at the study of: 1) the organization, integrated marketing communication (IMC),
and brand equity factors influencing the buying decision on frozen foods, and 2) the organization and brand
equity as mediating factors between integrated marketing communication (IMC) and buying decision on
frozen foods. The sample size is the 450 consumers living in Bang Khae district, Bangkok. The statistical
descriptive data is used to analyze the data as well as the Structural Equation Model (SEM) based on PLS
Graph 3.0 program.

The results indicated that the organization, brand equity, and integrated marketing communication

(IMC) have an influence on the buying decision on the frozen foods. The analysis showed that the brand
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Organization and Brand Equity as Mediating Factors Between Integrated Marketing Communication and Buying Decision on Frozen Foods
of Consumers in Bang Khae District Bangkok

equity is a mediating factor between integrated marketing communication and buying decision on the
frozen foods. While the organization factor was not a mediating factor between integrated marketing
communication and the buying decision on frozen foods of the consumers in Bang Khae district, Bangkok.
The research also implied that the adjustment or the establishment of appropriate strategy on mediating
factors would create a competitive advantage.

Keywords : Organization factor; Integrated marketing communication (IMC); Brand equity; buying decision;
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