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ABSTRACT

The purpose of this research was to study the style of furniture products in the needs of the
people of Bangkok and its vicinity. To study marketing communication channels to determine marketing
strategic plans and determine the direction of the organization in building a business. Qualitative
research and data collection through in-depth interviews by studying facts related to opinions. The
results of the survey were conducted using a specific sampling method (Purposive Sampling) as
prescribed by the researcher without using non-probability sampling from a total of 30 people, namely
those who have a lifestyle in the Bangkok metropolitan area and the surrounding area and then analyzed
and processed the data obtained by core analysis, namely organizing the data, organizing the data,
analyzing it using descriptive statistics, summarizing and interpreting it.

The results show that consumers have expectations for the real characteristics of the product.
(Actual product) looks beautiful design and can meet the needs of the user. Advertising creates demand.
Instagram media affects awareness and offline distribution channels have an effect. Consumers value
and support environmentally friendly products. The purchase decision process involves searching for
information online but deciding to buy in store. Expectations for delivery services, and consumers have
a habit of telling the word of mouth. Based on the results obtained in this research, it can be used to
benefit relevant entrepreneurs, be able to design products in consumer demand and formulate marketing

strategies for furniture products.
Keywords: Product Formats, Marketing Communication
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