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Abstract

The objective of this research is to: 1) study traditional marketing channels that
influence the decision to purchase cat food among consumers in Bangkok, 2) study digital
marketing channels that influence the decision to purchase cat food among consumers in
Bangkok, and 3) compare the influence of traditional and digital marketing channels on
consumers’ decision to purchase cat food. A questionnaire was used as the data collection tool,
and the sample consisted of 400 individuals residing in Bangkok who had experience
purchasing cat food. The data were analyzed using descriptive statistics and multiple linear

regression analysis.

The research findings revealed that: 1) Traditional marketing significantly influenced
brand awareness and actual purchasing behavior, with a statistical significance of Sig < 0.001.
2) Digital marketing had a significant impact on all dimensions of purchasing decisions,
including brand awareness, interest and desire in the product, especially actual purchasing
behavior, with a statistical significance of Sig < 0.001. 3) When comparing the influence of
traditional and digital marketing on cat food purchasing decisions, digital marketing channels
had a stronger positive impact, as indicated by higher regression coefficients, with a statistical
significance of Sig < 0.001. This study can be applied as a guideline for developing both
traditional and digital marketing strategies to better align with consumer needs in the targeted

area.

Keywords: Traditional Marketing, Digital Marketing, Cat food Purchase Decision
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