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ABSTRACT

This study aimed to (1) examine consumer behavior regarding the purchase
decisions of plus-size shoes, (2) analyze the influence of integrated marketing
communication (IMC) factors on purchasing decisions, and (3) propose an appropriate
IMC model for this specific consumer group. A quantitative research methodology was
employed, using an online questionnaire distributed to 400 participants who had
experience purchasing plus-size shoes. Data were analyzed using descriptive statistics,
one-way ANOVA, and multiple linear regression.

The study found that (1) in terms of consumer behavior, most respondents
were female, aged between 20 and 30 years, with a purchasing behavior of buying
plus-size shoes.once a year, spending an average of 501-1,000 baht per purchase. They
preferred casual shoes, took between 30 minutes to 1 hour to make a purchasing
decision, and most purchased through online stores. (2) In terms of integrated
marketing communication factors, social media marketing was found to be the most
important factor, followed by sales promotion through salespersons and advertising,
respectively. The results of multiple regression analysis indicated that public relations
had the greatest influence on purchasing decisions, and the model could explain 78.7
percent of the variance in purchasing behavior. (3) Regarding the proposed integrated
marketing communication model, it was found that strategies should emphasize
targeted sales promotions, storytelling advertisements by influencers, personalized
consultation services through sales staff, public relations campaigns promoting

diversity, the use of digital tools for direct selling, personalized communications,



creating real brand experiences for customers, and encouraging customer engagement

through social media.
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