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Abstract - The purposes of this case involved in studying the
awareness of Siam’s marketing communication activities,
the attitude of ESSO station staff along northern route
toward Siam drinking water, and the relationship between
awareness and the attitude of the sample. The result of this
study stated that the samples were aware of Siam’s
marketing communication activities which included
strengthening the image of using state-of-the-art production,
introducing the product through sales representative,
promoting the product in gas station through gas
promotion’s premium giveaway which were successful, and

promoting various shape of bottle according to customers’
demand. In general, the study found out that the attitude of
the samples was highly satisfactory in the area of quality,
service, reputation in the market, and the image of the
organization respectively. The relationship between the
perception of information, communication, and the attitude
of the staff at the Esso gas station, the results showed that
the awareness of information communication and
advertising is related to the attitude of the staff in the Esso
petrol station. Statistically, the result showed significant
number at the 0.5 level, which suggested that Esso service
station personnel’s attitude toward the brand Siam water
was to a large extent.

Keywords - Marketing communication activities.
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