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Abstract
Objectives: The objective of this study is to analyze the factors influencing the decision to attend
the National Science and Technology Fair 2024 by examining media consumption behavior,
information behavior, and marketing factors. The study aims to understand the key factors that affect
attendees' decisions.
Methodology: This research employs a survey-based approach, collecting data from a sample group
of 202 participants, including students, university students, and the general public who attended the
fair. Data were collected using an online questionnaire developed from concepts of information
behavior and marketing. Descriptive and statistical analyses were conducted to summarize the
findings.
Findings: Most respondents emphasized the importance of content and format (Product),
particularly innovations and technology. They preferred concise, easy-to-understand, and engaging
content delivered through short video formats. Additionally, price was a significant factor, with most
respondents willing to pay low to moderate fees. Accessibility and convenience of the event
location, along with on-site amenities, were also crucial to their decisions. Furthermore, exposure to
promotional media via social media platforms, coupled with promotions or exclusive benefits,
significantly increased interest in attending the event.
Applications of the Study: The findings of this research can inform the development of strategies
for organizing events, public relations, and event design to better attract target audiences. Moreover,
the results can enhance the effectiveness of creating a learning society through fairs that align with
the needs and expectations of attendees.
Keywords: Information behavior; Media consumption; Marketing factors; Decision-making; National

Science and Technology Fair
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