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ABSTRACT

To study of making decision, comparison and integrated marketing communications that affect buying
energy drink for female who live in Bangkok. In this research, the researcher used questionnaire to collect the
data of 400 observations and the researcher also used descriptive statistics, inferential statistics and F-test to
analyze in this research and used simple linear regression analysis to measure the strength and direction of a
linear relationship between two variables. The purpose of this research is to analyze, plan and develop the

consumer communication strategy.
The results of this research found that:

1. Advertising through the media and marketing event affect buying energy drink for female who live in
Bangkok mostly.

2. Channel and Distribution affect buying energy drink for female who live in Bangkok mostly.

Keywords: Integrated Marketing Communication, Marketing strategy factor
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