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Abstract

The objective of this survey research were to study the integrated marketing communication of Pizza
Business for buying Pizza in Bangkok, by using questionnaire for collecting data from the sample size in
Bangkok. The sample size consisted of 400 customers living in Bangkok. The descriptive statistics used for
analyzing the data was frequency, percentage, mean and standard deviation and Chi-Square test.

The results revealed that :-

The integrated marketing communication tools such as advertisement, personnel selling, sales
promotion, public relations, direct marketing, word of mouth, and event marketing affected the customers
in Bangkok for buying pizza in a high level. The marketing factors, in every aspect, such as production, price,
selling channel, and the customers way of life affected the decision making of the customers for buying
pizza at a high level.

The reasons for buying pizza of the customers in Bangkok were to buy for themselves, conveniences,
fast, time saving, and new interesting promotion. Most of the customers bought pizza for eating between
9.01 - 7.00 pm. The frequency of buying was once a month by receiving information from television most.

The different marketing communication tools and marketing factors affected the decision making

of the customers for buying pizza at a different level.

Keywords : Pizza, The Integrated Marketing Communication
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