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ABSTRACT

The objectives of this research were: (1) to study integrated marketing
communications in digital channels of the cafe business in Nakhon Pathom province,
(2) to study the use of cafe business services in Nakhon Pathom province; and (3) to
study integrated marketing communications in digital channels that affect the use of
cafe business services in Nakhon Pathom province.

This research is quantitative research. The population is cafe users. in Nakhon
Pathom province the exact population is not known. By calculating from Cochran's
formula. A sample size of 400 people was obtained by purposive sampling. The
research tools are questionnaires and statistics used to analyze the data with
frequency, percentage, mean, standard deviation and multiple regression analysis

Major findings: (1) communication, integrated marketing communications in
digital channels of the cafe business in Nakhon Pathom province overall, opinions
were at the agree level. When considering each aspect, it was found that all aspects
are important at the level of agreement. They are arranged in order from highest to
lowest as follows: sales promotion, advertising, public relations. Sales by sales staff
and direct marketing, respectively, (2) the decision to use cafe business services in
Nakhon Pathom province has opinions at the agreement level; and (3) Integrated
marketing communications in digital channels is Advertising and Public Relation it has
a positive effect on the decision to use cafe services in Nakhon Pathom province at a

statistical significance level of 0.05.

Keywords: Communication, Integrated Marketing, Digital Channels, Cafe,

Nakhon Pathom Province
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