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Abstract

A Study on the Impact of public relations strategy through social media affects the
decision-making process in event marketing among customer groups in Bangkok aims 1).
To study public relations strategy through social media in event marketing 2). To examine
the decision-making process for event marketing among customer groups in Bangkok 3). To
investigate the impact of public relations strategies through social media on the
decision-making process for event marketing among customer groups in Bangkok. The sample
for this study consists of 201 consumers of consumable goods, both male and female, from
Generation Y, aged between 28-44 years, residing in Bangkok. Questionnaires were used as the data
collection tool, and the data was analyzed using Pearson Product Moment Correlation statistics.

The results of the study reveal that 1). the sample group prioritizes public relations strat-
egy through social media in event marketing that the progress of organization’s network, with
an emphasis on publicizing organizational advancements to build customer confidence and
delivering beneficial information through social media. 2). the sample places the mostimportance on
post-service behavior, particularly how event marketing increases general customer awareness of the
products. 3). public relations strategy through social media impact on the decision-making process
for event marketing among customer groups in Bangkok, with statistical significance at the 0.01 level.
Keywords: public relations strategy, social media, decision-making process, event marketing,

customer groups
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