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Abstract

The study aims to 1) examine opinions concerning integrated marketing, brand equity, satisfaction, and
customer loyalty when Purchasing Household Drugs and 2) to discover important integrated marketing factors
affecting brand equity, satisfaction, and customer loyalty. The data were collected from 400 officers employed by a
company in Samut-Prakarn province. The AMOS model was employed in the statistical analysis. The findings
reveal that the officers’ opinions of the integrated marketing were generally at a high level. Highest was advertising.
The hypothesis testing indicates that integrated marketing influenced brand equity, satisfaction as well as customer
loyalty. Additionally, brand equity influenced satisfaction and customer loyalty. The conformity comparison
between the model and the empirical data indicates that all are well fitted with the empirical data. The results of
hypothesis testing of the adapted model show that purchasing by personal selling, and publicity influenced brand
equity. Publicity also influenced customer satisfaction. In addition, brand equity influenced customer satisfaction
and loyalty and satisfaction also influenced customer loyalty. The findings of the study can be applied to the

selection of an integrated marketing strategy, which is appropriate for a modern pharmacy with household drugs.

Keywords: integrated marketing communication, household drug, the modern pharmacy
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