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The objectives of this study are 1) to study the event marketing strategies of Krungthai Card
Public Company Limited or KTC 2) to study Bangkok consumer's participation in the event
marketing. 3) to study a relationship between Bangkok consumer's participation in the event
marketing and brand loyalty. This study was mainly a qualitative research which has been conducted
by analyzing data about event marketing of KTC from secondary sources and having an interview
with 2 key informants of KTC to complement the analysis. This research was also conducted in a
quantitative manner by doing a survey selectively in 400 respondents who are 20 - 60 years, living in
Bangkok and holding KTC credit card. The statistics employed in this study are Frequency,
Percentage, Means and Pearson’s Product Moment Correlation Coefficient. The data were analyzed
by SPSS for Windows.

Results of the research are as followed :

(1) Event marketing strategies of Krungthai Card Public Company Limited or KTC
emphasized on lifestyle segmentation, customer database management, using
direct media along with using Loyalty Program to build relationship among
consumers

(2) Consumer’s participation in the event marketing is in the middle level. The most
type of the event marketing that consumer participate in is lucky draw, having the
portion nearby with the cooperate sale promotion with partners. The most activity in
the event that consumer participate in is using or donation reward points for special
activities.

(3) Consumer's participation in the event marketing is positively correlated with brand

loyalty
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