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Abstract

This study aims to investigate the effect of digital integrated marketing communication
on Sichuan consumers” decision to use WeChat application and to compare those effect of digital
integrated marketing communication on Sichuan consumers’ decision to use WeChat application
classified by individual attributes. A survey research was employed and the data were obtained
from an online survey of 450 Sichuan consumers. The descriptive and inferential statistics were
used to analyze the data. Results from the research revealed that in overall, the effect of digital
integrated marketing communication on Sichuan consumers” decision to use WeChat application
are at moderate level. Findings reveal that among those digital integrated marketing communication
methods, Digital Direct Marketing is the most important methods that effect on Sichuan consumers’
decision to use WeChat application, followed by Digital Personal Selling, Digital Sale Promotion,
Digital Publicity and Public Relations, and Digital Advertising, respectively. Results further reveal
that Sichuan consumers with different in age and marriage status have different effect of digital
integrated marketing communication on decision to use WeChat application.
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