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Abstract

This research has objectives were (1) To study the media perception of clients used the
service in Central Department store at Phitsanulok (2) To study the factors affecting integrated
marketing communications in case study Central Plaza Department Store at Phitsanulok and (3)
To study the changes in using service behavior at Central Plaza Department Store in
Phitsanulok. This is the quantitative research that researcher used data collected from sampling
group which was the clients using service in Central Plaza Department Store Phitsanulok but
not knew the exactly amount of population; however, it could be specified the sample size by
the specified sample size formula of W.G. Cochran (1953) and got total sampling group for 385
people furthermore using descriptive statistic, percentage analysis, average and standard
deviation, t-test and One-way ANOVA

Research result;

1. General status of sampling group found that clients using service in Central Plaza
Department Store at Phitsanulok at 60.30 Percent was women, 23 Percent had age during 21-
25-year old, 50 Percent had education at bachelor degrees, 30 Percent were private company
employees, 40.30 Percent had income between 10,001 and 15,000 Baht, 35 Percent had the
consume view of goods and services price whether had value of money, 57.30 Percent had the
frequency of using service during 1-2 time a week and 61.30 Percent had idea about
consumption model of goods and services

2. Opinion level of integrated marking communication in case study of Central Plaza
Department Store at Phitsanulok in the overview was the most level (X = 4.09).

3. Opinion level of the changes consumer behavior, in the big picture the highest level X =

4.06).

Keywords : Integrated Marketing Communications; Central Plaza Department Store at

Phitsanulok
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