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INTEGRATED MARKETING COMMUNICATION FOR BUSINESS SECTOR
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Abstract

In the present time, the development of communication technology is essential for more
complex society. The information from Macroeconomic Strategy and Planning Office (2556: 31)
suggested that trends in consumer spending have always changed. Integrated marketing
communications will be the critical role to the business because there is the integration between
communication and marketing together. For example, Lipton brand strategy use the integrated
marketing communications for increasing the market share from 40% up to 43-45% in worth over
1,800 million baht of ready to drink (RTD) tea market. (businessthai,2004) Thus, integrated marketing
communications can be the most efficient and most effective tool for product and service, including

a good image to consumers.

Keywords : Integrated Marketing Communication, Business Sector
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