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The perception levels of integrated marketing communications

on smart phone products of mobile phone service providers
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Abstract
This research intended to study the consumer perception levels of integrated marketing communication from

smart phone users towards mobile phone service providers. The influencing level of perception was also examined.
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Questionnaire was used as a research tool for collecting data from 450 smart phone users in Phra Nakhon Si

Ayutthaya province. The statistics used were frequency, percentage, mean, and standard deviation. The hypotheses

were tested using T-test, F-test, and stepwise discriminant analysis. The results revealed that consumers have

overall perception on integrated marketing communication as high level. The hypotheses showed that consumer with

different on age, status, education level, occupation, and monthly income have different perception on integrated

marketing communication both in overall and individual aspect. Furthermore, smart phone users whom used

different price and service providers have different perception as well with the statistic significant level of 0.05.

Additionally, the integrated marketing communication on advertisement, the personal selling, sales promotion, direct

marketing, reference groups and word-of-mouth marketing have direct affected the levels of users’ perception on

smart phone products with the statistical significant level of 0.05. The discriminant function correctly forecasts the

group at 64.7 percent.

Keyword: perception, integrated marketing communication, smart phone, mobile phone system service providers,

stepwise discriminant analysis
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Table 1 The hypoteses testing between personal data and marketing communications.

dependent variable

independent word-of-
] personal sales event direct reference
variable advertising mouth  total
seling promotion marketing marketing groups
marketing
1. gender - - - - - - - -
2- age — * * - * * * *
3. marital status * - - - - - - *
4. education - - * * - * * *
5. cccupation - * * * * * * *
6. monthly - * * * * * * *
income
7. brand of - - * * - - * -
smart phone
8' prlce - * * * * * * *
9. network * * * - * * * *

* Difference was statistically significant at the 0.05 level.

- There was no significant difference at 0.05 level.

9

4. ANITIATIEHITALBNENATRINITIUT

a

I3

NM98BANINIINAALTIYTUIN TN FR LA AT
nedniannininuaesgliitsnisscuuinadni
A oA d

WPARUN WUTT ANLRANN3LEN19ERANIN1TAANA
VY TINI TR NARA T AN a1 TR TNy
Taasanumansteiuad1aldad1Aynisain
dl o Eﬂl a | v oA v

Nazat 0.05 Waiansouiusefinu wudd 6 A
dl 1 o A v v v
nuanEneiy Ae Arunisluwn Adunasli

ANLUETN IABINING11aNE ANUNNTAILETNNNTUNE

ATUNITARIANIIATY AIUYAAAEINEY R1UNNT
vaniasuudinsdelan d9ufunisnann

a

Fanangsd lluansneiy (Table 2) A9u7AU
= ' o oA o % P
AuANAI9iK A8 Aunislasun Arunisli
AU TN IABININGI1ENE ANUNNTEILETHNTUNY
ATUNITARIANIIATY AIUYAAAEINEY R1UNNT
vantawuuldinmelinidnannis dousnw
nnsAaALdananssnldtndinaunis (Table 3

and 4)
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Table 2 The mean difference between groups.

the perception levels of integrated AIS Dtac True

marketing communications X S.D. X S.D. X S.D. : >
1. advertising 3.04 050 321 042 338 036 229  0.00*
2. personal selling 392 075 472 039 458 043 90.11 0.00*
3. sales promotion 259 105 392 059 392 071 13641 0.00*
4. event marketing 3.98 067 391 061 401 0.76 0.76 0.47
5. direct marketing 3.10 0.89 398 060 4.08 047 9489 0.00*
6. reference groups 246 0.78 368 0.61 339 049 150.29 0.00*
7. word-of-mouth marketing 247 065 329 067 3.16 0.68 125.01 0.00*
total 3.04 056 381 029 379 026 187.05 0.00*

* Significant at the 0.05 level.

LN AN s AvE RN HeANs
NITAANALTIYIUINITFARNARTUT INT AN
ANNTR U WU m@%‘lmwmimmmL%\iymmmi
Arunslaenn Arunisliauustininantinauang
ANUN1949LETNNNTUY ATUNITAATANIIAT
AIUYAAAEI9EY AuN1TLaniatLuulnseian

HavEnwasian s UsNsAeA1INNIAAATLINNT

ARUARA U INIANT AN 5TA TN FeamINaFL
ANdATy TAun AulAAasned (0.72)
A1UN1TAAIANINATY (0.68)  A1UN1T IR TN
(0.63) ANUNNFANLATNN1TUY (0.49) AUNTTLHA
AUz laaniine wang (0.39) ANUNITLANLAN

wuudinsialn (0.16) (Table 3)

Table 3 The coefficient analysis of integrated marketing communications on smartphone.

integrated marketing communication b B structural coefficient
constant -6.38

1. advertising -0.55 1.46 0.63

2. personal selling 0.37 -0.72 -0.39

3. sales promotion 0.45 0.62 0.49

4. direct marketing 0.01 1.00 0.68

5. reference groups 0.68 -1.12 -0.72

6. word-of-mouth marketing 0.60 -0.25 -0.16
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Table 4 The coefficients analysis of variables in the classification equation.

integrated marketing communication Dtac True AIS
constant -68.52 -68.98 -55.62
1. advertising (X,) 8.68 10.10 10.38
2. personal selling (X,) 11.31 10.57 10.25
3. sales promotion (X,) -0.25 0.08 -1.11
4. direct marketing (X,) 0.54 1.37 0.83
5. reference groups (X,) 1.29 0.10 -0.61
6. word-of-mouth marketing (X,) 3.75 3.32 2.29

v

auNT0LaRsaNNNIALUnU sz 1R Al

annTanuuNUszInMAunA

Y, =-68.52+8.68(X,)+11.31(X)-0.25(X,)
+0.54(X,)+1.29(X.)+3.75(X,)

ann1auUnsEInMgyn

Y,=-68.98+10.10(X,)+10.57(X,)+0.08(X,)
+1.37(X,)+0.10(X)+3.32(X,)

annranuuniszinnielaea

Y,=-56.52+10.38(X,)+10.25(X,)-1.11(X,)
+0.83(X,)-0.61(X.)+2.29(X,)

ANNIIRMBNNGNANTANEIN TN TLTIY

12

anannqnlagniesdenas 64.7 laaainnem

WeNININANNAN19R0AIN1IARATIYTUINS

I's o«

panAnusiinsdnsianinivu Aunalignias

b b4 P

Seuay 60.7 ngyWliignsies $euay 58.7 uay

al

wlawa lgnfadsenas 74.7 (Table 5)

Table 5 The efficiency of equation in forecasting group.

integrated marketing

predicted group membership

total
communication Dtac True AlS
original Dtac count 9 52 7 150
% 60.7 34.7 4.7 100
True count 49 88 13 150
% 32.7 58.7 8.7 100
AlS count 12 26 112 150
% 8.0 17.3 74.7 100

64.7% of original grouped cases correctly classified.
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