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ABSTRACT

The objectives of this research were to study 1) the level of opinions on integrated marketing
communications 2) the level of opinions on loyalty of consumers who purchase awning roofing materials, 3) to
study the integrated marketing communications factors that affect to loyalty of consumers who purchase awning
roofing materials. This research study is quantitative research. A questionnaire was used as a tool for data
collection. The samples were 385 customers using the formula of Cochran (1977). Data were analyzed using
statistics include descriptive statistics frequency, percentage, mean and standard deviation. The inferential
statistics include multiple regression analysis.

The major findings revealed that overall integrated marketing communications and loyalty of consumers
was at the high level. In addition, the integrated marketing communications in terms of personal selling, sales
promotion and direct marketing affecting the loyalty of consumers who purchase awning roofing materials. The
predictive power of the resulting equation was 75 percent. There were statistically significant relationships at the

0.01 level.
Keywords: Integrated Marketing Communications ; Loyalty of Consumers ; Awning Roofing Materials
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