Suranaree J. Soc. Sci. Vol. 8 No. 2; December 2014 (41-59)

g Y o Y a v
sfuuuMs@eaINMsAMIANLUYIANMS NAIWAABNISFUINMMATITUA]

a v d Y o a Y ] a Y
ﬁ%ﬁi]\‘lﬂﬁﬂﬂﬂ!‘ﬂ!ﬂ%ﬂﬁﬁﬁ)Nﬂiﬁﬁ!ﬂﬂ‘ﬂﬂﬂUﬂﬁ]ﬁT‘Hﬂ]ﬂlﬁﬂiglﬂﬂ

Tuszuvnenss

The Forms of Integrated Marketing Communication that Effect the Brand
Equity Perception in Direct Sale System Comparing Thai and Foreign Cosmetic

Brands

algMayli gIIIUEIT Hazss: mvzudiadad
Nattkarn Suwantara® and Teera Taechamaneesatit

AYSYTHITTIND UNI1INGIFTIAN D91 IALNUE

ABSTRACT

ARTICLE INFO

The objective of this research was to study the forms of integrated marketing communication
of Thai and foreign brand cosmetic products in direct sales system that effected on brand
equity by using theories of integrated marketing communication and levels of brand equity.
This study was a quantitative research. The 440 questionnaires data collection was from the
consumers of Thai and foreign brand cosmetic products in direct sales system. The data
analysis used statistic computer program. Descriptive statistics were used in general analysis
to get percentage, means ((X)) and standard deviation (SD), t-test, F-test, Dependent
Sample t-test (paired t-test) and multiple linear regressive was used for Independent Sample.

The results found that the forms of integrated marketing communication of Thai
cosmetic brand products that have affected on the brand equity most were advertising, public
relations and personal selling. While the forms of integrated marketing communication that
affected on the brand equity of foreign cosmetic brand products were advertising, sales
promotion, personal selling, event marketing, and electronic marketing. Moreover, the forms
of integrated marketing communication that affected on Thai cosmetic brand equity most
was advertising only. While the forms of integrated marketing communication that affected
on foreign cosmetic brand equity most were advertising, sales promotion, personal selling
and electronic marketing. The results from this study suggest that Thai cosmetic brand direct
sale traders should develop their advertising consequently and should adopt personal selling
and electronic marketing for strategic plan for effective marketing communications because
choosing the right communication forms could effect on brand equity perception and will
increase their sale products and finally effect on higher the total sale of Thai cosmetic

brand products than the foreign one.
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a = a Y A v Jy A  w \ '
M319i 2 wamsAnsannAg Yon 1 veyalszrinsmansmuna NuANANNY dIWanD
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1. anauming Al 3.33 0.564 0.540 438 0.590
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