lfll d‘! g td.d i Qr o 9 =
fades  msdemsvnnsamanuuyisnatiinadendadulelvims
aqaletonmvesfuiing lumadunodies Swianuasmy
ad UGN IS Waan  veu@Tmsgsimmiada)
} < ar -
nsumanifEemn  sewndasasd avaeiienn didsualy  Usysmnasuns
Aeenansnnsd asdumng dgundiaga NIIUMS
fomans1sE5aiing Tanns AFIUAT
UHDINFINTAHUAITNTAWY 2552
@t T
UNAAED
o ar 3 ; A o s A = a t
msAny3tensedl IaglszasAiioAnynuanYMZRINETIUYARAYDT
3 o ¥ o = = = S
fuilon dsznendiy e 819 sTAUMITANYT BIAW uazs1w lamavaoaeu
msdeanamemsaaauuysannsidradendaiulaldhiimsagalenwnm
Y= & ¥ Y = A w y
fu3 Inauazitormndormouusveafui Tnnfifisadumsfomamemsnanauu
yranmsfsnademsdadulaldusamaagaledisnmw Tumwadunoiiiod davia
1 @ r A 3 ydo i
wupsmy naudetieiildlumsfnmaiil 5w 400 au 18un dszanauluan
o -~ v w A ey A a dgw d 3
Sunaiites vanTanuesmy Aflerg 20 J3ull wdesilonlilumsmuswiutoyans
e g | ar a ¥ = 4
ssuihmeuauiRnfugudnuazmmzdnyaaavesduilon nsfeminu
minarauuuysanms uasdoruemizvesdui Inahuadums emsmamsamau
ysannistitnadentsdadulalfiinsagaledienm JiwmnugotiuveuyuToniy
3 Y] 1 o qa:; =) o 9 By 11 % 1 A ¥ P
Rantfuwhdu 087 adahiFlumsimszddeya ldun erfovaz Aunae aunivuu
WA Loz atan i umnareuauAgIu 1Aun 468 1- test, One - way ANOVA,
azi /S ouMeuAMIBNANTIegAIeTS Scheffe

HANTF VUM

1. Qmﬁ’ﬂumzmmzdmuﬂﬂamméfﬂ@mmuﬁenmuﬁauﬁlmijﬂmwﬁwa'}‘a
fowgsznin 25 -341 sesnanldudergsznig 35-441 iinsfinuegluszdu

1Sryanas sesasn ldusmsdnussdudisounumewan /1w, Todmrainay



< ar 3 1 t [ oy = ¥ A oA
150 seeaanidun evdvuithu / wiedhu s ldmasdeiou 10,000 —20,000 YW
soeaulaun 51918 20,001 - 30,000 UM
2, foyainoasuwgdnssudaounuuasunmwudt Jinagdleawamen
Hholamamnniiga dalngialimelduimsagiledwnmn Fefivhldmiulaven
a ' -] g = = o 1
agdTedannunniigaethelavan suuumslduinsideeuuuudeunmdy
Tngmaegldusmsnnagalenwamlun uinmssenmasounia daulugiRah
anlszinalunsidusmseadleawmmilsgna 5,000 - 10,000 1%
= o o = - o o y
3. namsAnT R sEA U Raruvesus Inadeadunsieasms
asamasuuysanmsiinademsdadulalduSmsagdlonwnm luwaduneiies
o s 1 1 o a o/ ey [
faniaruesae Taanmsaw wudeglusedmhunae dmiusamsinsaluneg
&t amnsadesdiduasinsaasnaunldunios 18del 1 msldusms 2. ms
duaumsue 3. winaw 4. mstafanssudien 5. m3lavan 6. nisdauaasdud
X = o w d
7. asflocsmeBumesiidn 8. mailszandusiug 0. maamananse
4. Yersuouuziieasums Fommmunsamauyuysanmsninadens
fadulaldusmsagdlomenmuesfus Inaluwadunadies Yandanuesns wuh
A LN o . Y c;. ar = = ' o dy =1
fiolidus TnnfinuaziuiinmsferiugsivagdTodenm dsil aasfimslason
i & a 7 ' s as =
nededeiuiuazdensznuids ImsusnenasAoriuneazBeansliuinisves
= o 1 ,3 . w I~ o 19 T = o
ganeagd lemwamndy Snswenvesdgdndesiuadnlduims insdauces
FuimezuSmaie T Ian 1dfuvende dofinas Tanunnng Aetlnemaiionnn
¥ gty ar Yt & 3 a = o of o A w5
wen1ddw Taldiosdusumanausmenedumedida dharrmioinieauag
sulaagaanueauleduTan wilnawanseldduueihdng uiduiinalded

1 T = T T a ) 1 < g 1
agewnd WuSmgndmnaauetaiuiiondy WuSnwedusada Guuduayla



Title : Integrated Marketing Communication effect to customer’s studio servicing

decision in Muang district ,Nongkhai province.

Author :  Mrs. Supaporn Khamsri Degree : M.B.A (Master of Business Administration)
Advisors : Assoc. Prof. Dr.Wongpattana Sriprasert Chairman
Assit. Prof. Dr. Wimonmat Patomvanichkul Committee

Assit. Prof. Roongsak Vilamas Committee

Rajabhat Mahasarakham University, 2009

ABSTRACT

This research aimed to study Integrated Marketing Communication effect to
customer’s studio servicing decision in Muang district ,;Nongkhai province. The research
used questionnaire Asking about demographic characteristic , integrated marketing
communication and customers suggestion for integrated marketing communication to
collect data from 400 respondents were people age of 20 years old up. The reliability of the
questionnaire was 0.87 .Preliminary data analysis used percentage , means and standard

deviation . £ - test , One - way ANOVA and Sheffe were used to test the hypothesis

The results of the study were as follow,

1. Demographic characteristic of the most of all respondents were female,
age of 2534 yéars old followed by age of 35—44 years old, most of them have
bachelors degree followed by high school degree, most of them were officer followed
by housewife / househusband and most of them eam 10,000 - 20,000 bath a month
foltowed by 20,001 —30,000 bath a month.

2. The information about respondents behavior were found that most of
them knew the studio from commercial sign, most of them have never got studio’s

service, the most media that the studio use was commercial sign, most of them



expect to take family’s pictures at the studio and spend 5,000 - 10,000 bath fo get
studio’s service.

3. The result of customer’s opinion analysis for integrated marketing
communication effect to customers studio servicing as a whole were found in medium level
and in each compliance can rank score from maximum to minimum as follow. 1. giving
service 2, promotion 3. the officer 4. special event 5. commercial 6. goods display
7. internet communication 8. public relation 9. direct marketing

4, Suggestions for integrated marketing communication effect to customers
studio servicing decision in Muang district , Nongkhai province . For customer to get to
know information from studio , the studio should have commercial on press and broadcast ,
the studio should give away studio’s servicing detail document , the studio should have
premium , the studio should show about their service to customer , the studio should
emphasize on magazine’s commercial , the studio should have their package reservation on
internet , the studio should have showed their servicing by actors actresses or singers {o
attract customer , The officer in the studio should give good and quick suggestions to

customer and they should always smile.



