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ABSTRACT

The objective of this research was aimed to study the level of opinion and compare
the opinion of to integrated Marketing Communication effect 10 customer’s wedding studio
servicing decision in Muang district, RoiEt province. The sample was to customer’s
wedding studio servicing decision in Muang district, Roi Et province to collect data from
240 respondents. Selected by Taro Yamane's technique. they Were selected by stratified
random sampling is accidental Sampling The research used questionnaire The instrument for
collecting data was the rating scale questionnaire with the discrimination power between 262
to 633 and reliability at 269 . The statistics for analysis WeIc frequency, percentage,
arithmetic mean, standard deviation and one way ANOVA If find any differences between
gamples are statistically significant fevel .05 willbe test Average pair wise comparisons by

Least Significant Difference Method

The results of the study were as follows:

1. Anatysis of Integrated Marketing Communication effect to customer’s wedding
studio servicing decision in Muang district, Roi Et province. Overall level (i— =13.71) were
classified as aspects found in level 6, the order of the mean descending as @ public relations
(i = 4.00) Advertising (”}i =3.95), exposed to. services (Fi =3.90) and special events (d}_‘i =

3.86) for the gales staff (3(_ —3.84), and Internet communications (P)_(. =13.73) were moderate,



3 side order of mean descending the side. direct Marketing (X =3.38), the promotion and
marketing at sales ( X = 3:36),

2. The comparison of to integrated Marketing Communication effect to customer’s
wedding studio servicing decision in Muang district, Roi Et province. regarding gender, age
occupation and Revenue was significantly different at the .05 level.

3. Suggestions for integrated marketing communication effect to customers’s
wedding studio servicing decision in Muang district, Roi Et province. For customer to get to
know information from studio, the studio should have commercial on press and broadeast, the
studio should give away studio’s servicing detail document, the studio 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 to attract customer,
The officer in the studio should give good and quick suggestions to customer and they should

always smile



