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ABSTRACT

The objectives of this research were as follows: 1) to study integrated marketing
communication which affects the service users’ satisfaction towards the image of alternative
energy in Muang district, Maha Sarakham province 2) to study service users’ satisfaction on
image towards alternative energy in Muang district, Maha Sarakham province 3} to study
relationship between integrated marketing communication strategy and service users’
satisfaction towards the image of alternative energy in Muang district, Maha Sarakham
province. The data was collected from service users who own automobiles or motorcycles
according to the Act of Automobile Legislation. The population of this research was 400
service users registered with Maha Sarakham Provincial Transportation Office in Muang
district, Maha Sarakham province. Tool for data collection was questionnaire which had 5-
level Rating Scale and the reliability rate is 0.98. Statistics used for data analysis arc Mean
and Standard Deviation. Two groups of variation relationship was analyzed by the analysis
of co-efficient correlation between variation with Pearson Product Moment Correlation
methaod.

The result were found that the setvice users’ overall opinion on integrated marketing
communication strategy in Muang district, Maha Sarakham province was very good.

Evaluation in each aspect was found that it was good in all aspect which can be sequentially



ordered based on the Mean from most to least as follows: advertisement, selling by
salespersons, news release and public relations and sales promotion.

Service users® satisfaction towards image of alternative energy in Muang district,
Maha Sarakham province in overall was good. Evaluation in each aspect is found that it is
good in all aspect which can be sequentially ordered the average importance from most to
least as follows: company image, institute or organization image, product or service image,
brand image and business image respectively.

The result of the analysis on relationship between integrated marketing
communication strategy and service users’ satisfaction towards the image of alternative
energy in Muang district, Maha Sarakham province was found that the integrated marketing
communication strategy has relationships with service users’ satisfaction towards image of
alternative energy in overall between 0.197 - 0.665 and had positive relationship in statistical
significance at level 0.01 which was in accordance with the hypothesis of the research. The
first out of three most related couples were news release and public relations on product or
service image, which were positively related in fairfy high level. The second most related
couples were sales promotion and product or service image, which were positively related in
moderate level. And the three least related couples were relationships between selling by
salespersons and business image, which was positively related in low level.  The second least
related couples were relationships between selling by salespersons and institutes or
organization image, which were positively related in fairly low level. And the third were
relationships between selling by salespersons and company image, which is positively related in

fairly fow level as well.



