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ABSTRACT

The objectives of this study were to explore: 1) Chiangmai Rajabhat University
students’ perception on integrated marketing communication and 2) media consumption habit of
students. The simple group in the study were 400 codes 53 and 54 students. A set of
questionnaires was used for data collection and analyzed by using the statistical package. Results
of the study were sorted in to 3) parts as follows:

Regarding demographic data, it was found that most of the respondents were
female, 17-19 years old, and code 53 students. They were studying in the faculty of Education
most and followed by the faculty of Management Science. They were taking up Management and
Thai language majors most and followed by Commuter major. Most of their domiciles were in
Chiangmai and followed by Chiangrai.

As a whole, the respondents had a h.igh level of the perception on
news/information of the university through the integrated marketing communication tools. Also,
they had a high level of the perception of the communication tools though mass media and non-
mass media (equal). The former was internet/university website most (§=4.12). This was
followed by television (i=3.99) and radio (i =3.86). The letter was people most (i =3.87),
and followed by brochure of various faculties of the university (X =3.77) and special activities
media (i =3.75), respectively.

Regarding the consumption behavior on the integrated tools of marketing
communication, it was found that the respondents perceived the data/ information from the
personnel media most (82.50 %). This was followed by concemned personnel (11.0%) and

teachers (9.0%), respectively. More than one-half of the respondents (78.00%) perceived



(6)

news/information through internet. This was followed by biliboard (64.75%), sky board
(43.00%), banner(37.5%), respectively. More than one-half of the respondents used google for
finding general information. This was followed by Hotmail website (39.75%) and website of
university 24.00%, respondents watched T.V. for 72.25%. Their preferred to watch channel 3

most (34.50%) , channel 7 channel (20.75%), and channel 5 (19.00%), respectively.



