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The Impacts of Customers’ Perceived Value and Integrated Marketing Communication

Approach of Mobile Network Providers on Purchase Intention in Southern Thailand
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ABSTRACT

This study aims to study the impacts of customers’ perceived value and integrated marketing
communication (IMC) approach of mobile network providers on purchase intention in Southern Thailand. The
research sample is sim card registers in 14 provinces. The researcher utilized questionnaires to collect the
data. There were 400 completed questionnaires used to analyze the descriptive data. The researcher looked

for frequency, mean, percentage, standard deviation and relation were stepwise multiple regression analysis.

A demographic data showed that the majority of the sample was female aged between 21-30, with
an average salary of 10,001-20,000 baht. The sample preferred AIS network provider. The network charge of

the sample was between 500-700 baht per month.

The result show that customers perceived value of the mobile network providers in general is high,
especially in quality and emotion. Whereas, customer’ perceptions in relation to IMC approach that is
advertising sales promotion and public relations by mobile network providers also at a high level as well. The
research result found that customers perceived value the most from public relations. On the other hand, the
customers prefer to use the services and additional services of an existing mobile network provider. The

customers also tend to suggest others to use the same mobile network providers as they used as well.

Moreover, the result also indicated that customers’ perceived value and IMC approach have a

positive effect to the intention to choose mobile network providers in Southern Thailand.

An indication from the research result suggested that the mobile network providers should build
customers perceived value related to signal quality and service. Also the mobile network providers should
develop IMC approach in relation to sale promotion such as reducing service charge, additional benefits
when register for the service or suggest friends and families to use the mobile network services. Also, service
packages that designed to match with specific group of the customers. The researcher also suggested

techniques of using IMC approach which is discussed in detail later in this research study.
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