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ABSTRACT 231046

This research on “A Study of Integrated Marketing Communication for Creating Brand Equity
in The View Point of Students for Higher Education Institute in Bzingkok and Metropolitan Areas ” has
the objective of examining the brand value and the impact of the use of integrated marketing
communication (IMC) from the viewpoint of students at private universities in Bangkok and the suburb.
The methodology is to use a questionnaire survey as an important tool in collecting data from the sampled
group of 2306 students at private universities in Bangkok and the suburb, which will be processed by the
computer program SPSS. The statistics used in this study include frequency, percentage, average, and
standard deviation, whereby the assumption will be tested with refercnce‘to the Pearson value indicating
the level of confidence at 95%, deviating not more than 5%. |

The factors for brand value consist of a brand awareness factor, which is divided into 1) recall 2)
brand recognition 3) product awareness 4) brand awareness. from various medium, a brand association
factor, brand quality awareness factor, brand lt;yahy factor. When we mention private universities, we are
mainly reminded of the quality of education. The medium that enables the questionnaire respondent to be
aware of the excellent quality of their own institutions and the overall marketing medium that influences

the creation of brand value for private universities include communication through the main and

supplementary activities.





