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This doctorate research focuses on three objectives: to study the tools of
integrated marketing communications, brand equity management, and product

involvement levels; to compare model strategic tools of integrated marketing
communications for brand equity management at high and low product involvement
levels; to formulate model strategic tools of integrated marketing communication
for brand equity management at different product involvement levels of
Thailand.

Spearman’s Rho Coefficient with a statistical significance of 0.05 was

applied to analyze the association of continuous ordinal data and rank. The

research results are as follows:
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1. Referring to the ranking of integrated marketing communications
tools which were most appropriate to brand equity management, the attitudes of
brand managers of products with low brand equity but high product involvement
levels were associated with or dependent to those with high brand equity but low
- product involvement level, and those with low brand equity and low product
involvement level, with a significance of 0.05. On the other hand, the
attitudes of brand managers of products with high brand equity and high
product involvement levels were not associated with or independent to others,
with a significance of 0.05.

2. With regard to the tool application ranking, the integrated
marketing communications tools presently applied by brand managers of all
product categories for brand equity management, with a significance of 0.05,
were associated with or dependent to each other.

3. According to the attitudes of brand managers of products with high
brand equity and high product involvement levels, the integrated marketing
communications tool application to brand equity management, with a significance
of 0.05, was not associated with or independent to these actually applied in
businesses. The research result revised in an adverse way: brand managers of
others believed that the application ranking of integrated marketing
communications tools for brand equity management, with a significance of
0.05, were associated with or independent to those actually applied at present.

4. Regarding to the attitudes of brand managers, model strategic tools

were divided into two groups. They are the following:
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4.1 As for products with high brand equity and high product

involvement levels (HH), the application ranks of model strategic tools,

ranged in descending order, were advertising, public relations, personal

selling, customer relationship management, event marketing, trade shows,

~ sales promotion, sponsorship marketing, direct marketing, and point-of-purchase
communications.

4.2 As for products with low brand equity but high product
involvement levels (LH),with high brand equity but low product involvement
levels (HL) and those with low brand equity and low product involvement

‘levels (LL), the application ranks, ranged in group and order, were advertising or
sales promotion; advertising, event marketing or public relations;
personal selling, trade shows or point-of-purchase communications;
personal selling, public relations or sponsorship marketing; personal selling,
trade shows or point-of-purchase communications; trade shows or direct
marketing; sponsorship marketing or customer relationship management; and
customer relationship management or direct marketing respectively.

5. With regard to the actual application of model strategic tools of
integrated marketing communications for brand equity management and
product involvement levels, advertising or public relations was first applied
by brand managers. The next application ranks, ranged in group and order,
were sales promotion or event marketing; personal selling, public relations,
event marketing, point-of-purchase communications or personal selling;
point-of-purchase communications or personal selling; event marketing,

point-of-purchase communications, sponsorship marketing or public

relations; event marketing, point-of-purchase communications or public
relations; trade shows, direct marketing or customer relationship management;
and customer relationship management, direct marketing or sponsorship

marketing respectively.





