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The objectives of this research were to examine : (1) the use of integrated marketing
communications (IMC) in building customer refationship in service business, (2) the relationship
between customers’ exposure to IMC and levels of relationship intensity that customers have with
service business, (3) the relationship between customers’ exposure to IMC and customer loyalty to
service business, (4) the relationship between customer attitude toward IMC and levels of
relationship intensity that customers have with service business and (5) the relationship between
cuctomer attitude toward IMC and customer loyalty to service business. Secondary data was used to
examine how the telecommunication service businesses and the commercial banks use IMC in
building customer relationship and quiestionnaires were used to collent data from 400 pecple aged
25-6i years old in Bangkok, who are tha customers of the telecommunication service businesses
and the commercial banks, (v examine the effectiveness of iIMC.

The results demonstrated that the telecommunication service businesses and commercial
banks use IMC in building customer relationship according to the IMC’s concepts and theories which
emphasize on the customer relationship. And both in the telecommunication service business
context and commercial bank context, customers’ expostre to IMC was significantly and positively
related to both the levels of refationship intensity that customers have with service business and the
customer loyalty to service business. This study also found that customer attitude toward IMC was
significantly and positively related to both the fevels of relationship intensity that customers have with
service tusiness anc the customer loyalty to service business. Finally, when considercd all variables
together, customer attitude toward IMC could be able (G predict the levels of relaticnship intensity
that customers have with service business and the customer loyaity to service business more
effective than customer’s exposure to IMC.



