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SARAVUDH ANANTACHART, Ph.D., 255 pp.

Using the mail survey research methodology, this study was aimed to study the
current status of integrafed marketing communications (IMC) in Thailand. Three main
aspects were examined accordingly: 1) general opinion and perception on the concept
of IMC, 2) perceived favorability on IMC practices, and 3) perceived barriers to IMC
practices. The data were collected with 122 marketers and 109 advertising practitioners
in Thailand.

The findings showed that the current status of integrated marketing
communications in Thailand has been moved to the third level regarding the leve! of
integration by D. Schultz and H. Schultz (1998). In addition, there was a good indication
of acceptance and practices toward the integration among Thai marketers and
advertising practitioners. The results also showed that both groups consistently
perceived the main aspecfs“;f IMC examined, including client-agency relationship in
IMC. Finally, the result indicated that Thai market characteristic tended to be more

relationship-oriented marketing, and that inclined to change to interactive IMC.
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