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Relationships between Modern Marketing Communication Effectiveness
and Marketing Performance of SMEs Businesses in the Northeast of
Thailand.
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Abstract

The objectives of this research are to study the relationships between modern marketing
communication effectiveness and marketing performance of SMEs businesses in Northeast Thai-
land. A questionnaire was used as tool for data from 85SMEs business managers.Statistics used
for data analysis were multiple correlationsand multiple regression analysis. The modern marketing
communication effectivenessis specifies independent variables that have a relationship and effect
on market performance.The research results found that : the modern marketing communication
effectiveness for the designing the message and collecting the feedback data had a positive

relationship and an effect on the marketing performance as a whole.

Keywords : Modern Marketing CommunicationEffectiveness, MarketingPerformance, SMEs

Businesses in the Northeast of Thailand
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