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Integrated Marketing Communication and University Brand Equity

of Chiang Rai Rajabhat University and Mae Fah Luang University
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Abstract

This research had two main purposes which were: to study the perceptions and result of integrated
marketing communication and to study the level of brand equity of the universities by comparing between
Chiang Rai Rajabhat University and Mae Fah Luang University. It is a survey research. The instruments
employed in the data collection were questionnaires. The population in the study were high school students,
bachelor’s degree students, high school students’ parents and the entrepreneurs in Chiang Rai province.
The sample group consisted of 400 people from the population aforementioned. The data collected were
analyzed using descriptive and referential statistics which were: One-Way ANOVA and Sheffe’ pair analysis.
The results revealed that:

The sample group’s perception of Chiang Rai Rajabhat University’s integrated marketing communica-
tion was at an average level. The marketing communication tools that was highly perceived was Words of
Mouth. On the comparison of the perception level of the integrated marketing communication on an over-
all level and by aspect, it was found that there was a significance difference at the level of .01. The impact
from the brand equity creation through integrated marketing communication was at the highest in the inten-
tion to receive the service from Chiang Rai Rajabhat University. On comparing the impact from the brand
value creation on an overall level and by aspects, it was found that there was a significance difference at
the level of .01. For Mae Fah Luang University, the sample group perception level of the university’s inte-
grated marketing communication was at the high level. The marketing communication tools that was highly
perceived was Words of Mouth. On comparison of the overall perception level of integrated marketing com-
munication and by aspects, it was found that there was no statistical difference. The highest impact from
brand equity creation through integrated marketing communication was that Mae Fah Luang University was
highly admired by the sample group. On comparing between the overall impact created by university eg-
uity brand creation and by aspects, it was found that there was a statistical difference at .01.

With regards to the evaluation of the brand equity of the two universities, it was found that the first
component - the recognition of the university - Chiang Rai Rajabhat University was highly recognized by its
logo; whereas Mae Fah Luang University was recognized as the university in the wish list. The second
component, the relation of the university logo with what is in the mind, was found to be that Chiang Rai
Rajabhat University was related most to the Faculty of Education; whereas, Mae Fah Luang University was
linked with English Language. The third component being the perceived quality, by overall Chiang Rai Rajab-
hat University was perceived at a high level with its highly perceived quality being the university that promotes
the arts and culture of Chiang Rai Province which is also at a high level. Mae Fah Luang University was
perceived as a distinguished university in Chiang Rai and was also perceived at a high level. The fourth
component, being the loyalty to the brand. The sample group views that they might recommend people

to study at Chiang Rai Rajabhat University and also at Mae Fah Luang University.

K Keyword: Integrated Marketing Communication, University Brand, University Brand Equity. J
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