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Abstract

The objectives of this study were 1. To study the demographic factors
influencing the perception of Triumph Chiang Mai 2. To study the integrated
marketing communication tools that influence the perception of Triumph
Chiang Mai the research has set a sample size of 96 people. The tool used in
the research is a questionnaire. Data collection is in the form of a quantitative
research. Using the frequency, percentage, mean statistics and standard
deviation.

The results showed that most of the respondents were male, 68 people,
representing 70.8%, in the age range of 31 - 40 years, 52 people, representing
54.2%, having a bachelor's degree, 69 people, representing 71.9 percent had a
personal business career of 32 people, representing 33.3 percent, had an
average monthly income of 20,001 — 30,000 baht, 36 people, representing 37.5
percent, had a marital status of 55 people, representing 57.3 percent.
Integrated, it was found that advertising was moderately important (X=2.79). It
was moderately important (X=2.51) in terms of sales promotion. Very important
(X=3.67) in direct marketing Low importance (X=1.58) for sales by employees.
Has the highest level of significance (X=4.89) for sponsorship. Low importance

(X=2.40) in event marketing medium significance level (X=2.84)

Keywords : awareness, communications, integrated marketing.
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