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ABSTRACT

This research aimed to study effect of integrated marketing communication and word
of mouth marketing communication through electronic media influencing customers’
purchasing decisions of traditional retail shops in Kalasin. The questionnaire was used for
correcting data with reliability among 0.82-0.85 conducted with 400 customers of the retail
shops in Kalasin. The statistics used for data analysis was multiple correlation analysis (MCA)
and multiple regression analysis (MRA). The results were found that the dimension of public
relation had a positive impact on purchasing decision with the correlation coefficient of 0.73
and can be explained in the aspects of purchasing decision and support at 52.3 percent, with
statistical significantly at 0.05 level. Therefore, based on the results, the entrepreneurs should
focus on using the public relations, PA system, local media, the community events, and

sponsor ship for successful business operations of the retail shops.

Keywords: Integrated Marketing Commmunication, Word of Mouth Marketing Communication

Through Electronic Media, Traditional Retail Shop
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(Hair, Anderson, Tatham and Black, 2010)
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