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Abstract - The research aims to (1) study the integrated marketing communication, brand value perception, and purchase 
intention and (2) examine the integrated marketing communication and brand value perception toward the purchase intention 
of local coffee brand as the perspective of customers in Muang District, Lampang Province. It is a quantitative research. The 
sample included 140 customers who purchased a local coffee brand in Muang District, Lampang Province. The research 
instrument was a questionnaire based on the descriptive statistics as percentage, mean and standard deviation and inferential 
statistics were analyzed by Path Analysis technique. The results show that customers who bought the local coffee brand had 
a high level in all factors. The purchase intention was rated firstly (3.80), followed by brand value perception (3.75) and final 
the integrated marketing communication (3.62). Referring to the Path Analysis, it was found that brand value perception had 
the most direct influence on the purchase intention of the local coffee brand with the path coefficient as 0.622, followed by 
the integrated marketing communication had the direct influence on brand value perception with the path coefficient as 
0.471, and the integrated marketing communication had a direct influence on the purchase intention with the path coefficient 
as 0.126, respectively. 
 
Keywords - Integrated marketing Communication, brand value perception, purchase intention 
 
I. INTRODUCTION 
 
At present, the competition of marketing business is 
more intense. This is due to the fact that the domestic 
and foreign economies play an important role both 
directly and indirectly on the business operation. 
Entrepreneurs need to adapt their internal 
management strategies to human resources 
development and boost sales by developing their 
products through the integrated marketing 
communications, whether advertising, public 
relations, marketing activity management, sales 
promotion, and the direct marketing for the highest 
returns (Kotler and Keller, 2009, p. 161). However, 
business development to penetrate the competition 
and to continue to operate is required the 
development and improvement of the product being 
up-to-date, unique to the products continuously. 
These lead to a number of new entrepreneurs 
(Duangrudee, Samapoo, Narapon, Jinandej, and 
Prayong, Meejaisue, 2017, p. 29). 
 
Additionally, coffee is a popular drink for human favor 
with various qualifications. First of all, the smell and taste 
of the coffee are unique. Second, coffee has an organic 
compound as alkaloids called caffeine, which affects the 
nervous system and the human musculoskeletal system.  
As a result, the drinkers are more active without 
sleepiness. Therefore, coffee is a cultural drink with a 
long human society is served instead of a coffee break, 
drinking for meeting, and with today's lifestyle, full of 

hustle and bustle, time-consuming work.  Then, coffee is 
a part of the breakfast menu. In addition, fresh coffee 
beverages have become popular and there are many new 
cafes open. Thus, they are easy to find near homes 
because they are sold along the roadsides, restaurants, 
corners of the buildings or schools. These all places serve 
the hot and cold drinks with modern or stylish decoration 
to motivate customers. There are demonstrations of 
freshly made coffee including the coffee makers with the 
brand of the store to reach specific customers and 
emphasize the brand of coffee shop (SuteeraSudsue, 
2010). Currently, it is evident that the premium coffee 
shop has a minimum sales volume of 500 million baht per 
year, starting from 3,000 million baht in 2012, up to 3,500 
million baht in 2013, moving to 4,000 million baht in 
2014. It was expected to increase to 4,700 million baht by 
2015, as the volume of premium coffee shops continues 
to increase and consumers turn to coffee roasted coffee 
instead of instant coffee powder. All kinds of coffee are 
also interesting business and can grow again. The current 
consumption of coffee in Thailand is low, consuming less 
than 0.5 kg / person / year, or only 130-150 cups / person / 
year. About 30 million people (less than 2 million people) 
are still small in comparison to Asian countries, such as 
Japan, drinking 500 cups of coffee a year. Average 
consumption of coffee is 700 cups / person / year (or 2 
glasses / person / day). It is expected that the market will 
surpass 7,000 million baht within the next 5 years. 
(Kasikorn Research Center, 2013). Due to the economic 
downturn, it affected most in the purchasing decision 
behavior to buy and consume products or the service 
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of the consumers has changed as unusual. Consumers 
are more sensitive to price, have the low power to 
buy, but they take into account the quantity and 
quality when compared to the price. They have less 
brand recognition. Lampang is the center of 
transportation in the north. The number oftourists 
arrive and pass through many routes. Consequently, it 
is an opportunity for the coffee shop entrepreneurs to 
open coffee shops for a resting point and having the 
intention to drink coffee with passion or indulge in 
the taste of coffee (Seree Wong montha, 2007). 
 
Because of the steadily change of marketing environment, 
the cost of acquiring new customers is much higher than 
the cost of selling products to the existing customers, 
these make local coffee shop entrepreneurs pay more 
attention to customer retention because most consumers 
do not know the local coffee brand. There are marketing 
communications that do not cover, so it makes good 
relationships with customers in the long run and no 
continuity. Finally, there is no repetitive purchase 
behavior, enhance their brand image and product image. 
Lampang is a province with many coffee shops observed 
from the major tourist attractions such as AssawinMarket, 
Ha-YaekHohnalika Public Park ,the front area of 
Boonyawat School, Phrabaht Market, the front area of 
LampangRajabhat University, and the front area of 
Lampang Vocational College. These all places are the 
important source of the product selling of the province 
and there are a number of coffee shops in the restaurants. 
Thus,  creating a market share and giving consumers a lot 
of choices, coffee shop entrepreneurs have stimulated 
sales through the integrated marketing communication, 
such as the distribution of coupons or free shipping, etc., 
so that consumers have more convenience and ease of  
consumption. Contrastively, coffee shop entrepreneurs in 
Lampang Province are facing the problem of famous 
coffee shops and franchised coffee including market share 
of new entrepreneurs which have broken down the coffee 
sales in each season. 
 
Therefore, the researchers found the importance of this 
research because the information obtained from this study 
will benefit the entrepreneurs in the coffee shop business 
in Lampang as well as can be used to improve the 
perception of brand awareness to enhance the 
competitiveness of local coffee shops. 
 
II. OBJECTIVES 
 
1. To study the level of opinions on the  integrated 
marketing communication, brand value perception, and 
the purchase  intention of  the local coffee brand from the 
perspective of customers in AmphurMuangLampang, 
Lampang Province; 
 
2. To explore the integrated marketing communication, 
brand value perception, and the purchase intention of the 
local coffee brand from the perspective of customers in 
AmphurMuangLampang, Lampang Province  

III. LITERATURE REVIEW 
 
The researchers identify 3 relevant variables of this 
study: (1) the integrated marketing communication, 
(2) brand value perception, and (3) purchase intention 
as the following details; 
 
1. Integrated Marketing Communication 
It is not only to produce the right products to meet the 
needs of the market, incentive pricing as well as the 
distribution system to target customers well for the 
modern marketing operations to succeed; that is not 
enough, but it is also marketers need to be successful 
in communicating with the people involved. 
Therefore, communication is the intermediary 
between buyers and sellers. Effective communication 
can convince the subscriber of the message, because 
IMC is a long and persuasive communication process 
using a variety of tools by advertising, public 
relations, promotion, direct marketing,and marketing 
activities for achieving acceptance and decision or 
intention to purchase goods and services offered as 
soon as possible (TeerapunLotongkam, 2009) 
 
2. Brand Value Perception 
Brand is a symbol that combines the feelings of 
consumers with the brand in terms of physical 
characteristics, such as packaging name, price, 
reputation, product information and meanings, 
including experience that the consumer have toward 
the product owners (Asker, 1991). The perception of 
value is  the service quality delivered to the consumer  
and that particular perception grows from the 
evaluation of products’ value and capital the 
consumers waste (TanawanSaengsuwan et, al., 2003, 
p. 84);Kotler and Keller, 2009, p. 161). Thus, the 
perception of bran value influences willingness to 
purchase goods and services (Burton and Thakur, 
1995, p. 94). 
 
3. Intention to buy 
Zeithaml, Berry and Parasuraman (1990) state that 
purchase intention is the first choice of goods and 
services that shows loyalty through customer 
behavior. This includes a comparison period before 
the purchase as well as economic conditions, taking 
into account the purchase intention, price, and 
differentiation of competitors' products by means of 
promotion, including where to buy and terms of 
purchase. 
 
The findings from literature review can be 
concluded as the hypotheses as follows;  
H1: Integrated marketing communication has a direct 
influence on brand value perception; 
H2: Brand value perception has direct influence on 
purchase intention; 
H3: Integrated marketing communication has indirect 
influence on purchase intention. 
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IV. THE  METHODOLOGY  AND  MODEL 
 
1. Population and sample 
The research population was the customers who 
bought local coffee in MuangLampang by the 
purposive sampling for the local coffee buyers. Due 
to there are many users, it is not possible to know the 
exact number. Researchers have chosen the 
calculation to guarantee the model with the least 
acceptable sample of Westland (2010) using the 
formula for the sample size as follows; 

n≥50 * r2 - 450 * r + 1100 
 
r = p / k when p = total number of indicators and k = 
total number of latent variables, so r = 17/4 = 4.25 
The value of r in equation n ≥50 * r2 - 450 * r + 
1100, n≥50 * (4.25) 2 - 450 * (4.25) + 1100, 
n≥90.625 
 
It can be concluded that the lowest sample size was 
91. Therefore, the sample size was 140 persons for 
this study. The researchers created a questionnaire 
based on literature review. The questionnaire was 
divided into 2 parts as follows: (1) Demographic data 
of respondents, (2) Marketing communication, Brand 
Value Perception, and Purchase Intention.  The 
instrument  tool is checked for reliability as 
Cronbach's alpha coefficients for three-aspects as  the 
measure of marketing communication  and 
advertising had the reliability as 0.927, brand value 
perception, reliability as 0.928,  purchase intention, 
reliability as 0.932.  The questionnaires used 5-point 
Likert scale, ie 1 mean and 5 mean. (Likert,1970,p. 
76). Data were analyzed using descriptive statistics 
for percentage, mean, standard deviation. Statistical 
analysis was performed by using structural equations. 
 
CONCLUSION 
 
Part: 1 Data of the respondents. The research found 
that most of the local coffee buyers are female, age is 
between 21 - 30 years, followed by age 31-40 years. 
They graduated from Bachelor Degree Most of them 
are government employees or state employees and 
employees. They earn monthly income as 10,001 - 
15,000 Baht.  Most of them select eh local coffee 
brands that are“Ko Pee Coffee”/ “Aor. Coffee”/ 
“Bann Rod Kiew Coffee”/ and “Ko Coffee”.  
Part 2: Descriptive Statistics Analysis. All of these 
factors were significant (x = 3.72 / SD = .56). (X  ̅= 
3.80 / SD = .62). The reliability (x  ̅= 4.14 / SD = .51) 
was also related to the brand value perception(x  ̅ = 
3.75 / SD = .62) and marketing communication (x  ̅= 
3.62 / SD = .53). 
 
Part 3: Results of inferential statistics analysis to 
analyze the relationship of independent variables. 
That are integrated marketing influenced the intention 

to buy local coffee from the customer perspective in 
AmpurMuang, Lampang province as the figure 1. 

 
Figure 1 Result of Path Analysis 

 
From Figure 1, it was found that brand value 
perception had the most direct influence on purchase 
intention, with a coefficient of 0.622, followed by 
marketing communication which directly influences 
brand value perception with the path coefficients of 
0.471 and marketing communication had direct 
influence on purchase intention, with a coefficient of 
0.126. 

 
Hypothesis testing 
Based on hypothesis testing, 3 hypotheses on 
integrated marketing communication, integration, and 
brand value perception influenced purchase intention. 
 

 
Table 1: Hypothesis Testing 

Remarkable: The value of ค่าt-stat 1.96 has the statistical 
significance of  0.05 level. 

 
According to Table 1\., the results of hypothesis 
testing revealed that all variables supported 
hypotheses. 

  
DISCUSSION 

 
Brand value perception has the most direct influence 
on purchase intention. This is because the brand value 
of the consumer perspective is the result of the 
consumer's good attitude. This is relevant to the 
concept of Aaker (1991), he concludes that the added 
value that consumers receive from the brand will 
increase confidence in the purchase decision since 
buying a branded product will reduce the risk of 
buying. In addition, the brand value of products also 
improves product satisfaction and helps in 
interpretation. It's easier to process information about 
a consumer product. Secondly, marketing 
communication had a direct influence on the 
perception of brand value. All the activities that 
marketers have done is to be a stimulating message 
motivating customers by conveying meaning through 
the media to the target audience about the product or 
service to get customers to eventually accept and 
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make a purchase. This finding was supported by the 
concepts of TeerpunLotongkam (2009);Shimp (1997) 
concluded that IMC is a process used to develop 
marketing communications, whether advertising, 
public relations , promotion, direct marketing and 
marketing activities to achieve acceptance and 
decision or intention to buy goods and services 
offered as soon as possible by using a  variety of 
marketing communications tools to achieve targeted 
objectives. 
 
The last one is marketing communication had a direct 
influence on purchase intention for IMC is using a 
variety of marketing communication tools to link the 
information or information of a product or service to 
reach as many customers as possible to bolster the 
intention to buy as soon as possible. As Zeithaml's 
study, Berry and Parasuraman (1990) say, purchase 
intention is the first choice of goods and services, and 
one that demonstrates customer loyalty through 
passive behavior, make a purchase decision , and be 
loyal to the brand. 
 
It can be concluded that marketing communication 
and brand value perception influence willingness to 
buy since the information or information of the 
product or service is covered can deliver the 
confidence and loyalty in the product, the intention to 
buy the product eventually. 
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