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This research aimed to study: (1) Integrated marketing communication (IMC) strategies in
direct sale business and (2) Effectiveness of IMC strategies of direct sale business. In-depth
interviews with persons responsible for IMC strategies were used. Four companies with highest
sale volume in 2004 were chosen: Avon Cosmetics (Thailand) Company Limited and U-Star
(Thailand) Company Limited for Single Level Marketing; Amway (Thailand) Company Limited
and Giffarine Skyline Unity (Thailand) Company Limited for Multi Level Marketing
Additionally, 400 questionnaires were employed to collect supplementary data from samples;
male and female living in Bangkok, aged between 18 and 45, who knew 4 companies and used

product from at least one company in the past year.

From the in-depth interview, it can be summarized that these four brands executed IMC as
communication strategies. They mainly focused on five tools which were advertising. Public
Relations, Promotion, Personal Selling and Direct Marketing. Each brand emphasized different

IMC tools depending on the firm's objectives and policy issued by management team.

According to the survey research, the results revealed as follow:

1. ) For direct sale business, “Personal Selling” was the most effective IMC tool in that the
awareness of this communication tool among the samples was highest.

2. ) The samples had positive attitude towards IMC tools of both Single Level Marketing
brands and Multi Level Marketing brands.

3. ) Similar to Single Level Marketing brands, after exposed to IMC tools, the samples were

likely to purchase Multi Level Marketing brands as well.
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