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Abstract

This research aims to examine the influence of each Integrated Marketing
Communication (IMC) tool on consumers’ decisions to use the PEA Smart Plus application. It
also investigated differences in opinions toward IMC based on demographic characteristics and
explored the IMC strategies employed by the Provincial Electricity Authority (PEA) to promote
application usage. The motivation for this research arose from exhibition booth activities in
provincial areas, which revealed that many users had installed the application but had never
engaged in actual usage (transactions) and lacked awareness of its benefits due to
communication limitations at the regional office level. The sample consisted of 400 respondents
who had previously used the PEA Smart Plus application. Data were collected using a
questionnaire and analyzed using descriptive statistics, including mean and standard deviation,
and inferential statistics, including the t-test, one-way analysis of variance (One-way ANOVA),
Pearson’s correlation coefficient, and multiple regression analysis. The results revealed that
IMC tools had a statistically significant influence on consumers’ decision to use the PEA Smart
Plus application at the 0.01 significance level. Advertising, digital marketing, and personal
selling were identified as the most influential tools, respectively. In addition, demographic
factors such as age, education level, occupation, and income led to significant differences in
opinions toward IMC, while no significant difference was found in terms of gender. Furthermore,
all six IMC dimensions significantly influenced users’ continued usage intention, application
loyalty, and word-of-mouth intention, contributing to sustainable repeated usage. The findings
provide practical guidelines for PEA in developing effective integrated marketing communication
strategies to enhance application usage efficiency and strengthen long-term relationships with

users in the digital era.

Keywords: Integrated Marketing Communication, Application Usage, PEA Smart Plus
Application, Digital Marketing, Personal Selling, Advertising, Application Loyalty, word-of-mouth
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