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ABSTRACT

The purpose of this research was to study the influence of integrated
marketing communication on experiential travel decision-making in Thailand.
The research population is tourists who are interested and experienced in
experiential tourism in Thailand. A questionnaire was used as a tool to collect
data from the research sample selected through a convenience random
sampling method, with 320 validcopies of the questionnaire returned.For the
statistical analysis of this study, the researchersemployed the PLS-SEM
structural equation analysis.The results of the study were as follows:(1) Most
of the respondents were female, aged between 20-30 years, single and a
holder of a bachelor's degree; (2) The results of the descriptive statistical
analysis of the study variables showed that respondents’ opinion for all
variables was at a high level; (3) The path analysis of the structural equation
model revealed that advertising and online marketing had a significant positive
influence on experiential tourism decisions of Thai tourists, whereas direct
marketing had a significant negative influence on experiential tourism decisions;
(4) public relations, personal selling, and sales promotion had no influence
on experiential tourism decisions of Thai tourists. It is suggested that marketing
managers executing experiential tourism marketing strategies in Thailand
should focus on integrated marketing communications in advertising, online
marketing, and direct marketing.

Keywords : Integrated Marketing Communication; Tourism Decision; Experiential
Tourism; Thai Tourists
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amsyamamﬁmmau’l%aqmu:u*umﬂsuaLauaﬁuaa Gelhard& Delft (2015) ‘V]’iu“U’ﬂ
mLL‘UsmummiaaﬁmﬁmmLL‘UiUi’JmaamLLUimmlﬁﬂusmumuﬂmqmﬂm
duusyavdnsnaulatienunnn 0.3 uazarfieheglusyduannmnanduy seans
nsenauladaiuinnai 0.5

NaN15398

waamﬂmwlmmwaaummmmaqLLaymmmumuﬁuaqquaaumw
ABUNRUNT KITENUTI LLU‘Uaaumwimmimsmmmu 320 n et ekl
JiAsgsinsaRRnLUUdUaNS UL ImamﬁmﬁmmamaLuammaawmau
wuvdeUnLLEnslunnT1eT 2

M19199 2 NEASIEtayalUoruveIEnauLUUABUAY

fianus fianuseion 31U fowaz
LN Y18 93 29.1
VAN 227 70.9

91y Weendn 20 U 40 12,5
20-30 1 167 52.2

31-40 53 16.6

41-50% 44 13.8

51-6017 10 3.1

61 Ytuly 6 18

AOIUNN lan 236 738
GEGN] 72 22.5

ny1514 12 3.7

NSANY sniySeyanes 46 14.4
USeyy 93 231 722

ganiUSeyaes 43 13.4
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amslaTeiAntuteyavesreuuuuaeuamasailumed 2 wy
31 gravuuvasuaudiulngilunendgs Anidusovay 70.9 a1gvesdnou
wuvasUaLEINAZagluYITEning 20-30 U Anlufesay 52.2 Tuduaaunm
YDIMBUKUUADUDN WU dauanndanunimlan Andusesas 73.8 wavludu
NSANYIVBIRMBULUUABUATN HAILATIZVNUT dauuniinis@nwluseaudiaan
o3 Andusevay 72.2

ANS199 3 NAIASIZVADALTNTTUUIVDIFILUSVDIUITY

fiauwls Aade ke Al Aradnules
UINIFU

advertis 3.56 0.69 -0.08 -0.23
public 3.65 0.71 -0.32 -0.08
people 371 0.71 -0.18 -0.33
Sal 3.61 0.75 -0.03 -0.71
direct 3.38 0.85 -0.37 0.07
online 3.77 0.78 -0.16 -0.64
IMC 3.61 0.66 -0.22 -0.36
Decision 3.89 0.70 -0.31 -0.34

HANTIATITFERR T ITILTe TSI Tnansluns 9T 3 wu
ok mLaammmLLUWﬂmummmmmmaqwmauLmuaaumﬂuiwmmn laedl
mmaaaaivmw 3.38 — 3.89 IWEJWJLL‘U3‘1/13JMLQ@EJWN§J®®L‘1/1UEN€1W Ao NIANAU
19 SAnedowintu 3.89 sesaun leud nsnaineeulal mismsﬂmmﬂﬂa A5
Usendunius nsduasunise way miaamﬁmimmmwasmmﬂumwmu
TneslAadaminiu 3.77, 3.71, 3.65, 3.61 ua 3.61 AW L:uawmszmmmuau
rnulasvesdayalunsdagduusnuh mmmLULLazmmImazmaumagamaﬂwm
TAsUn®f TneatAnuiUkazAulasilalng 0 (Hair, et al., 2014)
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A9 4 HAIASIZVAIUATILAL AU DI UVBIALUTUDIUITY

fiauls fiauUsting Aminiin CA CR AVE
advertis Ad1 0.745 0.810 0.870 0.630
Ad2 0.644
Ad3 0.869
Add 0.892
public PR1 0.732 0.890 0.918 0.693
PR2 0.708
PR3 0.879
PR4 0.913
PR5 0.906
people Peoplel 0.933 0.910 0.943 0.848
People2 0.911
people3 0.918
sal Sall 0.922 0.859 0.912 0.778
Sal2 0.937
Sal3 0.778
direct directl 0.920 0.903 0.939 0.837
direct2 0.927
direct3 0.896
online onlinel 0.890 0.937 0.955 0.842
online2 0.923
online3 0.935
onlined 0.922
decision N1 0.778 0.950 0.958 0.740
N2 0.870
N3 0.850
D1 0.882
D2 0.874
D3 0.872
D4 0.894
D5 0.858
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A5199 5 HAIASIZNALATATIILUNAIEIT Fornell-Larcker Criterion

Auds advertis public people Sal direct online decision
advertis 0.630

public 0.782 0.693

people 0.569 0.669 0.848

Sal 0.580 0.642 0.730 0.778

direct 0.356 0.368 0.405 0.508 0.837

online 0.543 0.593 0.611 0.647 0.437 0.842
decision 0.384 0.393 0.337 0.312 0.141 0.323 0.740

INamiﬁnﬂﬁaummmﬂL%QRTWLL‘LmﬁEEJ’QJ% Fornell-Larcker Criterion Wens
Tupns199 5 wudn aridnnalalunssilifeunnandiaflaiiuafieguugaves
nedutl fifiesAniien o Asewing public fu advertisiifiinganinauuga Tae
aguideinfikuuiinnunsadd iU Anieme

A15197 6 NAIATIEVIBNTNAVDILUSAURDALUIAUTUAILUUYBINISANEN

- - o Standard
ANTNAVDILAUNIY Beta Total effect P value
Error
advertis -> decision 0.265 0.253 0.265 0.039*
public -> decision 0.200 0.211 0.200 0.123
people -> decision 0.136 0.135 0.136 0.194
Sal -> decision 0.035 0.030 0.035 0.759
direct -> decision -0.126 -0.121 -0.126 0.031*
online -> decision 0.167 0.173 0.167 0.044*

'
v o w aaa

newmA* e dentdeddynisatianisgau 0.05
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0.201
9.

0911

/

people
0918
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decision
R%=0.437
0.035

o
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S
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-0.127*

0.167*

v
[

‘ﬂl U = d‘l
AN 2 ALUUYBINITANYIATIU

NANTAATIZRTINUUANNSIATIAT1IAIETE PLS-SEM ﬂ%&ﬁLLamﬂumiN
i 6 LL@‘“SUV] 2 FawamsiaseidunedinassnieiuUsuiianesaudsmy
YOIFIMUU WUTT Fulsdrfy 3 dudsiifidvdnadenisdndulavioaiiends
Useaunisad Lo mﬂwzmLLawmwmmaauiauwmwawammﬂasmuuamﬂm
semsinaulavieadisndszaunisal druiuusnsmaamenseiuisvinaida
auamquuamﬂmmamwmaﬂwaqmsnLsuwﬁuaummsumuﬂwaqmsrﬂma du
FaudsTivde leun nsuszduius nmsvielagyaaa uagnsdaasunsye il
Svawadenmsaaulavieafisiszaunmsaivesinviesdigninglunsinuaded

A15199 7 HaAs1eviauUsyanslunisanaulavesnuu

faudsau FuuszanslunisdndulevasiauuuR) Adjusted R®
decision 0.437 0.427

WaN1saduUsEansn1sanaulaueasILuuNISANEIWEATI LRSI 7
nud MakUsAUluFIBUUaILNSaeSUIEAMULUSUTINYBINSARALTavID L NIeLTe
Uszaumsallaluseauliunans ngaunsaesuielasseay 43.7
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anuUTENa
ﬂ’]iﬁﬂﬂ’]ﬂ’iﬂuuﬂﬂﬂ't%EW]ﬁ‘WﬁGUE]\‘im‘iﬁﬁ]ﬁ’]imi@a’mLLUUU’iM’]ﬂ’]‘mmm@
mimaﬂﬂumimumwmmmwwivmmm‘iuﬂs“mwﬂmaImaﬂﬂmmiaami
nseaakuuYsanIsty 6 a1 laud nistawan nsussaduiug nsvelae
UAAR NITANESNNITUIY MINAIANINATE waznsnatneeulall nan1sdnymudn
mﬂmwmLLaum'ﬁmmaaulaumwﬁwameﬂammuammmamwmaﬂwmmsn
WeUszaunisalvestnveadionlne uaznuin nseatanienseiansnasgedl
ﬁaéwﬁmiamiﬁmauiwimLﬁ&nﬁmﬂ'ﬁzaumiajuduﬁ’u witJudnsnadeau dunns
Uszmduius n1sunelaguana wazn1sduasunIsueY lmuawﬁwamamimaiﬂﬁ]
‘1/1ENmmmﬂiwaumimmawﬂmmmmlm NanSANYIASsTiANAEnAR D
ﬂumsﬂﬂmmwmwawmu laun @onAdostunIsANYIVDY Konwar &
Chakrabarty (2020) mumﬂ miaamimimmmLLUUUﬁmm{LmULmeﬂmwm
MININNNATY LA mimmﬂmqaumaiLummamwamamimau‘lﬂumsmumﬂ
Vioudien uazdenadasTuNSANY IV naReins 555u33 (2564) waﬁﬂ’n nnsdeans
mﬁmmmmeimmﬂumumﬂwwmLLaumsmammuaaaauiaut,ﬂuﬁ%&lmm
maqmammimmaﬂﬁﬂ,umimamm wazdiaenAdeIiuNsANYIves fiynd auveu
(2560) fiwuin ‘TJ%EJmsaamimqmamm@mumﬂmwmLLaumsmmmmamqu
ﬁwﬁwaamauusmﬂmmamimau%waqmm SIUDIFBAAADINUNITAN IV
Yeyan Saundivdna (2557) Vliu‘U’N ﬂ1iaamim‘wuadmﬂaumaitummawﬁwamami

Y
Y

mmau’laﬁuaquﬂmmmm warn1sAnEves Liy, et al, (2020)7inuin dodsnueoulat
mmummﬂmmamsmaﬂ%muﬂmam&nLmummﬂu Tunsdifinudninaidsau
Y89NINANIRSIATRensinaulavie ety maamum N1IABIANIIATY
annsodwaldsausotnvieadiedldtuiiont mnnismaannsedidnvainasu
mamuﬂ,ﬂmLuumwmﬂmuiﬂ WU Msdsanvang 3w vielnsimiludninvieadion
mmﬂul‘d Hudu ewdsvmuuaamﬂaaaﬂumsﬂﬂwwaa geehihg wendayayn (2559)
1/1mmwqmﬂﬁumimmumamﬂmuﬂmammmumamaaamﬁmwmmu:uu
YIWUINIT Ima‘wmﬂ Unvieunigrsvilniutayarriansiutemismiunisnain
mamauawam aaLﬂuﬂiymuwuﬂm'ﬁmmmmﬂ‘wmmsuumuaﬂum'ﬁmLuums
ﬂaawﬁﬂmqmsmmmmuu

Imaaiﬂmmnmwmqu mastuawﬁwaéumﬂwmmmaaamsmimmm
mesmmﬁwmamimaﬂﬂwmmmLmﬂsyaummﬁuaauﬂwaamml‘wa AU
3 AU lmm Aslawan1snaneaulall warn1naInN1ewse @udadedn 3 Au
Guaqmsaaawsmsmamwwimms Taun nsuszanduius N5UElALUAAR ey
ﬂ’]'ﬁﬁﬂlﬂimmﬁﬂEJIN&JE]VISW@G]E]MW]G]&NI‘\W]ENL‘V]EJ’JLﬁﬁﬂﬂiuaUﬂﬂimﬂJ@ﬂuﬂﬂaﬁmm
faNan? IumumﬂmwLLaymimamaaulauwawﬁwameﬂmamimaﬂa
vieuendasraumsaivesinvieudienlneii uandiidsiun nsdatiunslavanuae
ms‘mmimmmmqaaulmﬂumumsmqmmLmﬂiua‘umsm%aswﬂamaimﬂ
vioufirnaulaiumsiouiiondssaunsainntulunefinisinsmaiama
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