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ABSTRACT

This research aims 1) to study integrated marketing communication, 2) to study the
buying behavior of tourists using outbound tour services from travel agencies, and 3) to study
the relationship between the integrated marketing commmunication and the buying behavior of
tourists using outbound tour services from travel agencies. The sample group for this research
consisted of 400 individuals selected from the population of Pathum Thani Province. They were
all 18 years of age or more and had previously bought outbound tour services from travel
agencies. A questionnaire with a reliability of 0.84 was used to collect the data. The statistics
used in this research were percentage, mean, standard deviation and chi-square test to
determine the relationship between the integrated marketing communication and the buying
behavior of the tourists using outbound tour services from travel agencies. Most of the
respondents were female (60.80 %), single (56.00 %), aged 31-40 (31.00 %), held a bachelor
degree (67.80 %), were employed (31.50 %), and had a monthly revenue of 30,001-40,000 baht
(53.50 %). Mostof the population indicated that the integrated marketing communication with
the most influence on buying outbound tour services from travel agencies were advertising
media, reading the newspaper “Thai Rat and Daily News”, and reading the magazine “Travel
Around The World”. The influence on tourists to make a buying decision came from discussions
with their families and by themselves.

The results of the study were are as follows:

1) The overall results of the study of integrated marketing communication revealed
that the mean was high (X=3.63). In descending order, the aspects were: (1) The mean for public
relations was at the highest level (X=4.39). (2) The mean for event/tour exhibition was also at
the highest level (X=4.25). (3) The mean for package tour was at a high level (X=4.18). (@) The
mean for customer service was at a high level (X=4.09). (5) The mean for personal selling

was at a high level (X=3.88). (6) The mean for sales promotion was also at a high level



(X=3.73). (7) The mean for direct marketing was at a low level (X=2.30), and (8) the mean
for advertising media was also at a low level (X=2.29).

2) Most of the tourists who bought outbound tours from travel agencies had previously
used the services 2-3 times already (54.50 %), travel times were 6-10 days (59.80 %) with
expenditures of 15,000-30,000 baht per visit (41.00 %), the country most visited was Japan (30.80 %),
the travelers made the decision to purchase the tours by themselves (39.50 %) and the main reason
for buying services from a travel agency was to avoid foreign language problems (34.20 %).

3) The study of the relationship between the integrated marketing commmunication
and the buying behavior of tourists using intemational tour services from travel agencies
revealed, as per the hypothesis, that sales promotion was related to: the number of purchases
done, the duration of the tour, the cost per person per trip, the country visited, companions
supporting the decision to purchase, the reason for the purchase, the travel period, the channel,
used to make the purchase and the importance of the next purchase. The results of the analysis
of the hypothesis were consistent at the statistically significant level P<0.05. On the other hand,
advertising media, package tour and event/tour exhibition were inconsistent with the hypothesis
at the statistically significant level P<0.05. Concerning other aspects not yet mentioned such as
public relations, personal selling, direct marketing and customer service, some were consistent

with the hypothesis whereas others were not at the statistical sienificance level of 0.05.
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