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Abstract

The study of integrated marketing communication of Chiang Mai tourism
business association relating to tourist behavior in Chiang Mai Province aims : (1) to study
the behavior of Thai tourists travelling in Chiang Mai province (2) to study the integrated
marketing communication (IMC) of Tourism Business Association relating to tourist behavior of
Chiang Mai Province and (3) to study personal charateristics of tourists and the factors of the
integrated marketing communication relating to the behavior of Thai tourists in Chiang Mai
province.

This study was a survey research. The sample population of this study were 100
Thai tourists who travelling in Chiang Mai .The instruments of study was a questionnaire used to
collect data. The data was analyzed to conclude this study.

The results of the study found that most of the Thai tourists were female (53%)
with aged range from 36-45 years old, educational background from bachelor’s degree
(60%), occupation of state enterprise employees (28%) with monthly salary over 20,001 baht
(40%), lived in Bangkok Metropolis (52%). (1) The characteristics of travelling (26%) went
to travelling 3 times, the porpose of holiday/ leisure travel (82%), self travelling (75%) to
temples and royal palace (84%), rested at the hotels (39%) with the expense about 5,001 -
10,000 baht per time (45%) (2) The integrated marketing communication was related to
tourist behavior and opinions at the high level in every factors. (3) And personal characteristic
with age, educational, occupation, income and residence were related with tourist behavior at
the statistically significant level of 0.05 and the integrated marketing communication was
related with tourist behavior at the statistically significant level of 0.05 whereas the direct
marketing.

Keywords: Integrated marketing communication, Tourist behavior,
Chiang Mai Tourism Business Association





