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Narumol Julnongyai. (2004). The Factors of Integrated Marketing Communication that Associate with
Buying Behavior of Outbound Tour Service from Travel Agency of Thai Tourists in Bangkok
Metropolain Area. Master Project, M.B.A. (Marketing). Bangkok : Graduate School,

Srinakarinwirot University. Advisor: Mr. Lamsun Ledkhulprayard.

The purpose of this reseach was to study the factor of integrated marketing communication that
associate with buying behavior of outbound tour service from travel agency of Thai tourists in Bangkok
metropolitan area. A questionnaire was used as a tool to collect the data. The statistical analysis methods
were Percentage, Mean, Standard Deviation, Independent t-test, Mann-Whitney U Test, H test Kruskal —
Wallis , chi-square test and Cramer’s V.SPSS program for Window Version 11.0 was used for statistical
analysis.

The research result was following:

1. Most of the respondents was female , average age was 21 — 30 years old.The highest degree
of education was a bachelor degree and the most of them were working in private company.The average
monthly income was under 20,000 baht.

2. Regarding to buying behavior of outbound tour service from travel agency : The average
number of travel per year was 1 time.The most favourite destination was United State and New Zealand
and the number of travel day was 5 — 7 days in the vacation day.The most important influence factor to
make decision were by the attractive destination and safety vehicle and transportation

3. Public relation was the most of Integrated Marketing Communication which influence to make
decision.The media of television , magazine and newspaper were influenced to make decision to buy
service from travel agency.The favourite newspaper that can give any feature information about outbound
tour was Thairath and Dailynews and the magazine was Travel Around the World.Influence person to
make decision were by one self and family.Discount and Direct mail were influenced to make decision to
buy service from travel agency. Important level of Sales person,Sponser and Exhibition of outbound tour
were medium.

4. Different gender had effect on buying behavior of outbound tour service from travel agency
by travel day and the important factor in term of famous of travel agency , convenience to go to travel
agency , list of food and beverage in program tour , impressive service from officer at the statistical
significant level of 0.05.

5. Different status had effect on buying behavior of outbound tour service from travel agency by
the average number of travel per year, travel period and the important factor in term of famous of travel
agency , accommodation in destination , convenience to visit travel agency , list of food and beverage in
program tour , safety vehicle and transportation , impressive service from officer at the statistical

significant level of 0.05.



6. Different age had effect on all factor of buying behavior of outbound tour service from travel
agency at the statistical significant level of 0.05.

7. Different degree of education had effect on buying behavior of outbound tour service from
travel agency by the average number of travel per year, travel period and the important factor in term of
attractive destination , famous of travel agency , accommodation in destination , travel period , the number
of travel day , impressive service from officer at the statistical significant level of 0.05.

8. Different occupation had effect on buying behavior of outbound tour service from travel
agency by the average number of travel per year, favourite destination , travel period and the important
factor in term of attractive destination , famous of travel agency , well acquainted with travel agency ,
accommodation in destination , travel period and impressive service from officer at the statistical
significant level of 0.05.

9. Different income had effect on buying behavior of outbound tour service from travel agency
by the average number of travel per year, favourite destination , travel period , the number of travel day
and the important factor in term of attractive destination , well acquainted with travel agency ,
accommodation in destination , convenience to visit travel agency , travel period , impressive service from
officer and expense of travel at the statistical significant level of 0.05.

10. Public relation had association with the buying behavior of outbound tour service from travel
agency in term of favourite destination and the important factor in term of famous of travel agency , the
number of travel day and travel period at the statistical significant level of 0.05.

11. Advertising had association with the buying behavior of outbound tour service from travel
agency in term of the average number of travel per year, favourite destination , travel period , the number
of travel day and the important factor in term of attractive destination , famous of travel agency , well
acquainted with travel agency , safety vehicle and transportation and impressive service from officer at the
statistical significant level of 0.05.

12. Newspaper had association with the buying behavior of outbound tour service from travel
agency in term of the average number of travel per year, favourite destination , travel period , the number
of travel day and the important factor in term of famous of travel agency , accommodation in destination ,
list of food and beverage in program tour and impressive service from officer at the statistical significant
level of 0.05.

13. Magazine had association with the buying behavior of outbound tour service from travel
agency in term of the average number of travel per year, favourite destination , travel period , the number
of travel day and the important factor in term of famous of travel agency , well acquainted with travel
agency , accommodation in destination , the number of travel day and travel period at the statistical
significant level of 0.05.

14. Personal media had association with the buying behavior of outbound tour service from
travel agency in term of favourite destination , travel period and the important factor in term of famous of

travel agency , well acquainted with travel agency , accommodation in destination , convenience to visit



travel agency , list of food and beverage in program tour , the number of travel day , travel period , safety
vehicle and transportation and expense of travel at the statistical significant level of 0.05.

15. Sales promotion had association with the buying behavior of outbound tour service from
travel agency in term of the average number of travel per year and the important factor in term of
attractive destination and impressive service from officer at the statistical significant level of 0.05.

16. Direct marketing had association with the buying behavior of outbound tour service from
travel agency in term of favourite destination , travel period , the number of travel day and the important
factor in term of well acquainted with travel agency , the number of travel day , travel period and
impressive service from officer at the statistical significant level of 0.05.

17. Sales person had association with the buying behavior of outbound tour service from travel
agency in term of the important factor : convenience to visit travel agency and list of food and beverage in
program tour at the statistical significant level of 0.05.

18. Exhibition had association with the buying behavior of outbound tour service from travel
agency in term of the average number of travel per year and the important factor in term of convenience
to visit travel agency and list of food and beverage in program tour at the statistical significant level of
0.05.

19. Sponsor had association with the buying behavior of outbound tour service from travel
agency in by favourite destination and the important factor in term of convenience to visit travel agency at

the statistical significant level of 0.05.



