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The Influence of Integrated Marketing Communication through
Digital Media on Brand Loyalty of Thai Tourists Using Spa Businesses
in Phuket

a9 deeeau! way susY LENanIA

Wanwisa Noichalerm' and Tanarat Samerpak’

Abstract

The purposes of this research were 1) to study the perceptual level of
integrated marketing communication through digital media, and 2) to study
integrated marketing communication through digital media that influences brand
loyalty of Thai tourists using spa businesses in Phuket. The stratified sampling
method, as well as the convenient random sampling method, were used. The
samples were 400 Thai tourists who used spas in Phuket. The statistics used for
analysis were the mean, standard deviation, and multiple regression analysis. The
results showed that the overall perception level among Thai tourists of integrated
marketing communications through digital media was at a high level. By considering
each aspect, it was found that the highest mean was digital sale promotion, digital
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personal selling, and digital direct marketing, respectively. The integrated marketing
communication through digital media that influenced brand loyalty found that
digital sale promotion and digital personal selling had influences on brand loyalty
of using spa businesses of Thai tourists in Phuket by 37% of the variation predicted
in brand loyalty.

Keywords: Brand Loyalty, Marketing Communication, Integrated Marketing
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sEAUTEdAYNINERAN 0.01 Tnea1N1T0FeIAIMiNTRNanIENy Ao NTENEsUNITUNY
i 4 aaov a l v o a v a d'
Nudendvia dnanisuinderuinaluasidunivesgsnealiminiign (Beta = 0.943)

3

50984911 Ao nsunelaglaninauriudefavia (Beta = 0.838) auadivu dA1duUszENS Adj
X2

a L% £y = U a 1% a
R® = 0.370 anun30a5ungAuiuLlsvesiulIny Ao ANUAnAtunsduAgsnvauives
o dl Yy A A v A a Y] PN
Unvisaiied lasesay 37 NwdeTesas 63 W1 NANMNDY 9 T188LBUAMINITINN 3
M99 3 NTIATILYINITANABENYYBINITARAITNITAAIALUUYTUINISHIUFRATVAN

DVBNANDAUANALUATIAUAIVDIUNVIDITIYY

msﬁbmsmsmmau,wuuszmms B Beta t p-value Tolerance VIF
NIUHRAING

(Constant) 3.758 14.928  0.000*

- nslawandudenaia (X1) 0.011 0.019 0379  0.705 0.493 2.007

- msmelagldndnanunudeniva (X2) 0674 0.838 2687  0.008* 0.652 3.237

a o

- MsduasuMSMeRuEeRITE (X3) 0.746 0943 3.020  0.003* 0.681 3.469

- mMsliinuazUssndusiusnude 0.029 .048 0960  0.337 0.473 2.027
fa (X4)
- MSAANANNRSSEUERRITA (X5) -0.016 -0.025 -0.500  0.617 0.491 2.009

Adj R = 0.370, F = 30.110, p < 0.01*

[

annsaeulugluuuvesaunisnensaile el
aun1snensalluguaziuuiy
Y =3758 +0.674 +0.746
(x2) (x3)
aun1snensalluguaziuLinIgIu
Z=0.838_  +0.943
x2) x3)

a a o
2AUIIUNANITINY
1. 3¥iun1sUINIsHeasNIIRAIALULYSANNSHUFRRIIAvetinvieuieInIlneg
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Y
a o |
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msdalusTuduhudiedsnmoaulat nesdilsitorimaaunabeiu visd eradummemadaady
mimamuﬁaaﬁﬁaLﬂﬁ%mﬂﬁmﬁﬂﬂaﬁgﬂaaﬂL.wuml,ﬁaiﬁ;:iﬁimLﬁquaﬂisumﬁ}’aauﬁw
waruinsluszeznandunaig Jeaenndesiuanideues Lomsethi (2011) lé@nwiTes
Hadeiiinadonisfndulavesinvesiiorviadssdlunisidenlduinsiinluie
NuMNLMILAT WU funsduaiunsnaialagsaminatenisindulaidentduinisiinn
Tuszaugs laun Isenisdaasunisuenugania nsdnuienadmiunguiig uazdiuan
Tifugnen wazdaaenndasiu Phumarin (2015) léna1ain nmsdaaiunisvelaglidesig
Hunsnssduliuslnadaduladeluiuf vonnisaenndestuuunanisioansmanann
WUUYIINSY8S Charinsarn (2018) na1191 msdateiunisuerdunislidsaelalnensiaue
ovlsfiy Wy vosuou dauanliiuduslng Wesdifuslaadnaulate Wesnnsduaiy
msveduedesdiofiausofgearuaulagiauduasinisvesgsiaat Snsdsaninan
uouAvBAwsuligua vhlvignénifnnssuiuasiiussgdlasuthlugneingsy dafugshvaun
Femslininauvedunidmsulunslideyaiingy enszdunazidyviuligndn
#naulatoduduazuinsluiiud

Fewnil Siliinvieadioadinissuifunemelngliminnuinudoniradususy
sesaan Inslamzogsdainvieafivrynvesinnuiiuin msiiffpuadedseuealatl (Admin
Page) vosgsniaaUludeinsetiedsnusnulati (Social Network) indounaudodnany szt
aspuduiussuR el odumsznmsnelayanariudeddvaiunisindedeans
aomneszvhainnunenazgnd MliAnanalndatugndiismianniian Inewinnu
annsameuausdliuiilauazgndifnnnusiulalunisinaulate aonadestumsidores
Prangar and Thuenphuangkaew (2020) l§Fnwideinisdeansnisnanaidvauaaiulsyay
nsranauinsidmatenisdadulavieadleslufiuiimamionauans nud1 nsdadulaves
tivieuflenagiiarsananyasnsiduddy mszdedutemsunsaiediiussudlsii
tinvieauien @eandesu Luo and Parncharoen (2019) lé@nw1Fosnisaearsnisnain
wuvysanmsiudediviafiinadonisdndulaliueundinduiumm (WeChat) vosfuslaa
Tunmaiaau wuih msvelaglininnuidefiviaiinadsensdndulaltueundinduium
vosffuslnalusamaiaaalusyduan Aduduimszmanelaglindnauiuisnisdomns
Aunguidmunglunisiausvisndndueivazusnisvesginaauilalaenss saudanisneu
Fodnausing  fewni Seilitafedmamannsaadnissulifuinviesdleafuliuims
ganeaUlaiduegned

uenani dnvieadtafiliuinmagsivauludmingiin Safnmasuiludunisnan
manseiudendvia Taslanzdinviesiisryminesinnuiuin msfadedeaisniansskiu
Facebook yhlviAnAailndTndugsiaaus aenndesiu Thongkhao (2021) léAnwiFeanis
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aa o aa ! v L3 !

domsnismaauuuysannisiudeRivaiiinadenisdnauladondnfausiveanguussivg
iwrithuuaniun Saniadeslnl wuin Jadesnunseanemenssinudedaviadinudusiug
futladesunsnaulatonglusyiugs waraenndasiu Koomsup (2012) findmali41 Menann
yanss iiudafeiifnadenminaulatodudlnenmsueglussdumnduiu fai s
msmanamsnsaduedesilelunsieansiifinnumainvans wazanansaiidsngugndndld
U3nsgseafifiudesnsfiunnsineiu mpasdanan Juilitnvoufienfinnisiuain
msiigsheauildmaiiewaiiansnaanensanlilunsdeasindedisa

2. MsdpansmInanalUUY AN udeRdviaTiliBviswarennuindlussdudues
thvioaflvniveilduinissstaauludmingiin wui1 msdeasmsmanauuuysannis
ruAeRAYTa Ae N1sduaRuMINERLUdeRIYTE uarnsIelnelintnaurudeAdvialidvisna
sernufnlunsaudmesinviesileryrlnefliuinisgsivauludmingin vied umes
msdaeumsnerudenaviaazmsvelaglininnuindendvia ugUuuunsdeasiile
msltuthilaliuslnafinnsdndulatioaudwiouinisléa aenadosiu Thongkhao (2021)
I¢Anvdaamsteasmsmaanuuysannisnudeniviaiinasenisinaulatondnsurives
nauUsEAvgAwEUuUINT Jamrdadeslnl wud mswssuiisuanuduiusseninedady
sumsdaieunmsernudeava uaznsmelneninnuihuderdviadutiadesunssnauls
Fofimnudiniusiulusedugs aonndasiu Satjapitak (2017) dAnwiFasdvinavasnisioas
N9INTRANNUUUYTAUINTT wazAuundeiievesiuledfifideninulindevesduilan
lunaianansnduddidnvselindvesdualenoy Nd1371 NIAAETUNITABIAKUUYININTG
Tudunisdaaiunsue fdnsnadaindernulindalusainnarsmnduddidnnsetindves
auslonaylulufiamafediu denndesiu Reanmanee (2016) lana1vin msvelagls
winusudeRaviaiinasiefuslnalumsdinaulaliusnms esendmeluwmnsavmamuns
nsdifuondumareinedeasinudsauesulall Facebook uaz Website 11dn fnsouneu
frnu vilisaseeuenuduiusssrinansaudfuduilnald Snviadaonadosuunin
\RgrfUNSAeANTMNINIMANALUUYIANNNTYDY Teepapal (1998) Wag Samerjai (2006) 71
na171 IMC (Integrated Marketing Communication) tun1siaununislgnanssunisaaesu
msnaalunn q s egssaumaulnIululuiamadofuasinsduaiudetunagiu
ol o dumsmsduaiumsveriudeddvaituaiodlefioanuuuiniitenseduuilaa
wazfanuideslesdeniselnglintdnauniudendvalunistiomdonasdngsliguilan
Anmssinauladelusiuf

Nnderunussnanaziuldin uenanmsieasmInaianuuysanMssudeRaTTa
widaiitladedu 4 Merdestunnusndlunsdud denrdasiu Chaengjankrit (2000)
a1 ieseafionisieansusarsunuuianumnzanfuduivieuinng nasnauann
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wndeuynensraafiunnsatusenty madenadesiledoasumnuaesuiuutiy Sudu
flagdoaiionsanii Hrananlamsidenldinsesdledeasvisln vislunisaaunisaloradiiu
flazdadiinTostiofomauanuansgUuuumatuniousufld aonadasty Patcharawalai
(2016) @i anaitenelaluguamnsuinsvesiuslaasesu leuA sumnshdede
suausidle shunsaansidugusss snuamildle uassunsmevausrusisans
Y0IgnANANanaANUANFATEIRNA Uavaenndaaiu Amomprapateerakul (2010) na1I1
awanualvesmaumlanudniusivanuindvesiusinaluluiienadiesiu lnenwanual
\Hudsiigshasesinvinasgulidulogieies ileneuausuazairunnufianeladiugaan
Turgnén uasiiieliignéndinisnduanliviniseresasiianedennufula saufsding
vensofBulunifivesgsioundsiu

v
UVDLEAUDLLUS
Parauauuzdmiun1sinaIdluly
1. fuszneumsgsnsauludmingia esbhinuddgiunisduasunsueniuge

a v

fdvfa Tngensiiunisesnuuuiinsuasdudliaenadesiunnudesnisvesgnd ilons
a¥19a55AUTIYTN (Package) sl 9 Tnelfinadinnsgdlafiludiuiuiu dud s19%a vi3e
Uimsfay o Tsunsudaaiuguninuuuysanniniidenlesisdunisunmeduazaun
ety nmseenuuulusludulamizyana (Tailor-made) N19uBUAILAAAIUINITHIL
nsdadeluremiseulat nisthmenisaunfufanssudaaduaunwdy q indauiu uas
viglumeniimsteuinisund Budu

2. guszneunisgstalnludamingiin Aasnszndniwazlimiudidgylunis
ysanmsBnsdoamamemananadedelvs  anslisunim donnu viderduiile diaue
Wugemntesulal TngfiarsaunfiedifivesiunuinisuagensualvesdSuusnis mundaiu
lndnwalvesaln Wieligiuuinsmelmifianuidnesinduiayszaunisaisunsanme
Turasigsuuimenainaziiaamusndlussmauduasinmsldvinse

3. fUsznounisgsnaunludaminginaaslinnudidglunsimeiianisdeasy
mMseuld Wy msdalusludu mslidiuan vienisdaranssumanisnatn ilofsge
anvaulavesfuuins wazmadansvelaglintdnaundeddia wu nisiaueve
11U Facebook Live nsiluasiiuimaiinesmaudany wazmsyanesiudeniusiu iesn
msAeansmeisRananildudAemsaismuinalunsduivesgsivaludmiaguin
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aufianeladuhlugeuinilunsdudedisdeiios ilsaainnisdeansmnanismanauuy
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