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ABSTRACT

The purpose of this research was to study 1) the level of perception of
integrated marketing communication of Chinese tourists at the Ayutthaya Historical
Park, Phra Nakhon Si Ayutthaya Province, 2) the Chinese tourists’ behavior at the
Ayutthaya Historical Park, Phra Nakhon Si Ayutthaya Province, and 3) the relationship
between the perception of integrated marketing communication and the Chinese
tourists’ behavior at the Ayutthaya Historical Park, Phra Nakhon Si Ayutthaya Province.
The sample consisted of 385 Chinese tourists” at the Ayutthaya Historical Park, Phra
Nakhon Si Ayutthaya Province. The sample size was determined using the formula for
unknown population sizes. The research instrument was a questionnaire. The
statistics used for the data analysis consisted of frequency, percentage, mean, standard
deviation and Chi-square.

The'research findings were as follows:

1. The study of the level of perception of integrated marketing communication
of the Chinese tourists revealed that the aspect of point of purchase communication
was at the highest level (X = 3.61, S.D. = 0.58), followed by the aspects of personal
selling (X = 3.51, SD. = 0.62), advertising (X = 3.49, S.D. = 0.52), public relations (X = 3.37,
S.D. = 0.54), sales promotion (X =3.22, S.D. = 0.49), and event marketing (X = 3.16,
S.D. = 0.60).

2. The study of the Chinese tourists’ behavior revealed that what motivated
them to decide to travel was the places of interest that they wanted to visit. The
purpose of the selected trips was to relax, and the preferred way to travel
was with tour groups organized by Chinese travel agencies which included

free time during the tour. Most often they traveled on weekdays, Monday to



Friday. The activities that impressed them the most during the trip were those that
allowed them to explore the culture.

3. The study of the relationship between the perception of integrated marketing
communication and the Chinese tourists’ behavior revealed that: 1) Communication
at the point of purchase was related to the types of tourists at the statistical
significance level of 0.05. 2) Sales promotions were related to the time the tourists

wanted to travel at the statistical significance level of 0.05.
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