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Integrated Marketing Communications Affecting Traveling Behavior in Visiting

Night Club at T-One Building
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Abstract

The research on Integrated Marketing Communication Affecting Entertainment Venue Visiting Behavior
at T-One Building has the following objectives: (1) to study entertainment venue visitor behavior at T-One
Building and the level of integrated marketing communication; (2) to study the perception of integrated
marketing communication of entertainment venues classified by demographic characteristics; and (3) to study
the effect of integrated marketing communication of entertainment venues on entertainment venue visitor
behavior at T-One Building. This research is a quantitative study by collecting data from entertainment venue
visitors at T-One Building using convenient random sampling. The statistics used were frequency, percentage,
mean, standard deviation, one-way Anova and multiple regression analysis. The results of the study found
that (1) consumer behavior found that most of the respondents visited Chupa around 2 times per month, had
expenses per visit about 1,595 baht, visited between 9:01 p.m. and 11:00 p.m., visited with friends, had the
purpose of socializing, traveled by private car, and mostly searched for information from online media. In
addition, the integrated marketing communication of entertainment venues was at a high level. (2) Users with
different genders had an effect on behavior in visiting entertainment venues at T-One Building in terms of
frequency of service use at statistical significance of.01. And (3) Integrated marketing communication, including
advertising, salesperson, sales promotion, and public relations, has an effect on entertainment venue
behavior, in the aspect of frequency of visits of service users at T-One Building at statistical significance of.01.
And integrated marketing communication, including advertising, salesperson, sales promotion, and public
relations, has an effect on entertainment venue behavior, in the aspect of the average expenditure per visit of

service users at T-One Building at statistical significance of.01.
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