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Abstract

The research objectives aim to study the effects and to examine the relationships
between Integrated Marketing Communication Capability and Marketing Performance of Fitness
Center Business in Thailand. The data was collected from 400 Fitness Center Business in Thailand
using questionnaire. The statistics that used for analyze were mean, standard deviation, multiple
correlation analysis and multiple regression analysis.

The research found that 1) Integrated Marketing Communication Capability as of Coherent
Marketing  Communication Tools, Online and Offline Media Consistency and Continuous
Communicational Capability were correlated on overall Marketing Performance of Fitness Center
Business in Thailand. 2) Integrated Marketing Communication Capability as of Coherent Marketing
Communication Tools and Continuous Communicational Capability has a positive impact on
overall Marketing Performance and Integrated Marketing Communication Capability as of Online
and Offline Media Consistency does not effect on overall Marketing Performance of Fitness Center

Business in Thailand.

Keywords: Integrated Marketing Commmunication Capability, Marketing Performance,

Fitness Center Business
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2. psadoUANN AT BTl
Fidomuuaounui utlumuid srvgausuuzlunaassld (Try - out) Augsna
fimuadunes Sruu 30 wisilildngudaedns mnduiaiumeaeuniaA1siuasuunyes
wuvasuasusede (Discriminant Power) Tngldinafia Item - total Correlation Fsnrwanunsely
sysannsn1sdeansynanisaane leAiunadiuun () egszming 859 - 946 uazraMsHLUIY
msmsnann IAIs1uIaauun (1) ogsening 859 - 963 famnnnin 30 eglunnsifionsule
(Ebel & Frisbie, 1986) wazasrvdeuaud ofurewuvdeunudusiesu (Reliability Test) Tagunn
ArduUsyanaueani (Alpha Coefficient) muiivesaseuuan (Cronbach) Wu3n ArduUsyanauean
Y99A58UU1A (Cronbach’s Alpha Coefficient) d@ 108 5¥1319 .71 — 1.00 §amauaunsaly
mﬁyimmﬁmsﬁamsmamimmm fipndudseavisuean 9E581IN4 .904 - 951 uagkansALiuau
M SArduusyanswoar 98351114 .903 - .955 wansinvuaeuaafiaundedionay
asalUldlunsfinulaegnamnzay (Ebel & Frisbie, 1986)
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Correlation Analysis) N153LAT1¥9AN15AANBENYAM (Multiple Regression Analysis) Wagh338911115
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MP = B + BoiCMC + Bo,00MC + BsCCC + €,(1)

WNan1538
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al' a 6 1 a ' = v o &
HITNN 2 NFTIATITVAUA[Y a?uLUUﬂLUuNWWﬁEWU aWﬂMWUﬁLLUUWVI@jm ey VIF

fuys MP CMC OOMC CCC VIF
x 4.35 4.54 453 4.44
S.D. 54 .62 .58 57
MPF - 672% .661* 169*
CMC - .836* .7149* 3.581
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FauUs MP CMC OOMC Cccc VIF
OOM - .788* 4.156
CCC - 2.839

PINAITNT 2 WU AanUTDaTTRAarAuTinNuENRuSiY tnelaAanuduiussEning 661 -

v

769 aﬁaﬁﬂawmﬁmﬁuéfﬁ"uiuizmuqﬂ (Hinkle, William & Stephen, 1998) wazo1analiiiadgud
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Multicollinearity Aatiug3T83slavinnismaasy Multicollinearity Inglden VIF Usingin a1 VIF ved

v &

AU sDaTy AAMIWA 2.839 - 4.156 F9iA1U8N31 10 WaRII1R LU ATEHAIUFTUNUS AU e byl

feliAnUayvn Multicollinearity (Black, 2006) #33eliinsiins1evinIsanneenyamMAmIsNg 3
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mwansnsalumsysannsmsioansnamsaan | dudseds AUAATN t p-value
NM0AN0Y | LARBULNATEIL

ﬂlﬂﬂﬂ'ﬁl (a) 1.068 .200 5.325 .000*

1. frupnuifendesiuvennieiedearsmenis 204 079 2.582 011*

aa1n (CMC)

2. fupnuaenadesiuredossulatuaveslal .005 .085 .054 957

(OOMCQ)

3. fhuanuasalunsieanseteeiies (CCO) 526 .065 8.043 .000*

F = 103.317 p = < .000 Adj R?= 613

o aaa o

UNNENANTEAY .05

o

N o

* JadA
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A A A 9 A ' ' A
\n3esiledeansnisnsnan (CMCO) (Bo, =.204; p < .05) wag AuANLEILNTalUNSHDAS08 19A DL

(CCO) (Bos = .526; p < .05) finansynumsnanIIAILNUNNNIAAINLAETIN pEsitodAnIEnan
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1159413 (Persuasive Communication) vJud o doaldiraruiu (Long Run) wazdaanus vl o
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uaraenAdesty s3udy qudnn (2563) na1131 MsdeansmsaanaLuuysaNMsiiaRengAnsIUYe
Fuslaa dvnnisdeansuianisnaununisldiadesiiedearsmsnisnandia uazvinanusoidody
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Ransanas @enAdesty Inda JaSedma (2558) NA1II NSTUILNIINTNUNLNITHDANTININITAAR
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panvianesnnBstunay mqusrasdnislddeusazssinnvesiuilnauandnaty Fudumnuimieves
thdoasynansnatnlunsimunguuuuvesiessulatuazeewlatiunndsfiuliAanansenusau iy
iiofanaugnddmaneliiAnaiudauasiinuadsedufuuuifoddu Gsaenndes Batra & Keller

(2016) NA131 LASBILBNITEDAITNIINITAAIATWANA 1A UBIVA NI NAUILAUNINT VLA 19F LAY

¥
v

asduAlagianiy Wy nssudseiuanudemeeainliiinn1ssuivesdumitu duslaainainy
dlanaziinanuund eferensauduniu usnislasanmansiend wasteussmnduiugons
suduiidesdilosanadndelimusoulusuvesuszdnsnmesdns Wudu wazaenndas Voorveld,
Neijens & Smit (2012) na1731 n1sdeansnsnatauuudiued esdledearsidunisidiadasded eans
N1aNIART LANE S FULAIAANaN ST UT WA duafunazaduayudsdunas iy 19y taTevne
nsAnidiefooravinausiuiuAalunassendouiazdnunainanasuranasdudoasond e

, oA A oA v A e & A a _a ~ ¢
ﬂ'ﬁﬁ\‘]lﬂﬁllLaENLQJEJﬂlﬂnLﬁa’]usﬂgl,ﬂuﬂigiﬂsﬁu@@vmLﬂiamWULLagﬂaﬂu Wiaﬂ’]ii?]ﬁm']uﬁhiuﬂqwau(ﬂﬁlfdu

Fag1aninvaenistuslunduasesiian1sdsans udu

S RIGUGINIE

NNTANYIANUANIAIUNITYTUINIINSFRAINNNTAAATANNTITUS LAz iiNanTENY
AoransAniuiunensaaiavesssnafiaaduneslulsendlne vildnsuisnuddyves
nsysannsldiasesedeansninmsnatatunisdsasiudingugnantnune Feasiluuszlevise

[

Y a a _a A ° v gy A Y a a 3 a v &
Ausmsgsnafinwadunesiumsihluusuldinelifnnadinessdnsgsiv Ineldeiauouus dail



219RITMFAAMSUATMINAIUY NWINEABSITADIUATITET
1% 8 aiiuf 2 nsngAN — SUINAN 2564

1. Taaupuz ity

o

1.1 fuimsgsiafinuaduned mslinnuddyiuindosfledearsnianisnaind 1y
deansludanguandniimneglidmnuAeadesiu fuiusiu uasiinnansemuiniuseninaniedle
deansusiazUszandld ilesannmgAnssunisuilnadevesgnénlutieq duiinisuilnadeiivainvany
sUuuy mnuieItesduveas saledoasnisnisnaindadudiudrdglunisdansludsiuilag
WmnewieliAnnssuifmiouu eiruedfinioutu fezilugnsdaduladodudvieuinig
YDIBIANT

Y a a o w

1.2 duimsgsiaflauadunes asbianuddgdunisimuadiunisdoaisnig

U q

VY a

nsna1auuuUsEdd Uszdlasana uay Ussdudiou ielifuslaaiinnsiuidennaudnasnia
ileaninnisudsduiumasunisdeasmsnanalutiagiuiinsudsduiuedegunss nngsislain
anusiaifiadlunisdemsudatiy devhlinanisduiununisnisnaiavesianisanas wazenavili
AduAvTeuInsvesesAnsmeluMnaNunsIIvesngugnandminele
2. forausnuzasasaly
2.1 msfimsfnwnansgnuvesaansalumsysannsnsieasnisnsaaniidiane

¥ o '

HANMIANLTWIIUNNITIAINLUNGUTINIBY LU §INATRIAN INTIEFININqUIR DN T AUNITUYITY

fuegneguuss Jsudusieddnagnsiiieas|ddoyauiteldusslovisely

2.2 mii‘mﬁﬁﬂmmaﬂsswumaammmmsm’tumigimmima?iamsmamsmmmﬁdawam’a
nan1saLiununisnseainlugisaniunsallain-19 Lﬁ‘a%"lﬁ%a;gamLﬁ@lﬁ?ﬂiﬂ%ﬁ@i@lﬂ

2.3 msfinisAnwdauwdsnud uf lilduanisanduunianisnain wu anudns olu

AMSANIUIY Y58 AwanuwaiesAns (udu

AnRAnIINUIZNA

v a

YBVBUNTEAMANLNTURYTUALNITIANTT UNINgIRBUMIEITANN adUAYUNNTITY TI0Ea

Uimsgsnafinwadunesiulssmalvenidudlideyannvinu

q

E



Journal of Management and Development Ubon Ratchathani Rajabhat University
Vol.8 No.2 July — December 2021

1ANH1581984

NIUWAUNGIAANNTAN. (2563). UNILATIZYigIRD W.A.2563. Auduiile 20 nuATTuS 2563 90
https://www.dbd.go.th/download/document _file/Statisic/2562/T26/T26_201905.pdf.

PFa Tuua. (2561). NagNENIINAIARITARALHANSATUIUNNIAAIANENGIU

[

Baszdnvanngsiauinislulssmelne. msasaniasnsalgsiau3iiag, 40(159), 1-32.

st qudnn. (2563). msdeamnisamalugsiausnisguniwlugandiia. duduile 3 wauniau 2563,
70 https://blog.dpu.ac.th/ajtonrak/index.php/2020/02/20/digitalcommunication/.

550005 gnuNa. (2560). ANTNWUSTENINNAYNSN1THAEINNITVIBAUNANITANTUNUNN
N13AA1AYBIgINAMUNUIMINEsAsUdluan ARz FuRanIdewnile. Inendnus
UIMSTINAWMTUNG UM INYIFYUMAITATY.

e fu3omwa. (2558). udnn1IAATN. Ngana: Indiiinden

a@nnn asyas. (2559). lBNA1TUSENBUNNTABUIZEY NMTEDANTNINTTAANA. UusnT: unTine de
walulagsyuanasyus.

Batra, R. & Keller, K. L. (2016). Integrating Marketing Communications: New Finding, New Lessons,

and New Ideas. Journal of Marketing, 80(6), 122-145.

Black, K. (2006). Business statistics for contemporary decision marking. (4" ed.).
New York: John wiley & Sons.

Ebel, R. L. & Frisbie, D. A. (1986). Essentials of educational measurement.
(4™ ed.). Englewood Cliffs, NJ: Prentice - Hall.

Hinkle, D. E., William, W. & Stephen G. J. (1998). Applied Statistics for the Behavior

Sciences. (4" ed.). New York: Houghton Mifflin.

Kotler, P. & Armstrong, G. (2018). Principles of Marketing. Hoboken: Pearson Higher
Education.

Luxton, S., Reid. M. & Mavondo, F. (2015). Integrated Marketing Communication Capability and
Brand Performance. Journal of Advertising, 44(1), 37-46.

Voorveld, H. A, Neijens, P. C. & Smit, E. G. (2012). The Interacting Role of
Media Sequence and Product Involvement in Cross-Media Campaigns. Journal of
Marketing Communications, 18(3), 203-216.

Yamane, T. (1973). Statistics: An Introductory Analysis. (3 ed.). New York: Harper

and Row Publications.



