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Abstract

This study is a combination of quantitative and qualitative research 1) to
study the potential of integrated marketing communications to promote sports
tourism. 2) to simulate a structural equation model of causal factors in integrated
marketing communications. Factors that influence the image to promote sports
tourism. 3) To present guidelines for developing integrated marketing
communication strategies to promote the image of sports tourism. Use in-depth
interviews and focus groups and use structural equation modeling techniques.
By collecting data from Thai tourists who have traveled to participate in running
activities to promote tourism. By means of purposive selection of 450 people,
the results found that Causal model, integrated marketing communication
strategy to promote sports tourism. After adjustment, it is consistent with
empirical data. The relative chi square ratio (Relative Chi square Ratio : 2 /df) is
equal to 0.380. The RMSEA value is equal to 0.016. The value (CFl) is equal to
0.999. Harmony (GFI) is equal to 0.973. The index showing The acceptability of
the model (TLI) was equal to 0.94. The relative consistency (NFI) was equal to
0.982, consistent with the empirical data. Reasonably good level Integrated
marketing communication strategies to promote the image of sports tourism. It
was found that integrated marketing communications combines more than one
type of marketing tool by integrating both online and offline channels,
considering 1) the goals of Organizing activities 2) Activity identity 3) Integrating
marketing channels 4) Participation Sports tourism must be in cooperation with
the community.
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