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INFLUENCE OF INTEGRATED MARKETING COMMUNICATION ON
DECISION TO WATCH MOVIES IN NAKHON PATHOM PROVINCE
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Abstract

The objectives of this research were 1) to compare the decision to watch movies in
Nakhon Pathom Province which was classified by personal factors and 2) to study the influence
of integrated marketing communication on the decision to watch movies in Nakhon Pathom
Province. The researchers used a convenient sampling method. Data collection was conducted
through an online platform from 614 people who watched movies in Nakhon Pathom Province
by using online questionnaires which passed the content validity and reliability tests.
The statistics used in data analysis consisted of percentage, independent sample t-test, One-
way ANOVA, confirmatory factor analysis, and path analysis through structural equation model
(SEM) analysis.

The results of the research showed as follows: 1) the decision to watch movies in
Nakhon Pathom Province differed due to movie-watching experiences at a statistically
significant level of .01. In addition, 2) the decision to watch movies was influenced by depth
integrated marketing communication (TE = 0.798) and wide integrated marketing communication
(TE = 0.337) at a statistically significant level with a predictive power of 48.90 percent, and the
decision to watch movies was influenced by depth integrated marketing communication
(TE = 0.336) and wide integrated marketing communication (TE = 0.320) at a statistically

significant level with a predictive power of 64.70 percent.
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DE IE TE DE IE TE
n15308150159a AT NTe  Parameter  0.320% - 0.320%*  0.082  0.255%  0.337*
gimmmuun”m SE. 0.083 - 0.083 0.142 0.046 0.096
W-IMC t-value 2.746 - 2.746 0.577 2.749 2.724
n15808150159a AT NTe  Parameter  0.336* - 0.336* -0.176  0.268*  0.092
Ujm’]miLL‘U‘Uﬁﬂ SE. 0.082 - 0.082 0.141 0.047 0.144
D-IMC t-value 2.841 - 2.841 -1.249 2.819 1.475
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P Y] o aNa a & o A ¢ L. ] a Y]
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NORNTTUNGINITTUAINBUAT
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Matrix LAMDA - Y Ay t-value R?
nsanaulaidenvsunineuns (DEC)
nn5¥u3Uyw:NEED 0.398 - 0.517
NNIWEUaYa:INFO 0.471 16.385 0.578
nsUseiliunaniaden:EVAL 0.540 15.366 0.763
maé’m%ﬂ%mmwaum% :PURC 0.442 15.467 0.547
NOANTTUNSIVUNNEUAS (BEH)
N1TUBNAD :WOM 0.543 - 0.711
AUANA LOYT 0.584 17.719 0.543
Matrix LAMDA - X Ax t-value R?
ms?iaa'ﬁmsmmﬂL%qgsm'm'm%ﬂn"i'm (W-IMC)
nslaweu: ADVT 0.584 12.602 0.724
nsUsEvIdURUSwaEnSIAN2: PUBR 0.823 17.559 0.749
ms?iamimsmmmL%euuim'm'm%aﬁﬂ (D-IMC)
NNSEUEIUNNSNY: SALP 0.761 17.245 0.771
AIAANALTINNTTULATUSTAUNISAL: PERS 0.736 17.211 0.770
A1FNA1AN19NTI: DIRM 0.631 17.150 0.613
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