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ABSTRACT

This is a study of the integrated marketing communications that influence on behaviors
of Mae Sai People in Using Hong Fah Plaza. This study focuses on integrated marketing
communication of Hong Fah Plaza that impact on Mae Sai people behavior in using Hong Fah
Plaza and to develop a guideline for future integrated marketing communications to implement

for Hong Fah Plaza.

This research used a quantitative method, whilst data were collected through
questionnaire survey. The samples of this study were 400 people, age between 18-60 from eight
subdistricts in Mae Sai district, which includes Mae Sai, Huai Khrai, Ko Chang, Pong Pha, Si
Mueang Chum, Wiang Phang Kham, Ban Dai, and Pong Ngam. Findings of this research
revealed that samples were aware of media and received information about Hong Fah Plaza 3-4
times per week. Banner and word-of-mouth were the most popular media used. Moreover, the
most efficient integrated marketing communications of Hong Fah Plaza were the promotion,

advertisement, and public relation related with products.

(6)



This research showed that samples with different demographic factors, which consisted
of gender, age, and career, had different media exposure. The result also indicated that samples
with different gender, age, career, and income had different influences from the integrated

marketing communications of Hong Fah Plaza.
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