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Abstract

The main objective of this study is to develop integrated marketing communications
for increasing customer engagement of Thai travel agency. The population of this study is the
Thai customers of Thai travel agency. The Quantitative research and Multiple regression
analysis was employed to examine the relationships between Integrated Marketing
Communications and customer engagement. The influence of Integrated Marketing
Communications variable that effects on Purchase Intention were online communication and
promotion, effects on Repurchase Intention were personal selling and promotion, effects on
positive word of mouth were online communication, promotion and advertising. The study has

implications for Marketing and development of Thai travel agency.
Keywords: integrated marketing communications, Customer Engagement, Travel Agency
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