ISSN: 2774-0390 (Online) Journal of Management Science Sakon Nakhon Rajabhat University, 5(2), 2025

ISSN: 2774-0390 (Online)

215315INDTAISI

ANFHIFIVIEINITIANTS NRTINEIRYSIANGANAUAT

Journal of Management Science Sakon Nakhon Rajabhat University
Homepage: https./s008.tci-thaijo.org/index php JMSSNRU

E-mail: jmssnru@gmail.com

msz”ifamsmswmmmugsmqmsﬁﬁﬁifaﬂ'ﬁ%’u§Lta:ﬂﬁs€1’ﬂ§u6f@?%u’%ﬂﬁs
Uﬁﬂaﬂﬁﬂmmjuwummsifuma Tudsznaive
Integrated marketing communication on perception and decision-making in

using host bar services among generation Y in Thailand

o v o L A
fana saiiys”, fnngBaen nagse?

Phakphon Rotphet™, Saksuriya Trairat?

"2AgurUENI9gINaLarN1 YT InTIeNdueNLY
"2Faculty of Business Administration and Accountancy, Khon Kaen University

*Corresponding author's e-mail: phakkhaphon@kkumail.com™, tsaksu@kku.ac.th?

Received: September 12, 2024 Revised: October 6, 2024 Accepted: October 10, 2024

UNAALa

nMAdaRssll BTgUsvasd 1) WeRnuiniseanauuuysanisiidaninasienissuinmrnunslaad

o '

PDINGHIIWUBLITHINY 2) NBRANEIN3SUEAmALS laadfifinasanissnaulatiusnsunslsadoasngs

lINeIsFIIY Uaz 3) eAnuInIraRLLLYsInsTiiavsnasiantadadulatiusnnsunslaaduesngs
lamueLsiuang Jideaanuuunisidodunisidudelianm 13801939 8Bed309 Ruuuasuaisiiv
idesflalunisifiususasdieyasinngudangne Ae aumaunesiunefinetiusnisuislaad S1uam 400
AU FIEABNITENLLLIENZaY FART I INNNTAdE Ao aORMBINTI0M uazadABIDYNI FaenisTiagizi
MsaAnDEAas fasiuiiddnynieaiin .05 nanigadenudn 1) mamaiauuLuesnlaiuazuuteanlai
Fvdnasion1ssuinmeunslaadasinguianmueistuae 2) n1s5uiamaunslaadinadenisdnanlali
uan1sunsleadzasnguianiuelstuany uay 3) nnaaatauuuusen (aluazuuuseulaiddninass
masnanlaliuinisundlaafasnguianmelsiiang

AFIATY: NNADANINNIAAIALLLIYIIUINTG, N195u5AAn, nssinaulaliianag, unslaad

503



ISSN: 2774-0390 (Online) 915AITMEINITIANIT NATINYIAY TN ANANAT, 5(2), 2568

Abstract

In this research, the objectives were 1) to study integrated marketing that influences the perception of
the value of bar hosts among Generation Y. 2) to study the perception of value of host bars that influences the
decision to bar host services among Generation Y, and 3) to study integrated marketing that influences the decision
to use bar host services. Host of Generation Y. The researcher designed this research to be quantitative research.
Use survey research methods. A questionnaire was used as a tool to collect data from a sample group of 400
generation Y people who had used the host bar service using a purposive random sampling method. The statistics
used in the research are descriptive statistics and inferential statistics with multiple regression analysis at the
statistical significance level of .05. The results of the research found that 1) offline and online marketing influence
the perception of value of host bars among generation Y, 2) the perception of value of host bars affects the decision
to use the service generation Y's host bar, and 3) offline and online marketing influence generation Y's decision to
use bar hosting services.

Keywords: integrated marketing communication, value perception, services decision-making, host bar
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Aidendsnisnilauon waziu g senenidmudiinistemanisnaauuysonnsdinasianisdanlede
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#1979 2 A Pearson Correlation 2898wl tunnsaas

faurlsTunnsade maseduls  IMC oanlad  IMC epulad  n195LgAmuAn
Anssimanle Pearson Correlation 1
IMC aawWlay Pearson Correlation 234" 1
IMC aaula Pearson Correlation 123" 527" 1
N195U5AMAN Pearson Correlation A74” 383" 517" 1

**_Correlation is significant at the .01 level (2-tailed).

*. Correlation is significant at the .05 level (2-tailed).

o & '

9INA159 2 UG NISAHIDANAENLSEANS SndHiE Y 3918989 Pearson (Pearson Product
Moment Correlation-r) #51l#idfautsdaseyndafl aomdninsiudadunss Taed daudsusazdafian
dnazAnsanduiugagsidng 125 - 527 SeflAnliAu 800 aFunelidn daususiaziafinnaduiisi
Tusziuun® daiudsaananindulsdaasia 3 daulsd WiETunisanssiaunisanaesmgos o)
SUuLLBIRNNN ST EB U AR AN S sz dsdanaBaes (X) uazdautanns (Y) T (fae cdadiom,

2560)

A1919 3 KANITNANBUTNNAFINA 1 MsRaasnisnaiauuusenaduasuuusaulaiinadonissuiamen

unslgadunenguiauueisiuane ulsematne

fauledasy Collinearity B S.E. Beta t Sig.
Tolerance VIF

Constant 711 176 4.051 .000**

IMC @@WT’N“LE .687 1.456 462 .056 383 8.273  .000**

IMC @@uTﬂﬁ .900 1.1 b47 .045 517 12.059  .000**

R = .383% R?=.147, Adjusted R? = .145, SEE = .70026, Dubrin-Watson = 1.591, F = 68.442, Sig = .000°

* LU RNATYVINEDFN .01

991A19749 3 Wud ATANDsE AN nanany gl A A s Tust A uAandnein (R = 383)
ANdnUsEAnEEndEnanengal (R = 147) dafAvinneannisoll#sesas 14.70 fidn Durbin-Watson
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Multiple Regression Andlysis wazl#Tunnanennaninuduius(§ (faen anfldiloyn, 2560)

IINNITNANBLANNITOANDUNY AT AU (linear regression) B1FEN1FAATITAaTAOANDY
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