S UnADTNDTY |

ﬂOWUﬁUW&USS hO']DC]OIIUFéﬂ'ISaOE‘I SHEDHWISC]G'IOIIUUWEIUWHHUJ

i
NA2D: wu! f SIUaEJUIIU,aDSuLJ UUﬂ']SF]QIIjDU]OClﬂSSUIIa :Wanis

CT]IUUD’]UUODWWSﬂfUVﬂEJUSUhﬁlnFﬂnEJ‘\ b B
Integrcn‘ed Marketmg Communlcahon, Transforma’rlonal Leadership and-Innovative Thinking Ef'Fect

—

on Performcmce oF Museum, Thm[and

asfind aaln! suging viviisysne? uasdndin deilsuas’
Surasak Suvoutthol Thanasuwit Thabhiranrak? and Bundit Pungnirund?

U dp@nwiuimsssiaguf dudia (1133an13) advimsdanimans dudinine ds uminerdesvdgaugtium
E-mail: surasak suv@mahidol.ac.th

2 m'uaﬁéﬁﬁﬂmmé’ﬂgjmu‘s’mﬁﬁﬁﬁmﬂwﬁﬁmﬂm (N159AN15) @V TVINTIANTTAAIR TUNFINGIEY URTINGIRE TN DanUFTum
E-mail: thanasuwit.th@ssru.ac.th

3 p1suszdmangnIusnisesianwdUdn (n13danis) arnivmsdaniseann Tudiadnends avmivendesedgaiuatium
E-rnail: bunditpung@hotmail.com

@i
UNARED

ANUENTUSSEWINIMUIN15E 015NN TNAIARUUNAL AL ﬂm@:ﬂmmu?{auLLUmgﬂLmumiﬁﬂ
FaudnnssumassansdifiunuvesifisAusiluuiunUssmelne Tiagussadveansiseilaun 1) Anvguuu
N9ADA1SNNINTINAINRUUNANNAIY max@’ﬂﬂﬂmﬂﬁauuﬂmgmmumiﬁﬂL%qui’mﬂﬁmgamamiﬁ%ﬁumu
vasissusilulszmalne 2) AnvdninanisdoasmianseainwuuRaNNaIy maz@ﬂﬂﬂmﬂﬁauuﬂaqgmmu
nMsAndsanssuiiinadenissiunuesfifisfuslulsemelng Ms3deismuauumsnsisenuunay
HAUIENINMTITETn ALz Iaevimsdmateyamiswuudeunwainmsduiiegiediiugy
320 FeEN wagmTIRARUBuduNaNTITEMIBN sAuAealkuuganiullitayandnd mivlsznnTide
laun AfisAsiludszmalnemugudeyafiisdudiluuszamalng Tnggudunveine diuss (esdnsumvy)
dadelaldmsliansideyarmuaifdmssuu Mmslensiuvuitaesaunsddas@inauasmsliaei
Hadeidiudy WenTrdeunnunsaddaseadnmeminsin MIEea1sN1IRAIARUUNALNETY AMzgunTg
Waguulas JULuuMsAAWauInnTsuuasNan ALl resiiisi el uasnadauaIudoAAd DINALNEL
vosuuu et addasEi s imuifutosadasydng Swansiteiluandiiiuin dudsdums
AOASN NS MNUURELNENY ma:@’ﬁﬂmﬁma"wwgﬁe sukuunsAneuanTsL anudniusiunanisaidue
YA e ANduRUs IR TILaE AN ENRUS ITIUINA aran1TA L U Aol luussinalne
athaiifedfyneadffisedu 001 uazidnsnamdoudenansaiiurvasifssusilulszmalne Tnefuus
wiazduiinLETUEIInsILAYATINELTLS Bauandstunasiu uenaniiuuusassaunisiBalasiadimes
15801 SNIN TN A ALUUNENNAY m’;m\‘:ﬂﬂﬂﬁl,ﬂé"ammaq sULUUNSAATsUIaNSSuLazHa N SA LU

=

fauseardoamnauniusenitag ] futoyadsedny namAdsidaigmhnuiwiiisiusivewszsmalne




Unnaoiusga &

ADIANWUSSKO VA LUSMSAORISIVMS ARIAILUUWRNWRILNO:WLITNMISIURaUIUAY
sULUUNISAQIBYUISANSSH UIR:WRMISANAUVILUOVWWSTICUATLIUSUNUS: AT

ilafisnnud A e 13deasn N InAaIALUURAINATY. Az insiudeuiuaguluunsAnduinn sy
wazran smliunuluuunvasiisiue Wi lUldusslenilunisiausuuziuimiinisuSuainn i
Tuuszimnelne

ATENARY : N15H0ANTINTASARUURALNE T A12RIN W Rsu assUkuUn1sARBauTan sy namsadunuvesiiodue

Abstract

The relationship between the variables of the marketing communications mix. Transformational
Leadership Innovative thinking patterns And results of operations in the context of a museum in
Thailand. The objective of this study were to: 1) to study Integrated Marketing Communication
Transformational Leadership and Innovative Thinking Effect on Performance of Museum, Thailand;
2) to study the influence of Integrated Marketing Communication Transformational Leadership and
Innovative Thinking Effect on Performance of Museum, Thailand. This study employed a mixed
research strategy which both quantitative and qualitative research methodologies were used to
analyze the data. A questionnaire survey was used with participants from a random sample of 320
out of 1,355 museum in Thailand. The population of research had been selected from the museum
list of local museum in Thailand database by Princess Maha Chakri Sirindhorn Anthropology Centre.
The data were analyzed through Structural Equation Modeling (SEM). Confirmatory Factor Analysis
(CFA) and test of Fit to see its consistency between the model and the empirical data. Along with
survey method in-depth interviews from 18 museums was implied to confirm the survey findings.
The results from this study that Integrated Marketing Communication, Transformational Leadership
and Innovative Thinking have a significant effect on Performance of Museum in a positive direction
at level .001 and has indirect on Performance of Museum. All Factors have positive direction at level
001 and this linear structure equation model of Integrated Marketing Communication, Transformational
Leadership, and Innovative Thinking and Performance was fitted to the empirical data. As a result,
it could be suggested that the museum in Thailand to understand the importance of Integrated
Marketing Communication, Transformational Leadership, and Innovative Thinking and museum
Performance to take advantage of the guidelines to developed museum in Thailand.

Keywords : The Marketing Cornmunications Mix, Transformational Leadership, Innovative Thinking, Results of Operations

in the Context of a Museumn
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