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The study is quantitative research that has the objective to study ( 1) the exposure
integrated marketing communications (IMC) tools , image and loyalty in Loei Province tourism
among single tourists (2) the influence of integrated marketing communications (IMC) tools on
image in Loei Province tourism among single tourists (3) the influence of integrated marketing
communications (IMC) tools on loyalty in Loei Province tourism among single tourists and
(4) the influence of image in Loei Province tourism on loyalty in Loei Province tourism among
single tourists. The sample is thai single tourists both of male and female in age 20 - 40 years old
of 400 persons on travel in Loei Province. Questionnaires were used to collect data survey.
Statistics that use for analysis data comprises frequency, percentage, mean, standard deviation,
simple regression analysis and multiple regression analysis by set a statistically significant level
of .05. Findings have revealed that: (1) the exposure integrated marketing communications (IMC)
tools , image and loyalty in Loei Province tourism among single tourists were in a high level.
(2) integrated marketing communications (IMC) tools were influenced the image in Loei Province
tourism among single tourists. ( 3) integrated marketing communications (IMC) tools were
influenced the loyalty in Loei Province tourism among single tourists. and (4) the image in Loei
Province tourism were influenced the loyalty in Loei Province tourism among single tourists.
Therefore, relevant agency in marketing planning to promote a tourism in Loei Province should

bring these tools using in development tourism for maximum effectiveness of single tourists.
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