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ABSTRACT

In recent years, the importance of relationship marketing became more and more
significant within every industry, in order to strive for consumers support, marketing
person must combine the spread media of all kinds, transmit the correct and clear products
concept or the service information to consumers, enable consumer to decode the accurate
message from numerous messages and numerous medias sent by the marketing person.
Also, marketing person should utilize the spread form of this kind of merger to develop
unanimous information to demand, mould consistent brand image, establish good
relationship with consumers. Once visitors are cognitive to Integrated Marketing
Communication through media’s effect, the last comprehensive result is to set up customer's
loyalty. This research will divide the leading factor of intermediary's variable which
influence loyalty into integrated marketing communication perception, intention-building
of integrated marketing communication, tourism image , travel intention, brand
awareness, satisfaction, and propose the research of five kinds of relation ways. Wthin the
method of convenience sampling, proceeded questionnaire to Gukeng HuaShan Visitors,
and retrieved 495 copies of effective questionnaires.The result of study is found: 1. The
highest facets of integrated marketing communication perception is event marketing
because the marketing topic of festival of coffee has already caused the sympathetic
response. 2. Being an intermediate variable, the influence of integrated marketing
communication perception to loyalty , brand awareness is greater than satisfaction.3.
Tourism Image and Travel Intention will are very good intermediary's parameter
association.4. It is very good for loyalty to pass the satisfaction intermediate variable
result to intention-building of integrated marketing communication.5. Brand warenessis a
very good intermediary parameter 6. The main communication path of integrated
marketing communication perception  to affect loyalty is in the order of integrated
marketing communication perception , brand awareness, and loyalty. The secondary
travel path is integrated marketing communication perception , intention-building of
integrated marketing communication, satisfaction and then loyalty.

Keywords Integrated Marketing Communication , Tourism Image, Brand Awareness,
Satisfaction, Loyalty
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