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Abstract

This research aims to (1) study the relationship between electronic word-of-mouth,
integrated marketing communication (IMC), and organization factors on perceived brand equity of

Chiang Rai Province as a tourism destination, and (2) examine organization factors as a mediator
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variable which link to integrated marketing communication (IMC) and perceived brand equity.
The researchers used quantitative method collecting data from 400 Thai tourists who travel to
Chiang Rai province and analyzed by descriptive statistics mean, percentage, SD and inferential
statistics Structural Equation Model (SEM) analysis.

The results of a study found that antecedent variables influenced perceived brand
equity of Chiang Rai Province as a tourism destination including organization factors ( TE =
0.517), followed by integrated marketing communication (TE = 0.494) and electronic word-of-
mouth (TE = 0.271). The three latent variables jointly predicting perceived brand equity of Chiang
Rai Province as a tourism destination as 68.8 percent. Organization factors are partial mediation
effect between integrated marketing communication (IMC) to perceived brand equity (indirect

effect = 0.088).

Keywords: Electronic Word-of-Mouth, Integrated Marketing Communication, Organization

Factors, Perceived Brand Equity, Tourism Destination
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wu*uaauam'lﬂmﬁﬂuﬁuﬂizmﬂsm1Jﬂmﬁuumﬂg@mﬁméuﬁméw 1191 30 9 il
maduszansuearvesnsenunin (Cronbach’s Alpha) wanuF sy ndating
Fullszdnsuearhwesasounin PYILHI 0.890-0.919 F4IAN 0.70 AMINWUNVON
Nunnally and Bernstein (1994)

MIATIVAOUAVUN WUV UTIA09M155A (Measurement Model) 1INMTIATIEH
ﬂﬂﬂ(ﬂizﬂﬂﬂﬁﬂﬁu g (Confirmatory Factor Analysis: CFA) W’U’;Wﬂ'Tulefi ﬁﬂﬂﬂﬂfﬂizﬂﬂu
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wnzauvetesnllszney ia1savInAAIMIEel eeALsZNeU (Composite Reliability: CR)
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319N 1 M5ATNAUANNUNFODD (Reliability) tazANUNATUTUH LU

(Convergent Validity)

Constructs Item Loading Cronbach’s Alpha  CR (tho_a) AVE
IMC IMC1 0.897 0.901 0.906 0.717

IMC2 0.849

IMC3 0.833

IMC4 0.785

IMC5 0.866
OF OF1 0.782 0.915 0917 0.703
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Constructs Item Loading Cronbach’s Alpha  CR (tho_a) AVE

OF2 0.829
OF3 0.834
OF4 0.816
OF5 0.869
OF6 0.897
eWOM eWOM1 0.894 0.890 0.899 0.821
eWOM2 0.946
eWOM3 0.875
PBE PBE1 0.774 0.919 0.928 0.712
PBE2 0.795
PBE3 0.819
PBE4 0.893
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PBE6 0.864
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3199 2 ANUNBIATUFIWUN (Discriminant Validity) Y849 Fornell-Larcker Criterion

Fornell-Larcker Criterion

Fanls JAVE IMC OF PBE eWOM
IMC 0.847 0.847
OF 0.838 0.675 0.839
PBE 0.844 0637 0.791 0.844
eWOM 0.906 0515 0.640 0.679 0.906
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¢ ' ' v ' 2
2. ﬂ”l'i'JLﬂiW%‘fVi‘]j%ﬂfJLG]NﬁH‘ViQ‘ﬁfl'l’)Tl‘ﬁWZWI'E]ﬂTi'iUEﬂmﬂWLLUiuﬂ%ﬂﬁ?ﬂﬁfﬂﬁi?ﬂ
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waealnseass (Structural Model) t1uaran1sia1sana R eeniily 3 szdu
10 0.19-0.33 il uszR DO (Weak) 0.33-00.67 1 u3F UNA1 (Moderate) 1182310021 0.67
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YINM3 dlannseting
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MI5ugaMA MYy 0688  DE 0.149 0517 0271
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