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Abstract

The purposes of this stud are (1) to study and anatpe the E-Marketing

capabitities of accommodation business in tourism southem provinces, (2) to
evatuate and ctarifr factors of strategic resources of accommodation businesses in

tourism southem proMnces, (3) to investigate consistency of the expected Structure

Equation Modet (SEM) of the E-Marketing capabitities with empiricat str.nCy of
accommodation business in tourism southem provinces, and (4) to devetop SEM I
E-Marketing capabitities with quantitative method and quatitative method. The scope
of this research is to study the retationship between strategic resources which consist
of 4 factors - entrepreneurship, organizationat teaming, innovativeness, and ma*et
orientatbn - and E-Marketing capabitities. The poputations and samptes of the study
are hotets and resorts in tourism southem provinces which are Krabi, Phangnga,

Phuket, songkhta, and surat Thani. The research methodotogy used is mixed
methods, the convergent parattet design, in order to cottect data in the same tirne
and same area. The research process was divided into 3 sections. Firstty, quantitative
research: the poputation was 855 accommodation businesses in Tourism Southern
ProMnces. As for the samptes for this section, 463 cases-admanistrators,
entrepreneurs, or associate in organizing accommodation business-were setected by
mutti-stage which is disproportionat stratified random sampting. euestionnaire was
6tso apptied in this section. Secondty, quatitative research: the data was cottected by
deep inteMew, participant obsenation, and open-ended questions. Lastty, it is the
cornparing to reveat the retationship between quantitative and guatitative resutts.

As for quantitative resutt, E-Marketing capabitities sEM which has 4
infrastructure, human lr resources, rr-enabted intangibte resources,

lT reconfigurabitity, is at good-fit (X2=3.025, df=2, p=.220, RMSEA=0.033,
999, SRMR=0.008). The measurement modet of strategic resource which has

with empiricat study is at generatty acceptable (y2=g2.30, df=30, p<.001,
067, cFl=0.991, sRMR=0.029). The measurement modet of strategic
of E-Marketing capabitities and performance which are consistent with

I
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empiricat study is at good-at {t'=2gg.g64, df=g6, p(.01, RA4SEA=0.051, CFt=0.993,

SRMR=0.031). In addition, SEM of E-Marketing Capabitities is consistent with empirical

study at good-fit tevet (12=216.022, df=101, p<.001, RMSEA=9.65O, CFI=0.993,

SRMR=0.033).

Regarding quatitative resutt, E-Marketing capabitities coutd be observed from

lT infrastructure which requires the combination of broadband internet and stabte

etectricity with knowtedge and capabitity of the officers who are responsibte IT and

are supported by administrators. Apptying lT to create the customers' betief,

confidence and trust has an effect on E-Marketing capabitities. Moreover, changing or

modifiing the apptying E-lvtarketing to be suitabte for each situation woutd infl'uence

devetopment of E-Marketing capabitities. The strategic resources which were atso

found are entrepreneurship, organizationat tearning, innorativeness, market

orientation, and autonomY.

The information obtained from comparing the consistenqy belween

quantitative and quatitative resutts showed that SEM of E-Marketing capabitit'iis of

accommodation business in southern provinces which were found from the

quantitatave research showed major consistenqy with the quatitative data.
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