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Abstract

The purposes of this study are: (1) to study and analyze the E-Marketing
capabilities of accommodation business in tourism southem provinces, (2) to
evaluate and clarify factors of strategic resources of accommodation businesses in
tourism southern provinces, (3) to investigate consistency of the expected Structure
Equation Model (SEM) of the E-Marketing capabilities with empirical study of
accommodation business in tourism southem provinces, and (4) to develop SEM of
E-Marketing capabilities with quantitative method and qualitative method. The scbbe'
of this research is to study the relationship between strategic resources which consist
of 4 factors - entrepreneurship, organizational learning, innovativeness, and market
orientation - and E-Marketing capabilities. The populations and samples of the study
are hotels and resorts in tourism southern provinces which are Krabi, Phangnga,
Phuket, Songkhla, and Surat Thani. The research methodology used is mixed
methods, the convergent parallel design, in order to collect data in the same time
and same area. The research process was divided into 3 sections. Firstly, quantitative
research: the population was 855 accommodation businesses in Tourism Southemn
Provinces. As for the samples for this section, 463 cases-administrators,
entrepreneurs, or associate in organizing accommodation business-were selected by
multi-stage which is disproportional stratified random sampling. Questionnaire was
also applied in this section. Secondly, qualntatwe research: the data was collected by
deep interview, participant observation, and open-ended questions. Lastly, it is the

‘comparing to reveal the relationship between quantitative and qualitative results.

As for quantitative result, E- -Marketing capabilities SEM which has 4
mensnons IT infrastructure, human IT resources, IT-enabled intangible resources,
nd IT reconfi igurability, is at good-fit (x =3.025, df=2, p=.220, RMSEA=0.033,
F1=0.999, SRMR=0.008). The measurement model of strategic resource which has
pnsistency with empirical study is at generally acceptable (x =92.30, df=30, p<.001,
SEA =0.067, CFI=0.991, SRMR=0.029). The measurement model of strategic
urce of E-Marketing Capabilities and Performance which are consistent with
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empirical study is at good-fit (x2=209.964, df=96, p<.001, RMSEA=0.051, CFi=0.993,
SRMR=0.031). In addition, SEM of E-Marketing Capabilities is consistent with empirical
study at good-fit level (x2=216.022, df=101, p<.001, RMSEA=0.050, CFI=0.993,
SRMR=0.033).

Regarding qualitative result, E-Marketing capabilities could be observed from
IT infrastructure which requires the combination of broadband internet and stable
electricity with knowledge and capability of the officers who are responsible IT and
are supported by administrators. Applying IT to create the customers’ belief,
confidence and trust has an effect on E-Marketing capabilities. Moreover, changing or
modifying the applying E-Marketing to be suitable for each situation would influence
development of E-Marketing capabilities. The strategic resources which were also -
found are entrepreneurship, organizational learning, innovativeness, market
orientation, and autonomy.

The information obtained from comparing the consistency between
quantitative and qualitative results showed that SEM of E-Marketing capabilifiés of
accommodation business in southemn provinces which were found from the
quantitative research showed major consistency with the qualitative data.



