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Abstract

The purpose of this research was to investigate the effects of strategic marketing
public relations using organizational images of hotel businesses in the northeast region of
Thailand by using a questionnaire as a tool for collecting data from 128 executives of
hotel businesses in the northeast region. Data were analyzed by using multiple correlation
analysis, simple regression analysis and multiple regression analysis. The results of the
research indicated that: 1) strategic marketing public relations in dimensions of product
placement had correlation and effects in a positive way with organizational image in the
types of believe and acceptance, veneration and faith, and administration dexterity. 2)
strategic marketing public relations in the section of event sponsorship had correlation
and positively affected organizational image in the aspects of veneration and faith. In
summation, the strategic marketing public relations has correlation and effects in positive
ways with the organizational images. Therefore hotel business executives should use this
data to reveal strategic marketing public relations as a pathway to job management and
build organizational images in the proper context for long term success. In addition, the
results could increase efficiency and effectiveness for the hotel businesses and other
businesses which are interested in using these study results as guidelines for developing

business related operations in the future.
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ﬁmﬁu@i’wag’lm:ﬁuﬂmﬂmu
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LLa:mwé'ﬂmimﬁmVl@Tﬁﬂé’Nﬂi:%ﬂ%LLﬂﬂWﬂag
321319 0.769 - 0.8686’§uag’1u‘§:€1‘umﬂﬂ'51 0.7
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16 (NunnallyuazBernstein, 1994) m3IaeA
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RIPENN] @Gg‘iﬁ"ﬂi‘i\‘] LLiSJI%ﬂ’]ﬂ@Iz’QJ’u?] anldeanile

Ay

oIr MPE MPS MPC MPP VIFs
X 3.69 3.62 3.51 3.52 3.59
S.D 0.48 0.53 0.67 0.64 0.63
oIr 0.533* 0.357* 0.477* 0.619*
MPE 0.499* 0.679* 0.630* 2.475
MPS 0.323* 0.452* 1.396
MPC 0.552* 1.960
MPP 1.826
* fpidyneshanisiy 0.0

INANTN 1 WU A IBRIzLeas
v a s o 6o d' a & .
AUBUAMUTFNARTNWDI1tAaL % Multicol-
linearity 91w §IT839YMIMAREY Multicol-
linearity lag e VIFs U5ingdn ¢ VIFs 284
AU T88Ir MIUTETRNAUTNITAIALEING

q‘nﬁ FA1AIue 1.396 - 2.475 DIddtaanIn

10 LRI TBaTE AN UFN AU NWlIT AU

nldnaliifeilgwi Multicollinearity (Black,

2006)

o o o a £ o o a
M1319 2 ﬂ’]i‘ﬂ@]ﬁﬂﬂﬂ’l’]&lﬁ&lwuﬁ("ﬂE’J\‘]allﬂ‘izﬁ‘ﬂﬁﬂ']iﬂ(ﬂﬂ§]ﬂﬂUﬂWWﬂﬂHﬂIﬂGﬁﬂ‘ﬂ(ﬂU‘S’J&I“Ilé]x‘]]%'iﬂ‘ﬂ
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1. AWNIIETY ﬁ%%ﬁ%ﬂii&l

ﬁmmiﬁammaﬂamamm Rkl

2.
3. snuwmIiNaianInes
4.

AUNITTANIFAUINEA D A

(OIT)
P t p-value
dnilsz@nd AMNAAA
n1InnAnasy tﬂﬁaumﬂmsg']u
1.559 0.244 6.388 0.000*
0.143 0.098 1.459 0.147
0.032 0.058 0.549 0.584
0.087 0.072 1.209 0.229
0.334 0.071 4.716 0.000*

F =22.681 p=0.000 AdjR?= 0.406

* npdAn1IananIzay 0.05
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