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รูปแบบกลยุทธ์การสื่อสารการตลาดภายในที่มีประสิทธิผล
ต่อความไว้วางใจของพนักงานต่อตราโรงแรม

e ect e ter l r et  omm c t o  Str te  o el or 
mplo ee  r t  otel r

นัทธ์ ทัย  เถาตระกูล1  และ ดร.ปริญ  ลัก ิตามา 2

บทคัดย่อ
  การ กึ า จิยัเรือ่ง กลยทุธ์การ ือ่ ารการตลาดภายในทีม่ปีระ ทิธผิลต่อค ามไ ้ างใจของพนกังานในตราโรงแรม 
มีจุดประ งค์ (1) เพื่อ ึก าองค์ประกอบ �าคัญของระบบการ ื่อ ารการตลาดภายใน ที่มีผลใ ้พนักงานเกิดค ามไ ้ างใจ 
ต่อตราโรงแรม (2) เพื่อ ิเคราะ ์ค าม ัมพันธ์ของการ ื่อ ารการตลาดภายใน ที่มีผลใ ้พนักงานเกิดค ามไ ้ างใจ 
ต่อตราโรงแรม (3) เพือ่ก�า นดรปูแบบกลยทุธ์การ ือ่ ารการตลาดภายในทีม่ปีระ ทิธผิลต่อโรงแรมในการ ร้างใ พ้นกังาน 
มีค ามไ ้ างใจต่อตราโรงแรม  กลุ่มตั อย่างที่ใช้ ึก า คือ พนักงานโรงแรมจ�าน น 1,001 คนในจัง ัดเชียงใ ม่ ซึ่ง 
เป็นจัง ัดที่มีการขยายตั ของธุรกิจโรงแรมค่อนข้าง ูง และเป็นจัง ัดที่มีอัตราการขยายตั ของนักท่องเที่ย มากขึ้น 
การเก็บร บร มข้อมูลด�าเนินการระ ่างเดือนตุลาคม – พฤ จิกายน 2555 ถิติที่ใช้ในการ ิเคราะ ์ข้อมูล ได้แก่  
การแจกแจงค ามถี่ ค่าร้อยละ ค่า ถิติไค แค ร์ และโมเดล มการโครง ร้าง (Structural Equation Modeling)  
ผลการ ึก า พบ ่า กลยุทธ์การ ื่อ ารการตลาดภายในมีค าม ัมพันธ์ในทางตรงและทางอ้อมต่อค ามไ ้ างใจของ
พนักงาน ซึ่งมีอิทธิพลผ่านค ามเชื่อมั่นในค าม ามารถของตน โดยที่ผู้บริ าร ามารถน�าตั แบบที่พัฒนานี้ประยุกต์ใช้
�า รับการพัฒนาโรงแรม ด้ ยการเ ริม ร้างใ ้พนักงานมีค ามไ ้ างใจกับตราโรงแรมผ่านกลยุทธ์การ ื่อ ารการตลาด

ภายในร่ มกับการ ร้างใ ้พนักงานมีค ามเชื่อมั่นในค าม ามารถของตน

ค�ำส�ำคัญ: การ ื่อ ารการตลาดภายใน ค ามเชื่อมั่นในค าม ามารถของตน ค ามไ ้ างใจ พนักงานโรงแรม 
ABSTRACT
  The objectives of this study were to (1) investigate the important elements of internal marketing 
communication system toward employee’s trust on the hotel branding  (2) analyze the relationship  
of internal marketing communication which have effects on the employees’ trust on the hotel  
branding and (3) set up a strategic format for internal marketing communication which have effects  
on the hotel and build employees’ trust on the hotel branding. The subjects were 1,001 hotel  
employees in Chiang Mai which is a city with the high expansion of hotel business as well as a city  
with the high growth rate of tourists. The period of study was from October to November 2012.  
The statistics used to analyze the data were frequency distribution, percentage, chi-square, and the 
structural equation model. The results show that internal marketing communication plays the  
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motivate them to work more effectively. Moreover, 
the self-efficacy is a philosophy developed by 
Bandura (1997) believing that the factors which 
have effects on work proficiency depend on the 
acknowledgement of one’s ability in that situation 
and one’s own confidence as well as the prediction 
of the work outcome rather than relying on the 
past outcome (Moungmee et al., 2014). This means 
that the belief in one’s ability is related to the 
efficiency in providing services to customers. 
Therefore, the researcher was interested in  
studying the importance of having confidence on 
one’s own abilities, the communication system 
and trust to find out the relationship among these 
variables whether they have direct or indirect  
effects. Another goal was to summarize these 
variables’ relationship to develop marketing  
strategy for each type of hotels and for entrepre-
neurs to operate their hotels efficiently by relying 
on their internal strength.

OBJECTIVES
  (1) To investigate the important elements 
of internal marketing communication system  
toward employee’s trust on the hotel branding.  
  (2) To analyze the relationship of internal 
marketing communication which have effects on 
the employees’ trust on the hotel branding.  
  (3) To set up a strategic format for internal 
marketing communication which have effects  
on the hotel and build employees’ trust on the  
hotel branding.

HYPOTHESES
  H1: Internal marketing communication has 
causal relationship with employee’s trust in hotel       
branding.
   H2: Self-efficacy on service provision has 
causal relationship with employee’s trust in hotel 

branding.
  H3: Internal marketing communication has 
causal relationship with employee’s self-efficacy 
on service  provision.

LITERATURE REVIEW
  Internal marketing communication is the 
first thing that an organization must realize its  
importance to manage their internal branding 
permanently. (Zucker, 2002) The present  
organization management gives the importance 
on both external customers and internal  
customers or employees, as well as the internal 
communication system to let the outsiders know 
the same information as what the employees  
understand. (Dolphin, 2005) 
  Hotel business and service provision are  
inseparable. The hotel that serves customers to 
their satisfaction will have better impacts on their 
organization than that which does not respond to 
customers’ needs. To provide good services, the 
hotel should consist of ready facilities, devices 
and technology as well as a communication  
system to mobilize strategy and all internal and 
external administrating activities to reach the 
goals. However, for the hotel to progress and  
advance quickly, there should be a foundation of 
effective internal communication system and have 
employees as important assets to operate the 
whole operation. For a hotel which is unable to 
administer the communication among employees 
in the same direction, the administrating pattern 
leading to customers will be different and will 
eventually have negative impacts on the hotel. 
(Proctor & Doukakis, 2003)
  Moreover, trust relationships are built over 
years. Commitment and loyalty are trust based 
relationship. (Baruch, 1998) When employees 
have trust on their brand of the hotel, they  
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RESULTS
  For the analysis on internal marketing 
communication within the hotels, the self-efficacy,
the trust on the hotel branding, it was found that 
the employees from independent hotels had high 
level of satisfaction (at  = 3.53) on the overall 
image of the management of information through 
hotel channels in distributing information. For the 
acknowledgement and understanding the hotel 
marketing information, the level of satisfaction 
was high (at  = 3.88). For the communication 
climate about the relationship among employees,
 the satisfaction was on a high level (at   = 4.02). 
The quality and the reliability of the information 
were at a high level (at   = 3.97). For the motivation
to work, the satisfaction was at a high level (at 

  = 3.85) and the same is true for the employees’
opinions on the overall aspect of their own 
self-efficacy at  = 4.01.The trust on the hotel 
branding was at high levels of   = 3.92.
  For the analysis on Thai chain hotel, it was 
found that the employees had opinions on 
overall communication system of the hotel, 
managing information, and channels that hotels 
used to communicate with employees at high 
levels (   = 3.84). For the acknowledgement and 
understanding the hotel marketing information, 
the satisfaction was at a high level (   = 4.00). For 
the communication climate about the relationship
among employees, the level was high (  = 4.02). 
The quality and the reliability of the information 
were at a high level (  = 4.10). For the motivation 
to work, the satisfaction was high at (  = 3.96) 
and the same is true for the employees’ opinions 
on the overall aspect of their own self-efficacy 
at   = 3.94. The trust on the hotel branding 
was high at   = 3.53.
   When the multicollincarity was tested for 
the relationship among the independent variables 
like internal marketing communication, self-effica-

cy and trust on hotel branding in this study, it was 
found that all these independent variables did 
not show high relationship (r < 0.80) which did not 
cause multicollincarity. This made all the vari-
ables used in this study appropriate for analyzing 
the methods of internal marketing communication
to build trust to hotel branding.
  For the results of the analysis to test the 
validity in each elements of strategy of internal 
marketing communication enhancing trust on 
hotel branding by analyzing on confirmatory 
factor analysis (CFA), there was a validity due to 
factor loading value was higher than 0.30. 
(Grid Rangsungnoen, 2010). The results show that 
for the factors to test internal marketing 
communication, the acknowledgment and 
understanding of information on hotel marketing, 
the motivation to work, the relationship among 
employees, the quality and the reliability of the 
information, the factor loading were at 0.887, 
0.552, 0.521, 0.361, and 0.354 respectively.
  For the test on self-efficacy, the experi-
ences from observing other successes, the verbal 
motivation, the experiences of their own successes
and emotional stimulation, the factor loading 
were at 0.634, 0.581, 0.528, and 0.513 respectively.
  For the test on employees’ trust, the trust 
on each employees’ personality, the trust on 
employees’ abilities to work, the trust on 
providing services to hotel guests, and trust in 
third-party, the factor loading were at 0.652, 
0.501, 0.471, and 0.371 respectively.
  For the results of the analysis on structural 
equation model analysis (SEM), strategy on 
internal marketing communication to build trust 
on hotel branding, it was found that they were 
in accordance with the evident data. From the 
overall concordance of the model, it shows that 
the chi-square test had no statistics significance at 
0.05 (P = 0.102; ≥ 0.05) which was within the set 
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Figure 1:  Model of relationship of strategic internal marketing communication enhancing employee’s  
   trust for hotel branding 

  The results of the study can be adapted to 
improve the hotel and to increase the hotel  
efficiency in marketing administration. The  
researcher has presented guidelines to improve 
the hotel by the executives or the entrepreneurs 
who first have to enhance trust among employees 
on the hotel branding. They can gain this by using 
strategy on internal marketing communication  
as well as enhance employees’ confidence on 
their self-efficacy. For the recommendation of  
future research on the sample group, there 

should be a comparison on international chain 
hotel that plays more roles and have big impacts 
on independent hotel as well as Thai chain  
hotel businesses. Moreover, there should be 
more in-depth interviews on employees for each 
type of hotels. In addition, the factors on  
population like level of education, level of  
income per month and the size of different  
hotel types such as small hotel, medium size  
hotel, and big hotel should be used for analyzing 
and comparing among all different hotels.

Internal marketing communication
Information management of the hotel
• Communication channel
• Acknowledgement and 
 understanding the hotel marketing 
 information 
Communication climate of the hotel

• Relationship among employees
• Quality and reliability of the 
 information
• Motivation to work

Direct effect = 0.074*

Indirect effect = 0.098*

Direct effect = 0.180*

Self-efficacy
• Experience of their 
 own success
• Experience from  
 observing other  
 success
• Verbal motivation
• Emotional Stimu- 
 lation

Trust 
• Trust on each employees’  
 personality
• Trust on employees’ ability  
 to work
• Trust on providing services  
 to hotel guests
• Trust in third-party

Direct effect = 0.544*

������ -4.indd   71 24/12/2557   11:28:30



วารสาร สมาคมนักวิจัย ปีที่ 19 ฉบับที่ 3 กันยายน - ธันวาคม 2557 Journal of the Association of  Researchers   Vol.19 No.3 September - December 201472

REFERENCES
  1997  Self-efficacy: The exercise of control.       

 19  -     Anxiety Research, 1  77-9  
      2 11   Report of Northern Region Business Trend for First 

Trimester, 2011.          
   

  199         Human System Management, 17 2  
135  1 3

   2  Performance management from the employee perspective: A phenomenological 
study.     

   2 5       Journal of Marketing  
Communications, 11 3  171-19

  199            Academy of  
Management Review,  21  1112-11 2

  2 1  Factor analysis with SPSS and AMOS for research.  -  
 

         2  Multivariate data analysis.    
    

  2  The role of self efficacy in employee commitment.    
      

     2 1     -  - -    
-       -       

 -  Journal of Applied Psychology,  -92
  2  Statistics for Research,      

      
       2 1        
        Journal of the Association 

of Researchers, 19 1  2 -33   
         197        

      Organizational Behavior and Human Performance, 
12  231- 2
    2 11  The 2003 Hotels and Guest House Survey.    2 12  

 9 11 2   
       2 13       
      5     Journal of the  

Association of Researchers, 1  3  1 2-11   
     2 7             

 Journal of Brand Management, 15  57-7

������ -4.indd   72 24/12/2557   11:28:30



Journal of the Association of  Researchers   Vol.19 No.3 September - December 2014 73

Proctor, T., & Doukakis, I. (2003). “Change Management: the Role of Internal Communication and 
Employee development.” Corporate Communications: An International Journal, 8(4), 268-277.

Saris, W. E., & Strenkhost, L. H. (1984). Causal modeling non experimental research: An  introduction to 
the Lisrel approach. Dissertation Abstract International, 47(7), 2261-2262. 

Tabachnick, B. G., & Fidell, L. S. (1996). Using multivariate statistics. (3rd ed.). New York: Harper Collins.
_____  (2008). Thai hotels change to counterpart international chain hotel. Weekly Manager Online. 

Retrieved August 5, 2012, from http://www.gotomanager.com/news/printnews.aspx?id=66145.  
(in Thai)

Zeffane, R., Tipu, S., & Ryan, J.C. (2011). Communication, commitment & trust: Exploring the triad. 
International Journal of Business and Management, 6(6), 77-87. 

Zucker, R. (2002). More than a name change - Internal branding at Pearl. Journal of Supply Chain  
Management, 6(4), 24–27. 

������ -4.indd   73 24/12/2557   11:28:30


