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บทคัดย่อ
  การýกึþาüจิยัเรือ่ง กลยทุธ์การÿือ่ÿารการตลาดภายในทีม่ปีระÿทิธผิลต่อคüามไü้üางใจของพนกังานในตราโรงแรม 
มีจุดประÿงค์ (1) เพื่อýึกþาองค์ประกอบÿ�าคัญของระบบการÿื่อÿารการตลาดภายใน ที่มีผลใĀ้พนักงานเกิดคüามไü้üางใจ 
ต่อตราโรงแรม (2) เพื่อüิเคราะĀ์คüามÿัมพันธ์ของการÿื่อÿารการตลาดภายใน ที่มีผลใĀ้พนักงานเกิดคüามไü้üางใจ 
ต่อตราโรงแรม (3) เพือ่ก�าĀนดรปูแบบกลยทุธ์การÿือ่ÿารการตลาดภายในทีม่ปีระÿทิธผิลต่อโรงแรมในการÿร้างใĀ้พนกังาน 
มีคüามไü้üางใจต่อตราโรงแรม  กลุ่มตัüอย่างที่ใช้ýึกþา คือ พนักงานโรงแรมจ�านüน 1,001 คนในจังĀüัดเชียงใĀม่ ซึ่ง 
เป็นจังĀüัดที่มีการขยายตัüของธุรกิจโรงแรมค่อนข้างÿูง และเป็นจังĀüัดที่มีอัตราการขยายตัüของนักท่องเที่ยüมากขึ้น 
การเก็บรüบรüมข้อมูลด�าเนินการระĀü่างเดือนตุลาคม – พฤýจิกายน 2555 ÿถิติที่ใช้ในการüิเคราะĀ์ข้อมูล ได้แก่  
การแจกแจงคüามถี่ ค่าร้อยละ ค่าÿถิติไคÿแคüร์ และโมเดลÿมการโครงÿร้าง (Structural Equation Modeling)  
ผลการýึกþา พบü่า กลยุทธ์การÿื่อÿารการตลาดภายในมีคüามÿัมพันธ์ในทางตรงและทางอ้อมต่อคüามไü้üางใจของ
พนักงาน ซึ่งมีอิทธิพลผ่านคüามเชื่อมั่นในคüามÿามารถของตน โดยที่ผู้บริĀารÿามารถน�าตัüแบบที่พัฒนานี้ประยุกต์ใช้
ÿ�าĀรับการพัฒนาโรงแรม ด้üยการเÿริมÿร้างใĀ้พนักงานมีคüามไü้üางใจกับตราโรงแรมผ่านกลยุทธ์การÿื่อÿารการตลาด
ภายในร่üมกับการÿร้างใĀ้พนักงานมีคüามเชื่อมั่นในคüามÿามารถของตน

ค�ำส�ำคัญ: การÿื่อÿารการตลาดภายใน คüามเชื่อมั่นในคüามÿามารถของตน คüามไü้üางใจ 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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RESEARCH PROBLEM
  )PUFM CVTJOFTT JT BO JNQPSUBOU GPVOEBUJPO 
GBDUPS UP TVQQPSU UPVSJTN HSPXUI BOE QMBZT B  
SPMF JO EFWFMPQJOH OPSUIFSO FDPOPNZ� 5IJT DBO  
CF TFFO JO UIF UIJSE RVBSUFS PG 2�11 XIFO UIF 
OPSUIFSO IPUFM CVTJOFTT HSFX ESBNBUJDBMMZ� 5IFSF 
XBT BMTP BO JODSFBTF JO UIF SPPN SBUFT EVSJOH  
UIF IJHI TFBTPO UP TVJU UIF HSPXUI PG CPUI 5IBJ 
BOE *OUFSOBUJPOBM UPVSJTUT� 5IJT DBO CF TFFO GSPN 
UIF 11��� HSPXUI PG UIF OVNCFS PG QBTTFOHFST  
BU UIF OPSUIFSO BJSQPSUT JO UIF TBNF QFSJPE  
MBTU ZFBS� 5IF NPTU HSPXUI XBT BU $IJBOH .BJ  
*OUFSOBUJPOBM "JSQPSU BOE 1IJUTBOVMPLF "JSQPSUT  
BU 11�9� BOE 79�5� SFTQFDUJWFMZ� 	#BOL PG  
5IBJMBOE
 2�11
 *O BEEJUJPO
 UIF OVNCFS PG IPUFM 
HSPXUI JO $IJBOH .BJ JO 2�11 TIPXT UIBU UIFSF 
XFSF ��7 IPUFMT JO BMM BOE UIJT XBT BO JODSFBTF 
GSPN ZFBS 2�1� PG 37 IPUFMT� 5IJT OVNCFS BMTP 
TIPXT BO JODSFBTF GSPN ZFBS 2��1 PG 231 IPUFMT� 
	0GųDF PG /BUJPOBM 4UBUJTUJDT
 2�11

  5IFSF BSF UXP UZQFT PG CJH BOE TNBMM  
IPUFM NBOBHFNFOU JO $IJBOH .BJ� 5IFZ BSF  
JOEFQFOEFOU IPUFM BOE IPUFM DIBJO� 'PS UIF  
JOEFQFOEFOU IPUFM
 UIF PXOFS SVOT UIF IPUFM CZ 
IJNTFMG�IFSTFMG� 'PS UIF IPUFM DIBJO
 UIFSF BSF 
5IBJ DIBJO IPUFM BOE JOUFSOBUJPOBM IPUFM DIBJO� 
5IF MBUUFS JT UP BENJOJTUFS BMM IPUFMT UPHFUIFS  
VOEFS TJNJMBS PS UIF TBNF TZTUFN� 'SPN 2��7
 
NPSF JOUFSOBUJPOBM DIBJO IPUFM IBT FYQBOEFE 
UIFJS JUT CVTJOFTT JO 5IBJMBOE JODMVEJOH $IJBOH .BJ� 
5IF NBKPSJUZ PG UIF 5IBJ PXOFST BSF POMZ UIF  

JOWFTUPST BOE UIFZ MFU UIF JOUFSOBUJPOBM DIBJO SVO 
UIF IPUFM� 5IJT JT CFDBVTF UIFZ DBO OPU PQFSBUF 
UIF IPUFMT CZ UIFNTFMWFT EVF UP UIF NPSF JOUFOTF 
DPNQFUJUJPO JO BMM BTQFDUT� 5IF JOUFSOBUJPOBM 
DIBJO IPUFM VTFT JUT TUSPOH OFUXPSL NBSLFUJOH  
UP TUSFOHUIFO JUT IPUFM BOE MVSF NPSF UPVSJTUT  
UP TUBZ JO UIF IPUFM� 'PS UIF JOEFQFOEFOU IPUFM  
PS UIF 5IBJ DIBJO IPUFM
 JU DBO CF TBJE UIBU  
UIF OFUXPSL JT OPU BT TUSPOH BT UIBU PG UIF  
JOUFSOBUJPOBM IPUFM DIBJO� .BKPSJUZ PG JOUFSOBUJPOBM 
UPVSJTUT PS PWFSTFBT UPVS DPNQBOJFT EP OPU LOPX 
UIF TUBOEBSE PG FBDI 5IBJ IPUFM� "T B SFTVMU
  
UIFZ NPTUMZ DIPPTF UP TUBZ BU UIF JOUFSOBUJPOBM 
DIBJO IPUFMT� 5IJT IBT FGGFDUT PO CPUI 5IBJ DIBJO 
IPUFMT BOE JOEFQFOEFOU IPUFMT GPS GFBS PG UIF  
FYQBOTJPO PG JOUFSOBUJPOBM DIBJO IPUFMT� "OPUIFS 
DPODFSO JT UIF PWFSTVQQMZ PG SPPNT JO $IJBOH .BJ� 
"MM UIFTF SFTVMU $IJBOH .BJ FOUSFQSFOFVST UP QMBO 
BOE BEBQU UIFJS IPUFMT UP CF NPSF JOUFSOBUJPOBM� 
5IJT JT B XBZ UP DPVOUFSQBSU UIF JOŴVY PG  
JOUFSOBUJPOBM DIBJO IPUFM� 	5IBJ IPUFMT DIBOHF UP 
DPVOUFSQBSU JOUFSOBUJPOBM DIBJO IPUFM
 2���

  5IFSFGPSF
 UIF SFTFBSDIFS XBT JOUFSFTUFE  
JO TUVEZJOH UIF NBSLFUJOH VOJUT PG $IJBOH .BJ  
IPUFMT XIJDI XFSF SVO CPUI CZ 5IBJ DIBJO IPUFM 
BOE JOEFQFOEFOU IPUFMT� 5IF SFTFBSDIFS GPDVTFE 
PO UIF FGGFDUT PO JOUFSOBM NBSLFUJOH DPNNVOJDBUJPO 
PO JOUFSOBM CSBOEJOH UP TUSFOHUIFO UIF IPUFM 
UISPVHI FNQMPZFFT XIP QMBZ B SPMF JO CSJOHJOH 
TVDDFTT PS GBJMVSF UP UIF IPUFM� 5IF SFTFBSDIFS  
QVU BO FNQIBTJT PO FNQMPZFFTĴ USVTU UIBU DBO 

TJHOJųDBOUMZ FGGFDU UP FNQMPZFFTĴ USVTU XIJDI TVHHFTUFE UISPVHIPVU TFMG FGųDBDZ� 5IF SFTVMUT PG UIF 
TUVEZ DBO CF BQQMJFE UP EFWFMPQ UIF IPUFM BOE FOIBODF UIF QSPųDJFODZ PG NBSLFUJOH NBOBHFNFOU  
CZ UIF FOUSFQSFOFVST TIPVME ųSTU FOIBODF FNQMPZFFTĴ USVTU UP UIF IPUFM CSBOE CZ VTJOH UIF TUSBUFHJD 
JOUFSOBM NBSLFUJOH DPNNVOJDBUJPO UP CVJME VQ FNQMPZFFTĴ DPOųEFODF�

Keywords: *OUFSOBM NBSLFUJOH DPNNVOJDBUJPO 4FMG FGųDBDZ 5SVTU $PNNJUNFOU )PUFM FNQMPZFF     
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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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VTVBMMZ IBWF DPNNJUNFOU BOE UIJT CSBOE USVTU 
CFDPNFT QBSU PG UIFJS QFSTPOBMJUZ BOE IPX UIFZ 
MJWF UIFJS MJGF 	1BUDIBSBQJOZPQPOH FU BM�
 2�13
� 
5IFTF SFTVMUT JO UIF QSPNJTF GSPN UIF IPUFM  
FYUFOEFE UP JUT FNQMPZFFT� *O BEEJUJPO
 UIF  
SFTVMUT PG +VEHF � #POPĴT TUVEZ 	2��1
 JOEJDBUF 
UIF JNQPSUBODF PG IBWJOH TFMG- FGųDBDZ
 JOUFSOBM 
MPDVT PG DPOUSPM BOE TFMG-FTUFFN� 5IFTF GBDUPST 
QMBZ JNQPSUBOU SPMFT PO XPSL SFTVMUT� #BOEVSB 
	19��
 CFMJFWFT UIBU IBWJOH POFĴT PXO TFMG-FGųDBDZ 
JT FTTFOUJBM BOE XJMM IBWF FGGFDUT PO IJT�IFS XPSL� 
5XP XPSLFST NBZ IBWF UIF TBNF BCJMJUZ CVU NBZ 
IBWF EJGGFSFOU XBZT PG TIPXJOH UIFJS BCJMJUJFT BOE 
JO EJGGFSFOU RVBMJUZ MFWFMT� 5IF JNQPSUBOU QBSU JT 
UIBU FBDI FNQMPZFF NBZ XPSL UP TIPX IJT�IFS 
PXO BCJMJUJFT EJGGFSFOUMZ JO EJGGFSFOU TJUVBUJPOT� 
5IJT TIPXT UIBU POFĴT PXO BCJMJUZ JT ŴFYJCMF BOE 
DBO CF BEBQUFE BDDPSEJOH UP UIF DJSDVNTUBODFT� 
5IFSFGPSF
 XIBU DBO CF BO JOEJDBUPS GPS FBDI  
FGųDJFOU XPSL BOE IPX FNQMPZFFT QFSGPSN UIF 
XPSL NFBO UIF VOEFSTUBOEJOH PG FNQMPZFFT PXO 
BCJMJUJFT VQPO FBDI TJUVBUJPO� 'PS FYBNQMF
 JG  
BO FNQMPZFF VOEFSTUBOET POF XPSL BOE IBT  
DPOųEFODF JO IJT�IFS PXO BCJMJUZ
 IF�TIF XJMM CFTU 
TIPX XIBU IF�TIF DBO EP XJUI BUUFNQUT BOE  
OFWFS HJWFT VQ VOUJM UIF UBTL JT BDDPNQMJTIFE�

METHODOLOGY 
  Population and Samples
  5IF QPQVMBUJPO BOE TBNQMFT GPS UIJT TUVEZ 
XFSF FNQMPZFFT XPSLJOH JO UIF 5IBJ DIBJO IPUFM 
BOE JOEFQFOEFOU IPUFMT JO $IJBOH .BJ� 5IF  
SFTFBSDIFS EJWJEFE UIF TVCKFDUT JOUP UXP HSPVQT� 
5IF ųSTU HSPVQ XIJDI UIF SFTFBSDIFS IBE JO-EFQUI 
JOUFSWJFXT XFSF � FYFDVUJWFT XPSLJOH JO CPUI 
LJOET PG IPUFMT� 5IF TFDPOE HSPVQ XBT HJWFO 
RVFTUJPOOBJSFT BOE UIFSF XFSF 1
��1 FNQMPZFFT 
JO FBDI EJWJTJPO XPSLJOH JO CPUI 5IBJ IPUFM DIBJO 
BOE JOEFQFOEFOU IPUFMT JO $IJBOH .BJ� 5IF UPUBM 

OVNCFS PG UIF XIPMF TVCKFDUT XBT 1
��1 QFPQMF� 
5IJT TBNQMF XBT BQQSPQSJBUF GPS VTJOH JO UIJT  
SFTFBSDI BT JU XBT JO BDDPSEBODF XJUI 5BCBDI-
OJDLĴT BOE 'JEFMMĴT QIJMPTPQIZ 	199�
� 5IFZ TUBUF 
UIBU UP TFU UIF BQQSPQSJBUF TBNQMF TJ[F UP CF 
VTFE XJUI UIF DPOųSNBUPSZ GBDUPS BOBMZTJT 	$'"
 
BOE TUSVDUVSBM FRVBUJPO NPEFMJOH 	4&.

 UIF  
OVNCFS TIPVME CF GSPN 1��-2��� 8IFO B  
SFTFBSDIFS XPVME MJLF UP IBWF NPSF DPOųEFODF JO 
UIF TUVEZ
 UIF TBNQMF TJ[F TIPVME CF BSPVOE 3��� 
5IJT JT JO BDDPSEBODF XJUI )BJS FU BM�
 	2���
 XIP 
VTFE UIF SBUJP PG UIF QPQVMBUJPO BOE TBNQMF TJ[F 
PG BU MFBTU 1�-2� UJNFT PG UIF WBSJBCMFT� 'PS UIJT 
SFTFBSDI
 UIF SFTFBSDIFS TFU UIF QPQVMBUJPO BOE 
TBNQMF TJ[F BU 15 UJNFT BOE UIFSF XFSF 57 JUFNT 
PO UIF RVFTUJPOOBJSFT� 5IFSFGPSF
 UIF OVNCFS PG 
UIF QPQVMBUJPO BOE TBNQMF TJ[F XBT BU MFBTU 
	15Y57
 � �55 TBNQMFT�
  Research Methods
  5IJT SFTFBSDI VTFE UIF DPNCJOBUJPO PG 
RVBOUJUBUJWF BOE RVBMJUBUJWF SFTFBSDI CZ TUBSUJOH 
PO MJUFSBUVSF SFWJFX PG SFMFWBOU TUVEJFT BT XFMM  
BT JOUFSWJFXT PO IPUFM FYFDVUJWFT UP HBUIFS EBUB 
CFGPSF VTJOH JU GPS XSJUJOH RVFTUJPOOBJSFT JUFNT�  
"GUFS UIBU
 UIF PVUMJOF PG UIF RVFTUJPOOBJSFT  
XBT UFTUFE GPS UIFJS WBMJEJUZ
 BOE *0$ 	*OEFY  
PG JUFN PCKFDUJWF DPOHSVFODF
 XIJDI UIFJS WBMVFT 
TIPVME CF IJHIFS UIBO ��5� "OPUIFS UFTU XBT UP 
UFTU JUT SFMJBCJMJUZ XIJDI TIPVME CF IJHIFS UIBO  
��7� 	,BOMBZB 8BOJDICBODIB
 2���
� 5IFO
 �� 
RVFTUJPOOBJSFT XFSF VTFE BT QSF-UFTU CFGPSF  
UIFZ XFSF VTFE UP DPMMFDU EBUB GSPN 0DUPCFS UP 
/PWFNCFS
 2�12�
  5IF EBUB BOBMZTJT GPS UIJT SFTFBSDI XBT 
4144 GPS XJOEPX BOE ".04 QSPHSBN� 5IF TUBUJTUJDT 
 XFSF GSFRVFODZ
 QFSDFOUBHF
 NFBO
 TUBOEBSE  
EFWJBUJPO� 5IF VUJMJ[FE BOBMZTJT XBT DPOųSNBUPSZ 
GBDUPS BOBMZTJT 	$'"
 BOE TUSVDUVSBM FRVBUJPO  
NPEFMJOH 	4&.
�
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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*
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