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Abstract

This research aimed to study a confirmatory component model analysis of marketing
innovations to promote tourism of SMEs in Sakon Nakhon Province during the Covid-19 era.
The sample were 470 entrepreneurs of small and medium enterprises (SMEs) in 18 districts
in Sakon Nakhon Province. The research tool was a questionnaire. and the statistics of
confirmatory component analysis were used. The oblique rotation was applied by using
Varimax and maximum likelihood estimation to verify the validity of the structural equation
model. The results showed that a confirmatory component model analysis of marketing
innovations to promote tourism of SMEs in Sakon Nakhon Province during the Covid-19 era
consists of 3 components: 1) the application of innovative marketing processes, 2) new
business processes, and 3) business information system using and control. The results of the
assumption-based structural equation model were consistent with the empirical data, and
a confirmatory component model analysis of marketing innovations to promote tourism of

SMEs in Sakon Nakhon Province during the Covid-19 era was structural precision.

Keywords: Marketing innovation, Small and Medium Enterprises, Digital marketing, Sustainable

Tourism promotion
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Table 1 The data suitability assessment of Factors influencing the application of marketing
innovations to promote tourism of SMEs in Sakon Nakhon Province during the

Covid-19 era to factor analysis

Number of Bartlett’s Test of Sphericity
Questionnaire questions KMO Approx. .

Factors influencing the application of

marketing innovations to promote

) ) 20 .836 6412.866 190 .000*

tourism of SMEs in Sakon Nakhon

Province during the Covid-19 era

*P<.05
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Table 2 Elemental analysis results of factors influencing the application of marketing

innovations to promote tourism of SMEs in Sakon Nakhon Province during the

Covid-19 era
Th percent of  percent of
e
Elements name eigen value variance cumulative
element .
variance
1 The application of innovative 7.396 36.979 36.979
marketing processes (MKTIA)
2 New business processes (NBIZP) 3.302 16.512 53.491
3 Business information system using 1.619 8.096 61.587

and control (BINCT)

NFIATIENBIAUTENDUNEININNTUYULNUMETT Varimax wdaliesrusenaunisuszand
THuinnssumensmanailedaaiunisvieadisrvedianviavuianarsuazsuingen Janinanauns
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Table 3 The variable grouping of factors influencing the application of marketing innovations

to promote tourism of SMEs in Sakon Nakhon Province during the Covid-19 era

The factor analysis of factors influencing the application of marketing innovations to

promote tourism of SMEs in Sakon Nakhon Province during the Covid-19 era

ltems Variables Loading Mean S.D.

Element 1 The application of innovative marketing processes (MKTIA)

Ad  Application of innovation or information technology in
861 3.72  .840
organizational marketing
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Table 3 The variable grouping of factors influencing the application of marketing innovations
to promote tourism of SMEs in Sakon Nakhon Province during the Covid-19 era (Continue)

The factor analysis of factors influencing the application of marketing innovations to

promote tourism of SMEs in Sakon Nakhon Province during the Covid-19 era

Items Variables Loading Mean S.D.

A6  Application of innovation or marketing information
.801 3.63  .866
technology of employees

A3 Shared value of learning and using innovation or
o ) ) , 794 388 .871
marketing information technology in business

A5 Learning to use innovation or information technology in
793 368  .736

marketing
Al  Creating new channels or distribute products 627 391 876
A2 Modern marketing communications affect business 617 374 934

Element 2 New business processes (NBIZP)

A16 The application of innovation in business processes
o . N .881 325  .890
that affects the determination of Pricing conditions

Al3  Applying innovation to new products or services .789 3.24 1.004

Researching and seeking new niche markets with the
Al7 o , ) . 787 339  .829
application of innovation and creating new products

Modifying forms and methods of providing services to
Al15 . 614 3.43  .866
customers in new ways

Using innovation to apply in promotion or marketin
Al12 s ) PRy Inp s 522 3.45 825
promotion

Element 3 Business information system using and control (BINCT)

Using tools or software applied the marketing
Al1l _ ) 822 321 889
strategies, targeted, or customer in the future

How much support the business system program from
A20 .783 3.06 1.093
the government?

Using of marketing information systems; or a program
Ald ) 136 333 930
used to plan and manage the supply chain

Being affected by changes in government policies
A19 regarding the acceleration of service innovation or .692 339  1.061

online application from the government sector

Training on the use of information technology or the
A18 . . o o 534 313 982
use of new innovations within the organization

Parichart Journal A Confirmatory Component Model Analysis of Marketing Innovation Factors to
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Figure 1. The model of factors influencing the application of marketing innovations to promote

tourism of SMEs in Sakon Nakhon Province during the Covid-19 era
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