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Abstract

This research aimed to examine the levels of perceptions toward digital integrated marketing
communication (DIMC), brand awareness, and brand engagement among sports tourists in Songkhla
Province. It also sought to investigate the influence of digital integrated marketing communication on
brand awareness and brand engagement, as well as the influence of brand awareness on brand
engagement. This study employed a quantitative research approach. Data were collected through
a structured questionnaire administered to 400 sports tourists in Songkhla Province. The data were
analyzed using percentage, mean, standard deviation, Pearson’s correlation coefficient, and multiple
regression analysis. The findings revealed that respondents perceived digital advertising and digital
public relations at the highest level, while digital sales promotion, digital personal selling, and digital
direct marketing were perceived at a high level. Brand awareness and brand engagement were
also found to be at a high level. Furthermore, digital public relations and digital direct marketing had
significant positive effects on both brand awareness and brand engagement. In addition, brand
awareness positively influenced brand engagement. The findings provide useful insights for designing
digital marketing communication strategies that align with tourists’ behavior and preferences,

thereby strengthening brand sustainability and competitiveness in the long term.
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AavaftunuInd A TN 9EENa519N55 U A9 AUAN (Brand Awareness) 199911 1158999 AITNDLN
asiasauaznsanguisnee uauaaseglunimasiesialng Tnamemnsdauazraasilate
Fadundnefloddnylunisdonnalnensouazasnan1sansiuusus (Dwived et al., 2021) Bosztfeafi
YOI RE AN ULLR DN BABN 1S NNITRA TN ALULITHARHNG ANT9H 155 N5dRBing N15AEn
AN UAZNIIABUNAY %qﬁqgLﬂ%m‘;ﬂqmwﬁmﬁ’u%ﬁmdwLm‘a‘uﬁﬁ’u@yu%TﬂﬂTﬁLLﬁuLLﬂuéﬁu Tnanismann
ﬂiﬁuﬁmfo]ﬁ@w%wmﬁﬁg\m’ﬁ%g ﬂ’]iﬁ’&lfm‘;‘w LL@?;MW%@T@%@‘MG%U%%?] (Jiraraphatsorn & Tadaamnuaychai,
2024) UpNAINT WUSLNGAFMNTTHAITNBIT Y N19ARIANIIAFTIRATTATITIe NN TINTINUAE
\ENAI NN HDULTUADEN9EIEN (Pankaj & Khanaruksombut, 2025) SMNNMaMLMAUIFaninasH §qU (A
nsmANANIATIAAYIRR U ISR aeyafinsiuaResnIstesineciies sanensiuguA

o

! ' o/ i = o ¥ s y aan a o
NNTREINIINALULTUA "Nﬂﬁ‘iﬂuﬂ{t‘iﬂLﬁ‘l&@\?ﬂﬁﬁxﬂ@u%l@ﬁﬂ’]‘é’ﬁﬂﬂ"liﬂ’ﬁG]Z\]"IG]@"V @LLUUH?N’Iﬂ"I‘iT%ﬂ"ﬁQ@E

v v
o A

ASai
> . ¥ = A o ¥ ¥ a °
A9857191155U5 (Brand Awareness: BAW) naels nszuaunisitinnyuilnaanansnanduas
srANTeuLTUA SfinannadaiureyauarAHARALABLUTHA N195UTuUTHATNTEAUTignATaINITn
o =1 =3 P=1 v ydl ‘dl ! o/ s o o/ dl ! ! a ¥ a
apdspszaniuusuanielndeulafiuanareiuuazidusadssnauddyiiswanenginssnyuilng
(Keller, 2013; Meksuwan et dl., 2023) n138aa157HANaBARRBILAZATH130IanauR Uy USInATnDeNg
aeiiey funumddnunisiasuasanissuguusun rdaeuuazisy@nsainanndedu (Qi et al., 2024)
NMIRRIALUNAAIANEEUlaNTIERTNNITI LT wasN1TRTINTINA LU THANTBNTKIA (Dwived et al., 2021)
L ‘o v o v U Co
MInaIAUNREFIANDEUIAUHIN eWOM uaztidamfifianuuiivausnss9n195uguasn1siiaausaniy
. D v e v L . C .
wusungeenga s la (Chuang et al., 2023) AWIW N198519N135UFuLTHARTRRIUA Ay nTzLile
PN Y ° N Va Y oz a a ! ! A a a P-4
wuslanganuazandiuusnn infuaafezdlonialunisdaousond dUsz@nsnad el annnisnunaw
13304N938 83U N19ATNNITIUFULTHARENBNIZALNNTIATIUAZN195UFEBsENNBNTIBaTidn suUT1a
$ o o  a ! ! ! o o o i o ! J aa o
FaiwladedAgypenistisausaniunusun Ssfmuabndudoulsnassznananisdeansnisnaanaia
LUUYTNNITUAZNTIRAINIINTLULTHAHNSAT RS9
190 NINTINAVUUIUA (Brond Engagement: BEN) nunefiy 3AUN19ABUANRI289HNNDT 89
Bt lARAMUAINAR BTN LATNGANTTHARABUUTHA FIFNDUNIWNTUTINRUT AvHgRNKNAL
uazngANTINN et uLLTuA SR INNTHU AN NEAUAANTTNNI DI DIAUDVDILLITUA ULAYET
N . . . . vy L L. .
Wenrn ilgnisariuayuuusun Tagaasasiuwnidun 3 A Taun nsfiaausannuanns@n amuetsuol uaz
AN ANITH (Xico & Chen, 2025) naRaausaniiuuuTnaae iy U3 lnag Anidusaunisssguruuusun

(Brand community) #1411 {1 g A2 8 NA N1508NAD WATWORNTIHNAHUARWUUIUA (Jiraraphatsorn &
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Tadaomnuaychai, 2024) Tagiamnz huFumAaia nisfamsamamisndnlnanngingainislanouiuusun
% N55UTH N1FNATAN NSUAAIATNHARITL LAZNNTUTSLHENT SeaznanasAUnIaRaIuaaNBengAnaes
yoaualnm (Xico & Chen, 2025) huBuminyeufieadefivin nsfaamsamiAnanlssaunisailunnsiansos
Aanganfvin naUfduius g uaznisdaaanudefavia Sunsiaanasaaionals nwanuol
LAZANK AT LUUTUAEI [Ugn1aflaaus o Befnuazmnnd nAnauLsua Tuszerena (Khamlai et dl.,
2024) 91ANITNLNIUITIUNTIH 5UTAT NsflEanTanTULUTHAREENTEALAMNK TR UG Faius

299y U5 AT HApuuTna §9f ANAIAYAan1aIANENTHEIY 82819529919 U5 LnATULDTHA

=< o id o ~ o < X
Ferinuum iusaulsnulnisisaasa

NSAULKIAANISITL

msﬁfam‘smsﬁmﬂﬁﬁﬁaLLuu‘lq_lﬁimm‘s
(Digital Integrated Marketing Communication: DIMC)

— nsleonfana

(Digital Advertising)

o/ o/ (aa o/
- NMFUTEBINHNUTARIA

ANFFUFULTHA nnsflaausIHiuuLTHA
(Digital Public Relations) q
(Brand Awareness) (Brand Engagement)

— NMIRNLEEHANTSALRRNIA

(Digital Sales Promotion)

- mavnelnermeneiaa
(Digital Selling)

- NNIARIAVINATIRAYIA

(Digital Direct Marketing)

AW 1 NSELWHIAANNSAY

FEANRUNTSIY

mMeATERSaiiun19AdeBetan0 (Quantitative Research) Tn3un1asisasasasssunisiqe usyud
ANANENGENTAIE19 04GR ATUET S TAELan (1aafl SCPHYLIRB-2568/892 a9dufl 30 $uanAN W.A. 2568)
wadelndinnstussingUssasnresmsAde i sammsunemafuaeys wasnviorenasdusenlag
asinala (informed consent) LAZANATBIANE ANNEL WazAAuRIUEREDIIa152AE 7198 nainiaue
nansAdeinunsseslunnaaslae uaneteyasauaraTasRoLLIURD AN

UszansuAzNgNFIBens

Usznalunnsaidenid Taun dnnaafieafimwnaiewiaan we vdsfianafagosiufensas
A Tudaminssaan Tnelussnanazysandazanalnageimian nqudaonns A innesdisnd i
Uszaunnsanfsnasiifenssufivinbidmdnasean Tngdamnamnangusaesnsmsgnsras Cochran (1977)

v
o (=1

AM3Unadl unauanIALlaEEIng 2IRFIBNTUGT 384 AN IRBIRHAIINUNUENDBINANITIAE )3T

Rajapark Journal Vol. 20 No. 67 April - June 2026 % 352



DISTISSUELNIAE)

Rejapark: . Jovencl

37 20 iUt 67 wmew - Hguiew 2569 - TCI mv;uﬁ 2 NypemERsuaTRIANAEns i 2568 - 2572

fmunzuIanguaaes1aiu 400 an N19398A5RTEATN19gNsane1uuL lNe A INWIa LT (Non-
probability Sampling) Teatsnisidanngusiaesneuuuianzas (Purposive Sampling) aNnKAiRAsaNTRAHIND
e = P A gl A Yoo - v o

fifvun e Wuinesdieaflifiumiaiienisan wiss vasflauiearssiufanssuiinudminasna

viail wAdelntyAnnnfnnTes (Screening Question) NewnsRBLULLNBUAH WamTklanyasuuuUseas

AauaNlAraAAaeIfuIngLUseaIAYaINITITY

]
=

4 A Gf”sf
LASBINBN bY 'iv!ﬂ"liﬁﬂ‘l&l’]

YV v v
o A

naATaasliinuuuasUnIN BTN ANITHIINNITNUNINITINITHUAZIHAT BT A 8029
ANIRGUSTAIALATNIBLUNIRAYEIN39Y dnuazessuuuasuasinuulaedn Tnauuseandiu 4 neu
Toun saudt 1 2eyaviallossymouuuuasun N dan e duuuunImaaausIenis S1149% 7 28 Al 2
N3RBANTNIIARIARINAULLYTIINTG ATBUARH 5 A4 [AUn Nsleboniasia nsdssanduiusiaia
NNTRILAINNTTVNLAFYIA NIFUILHRIUFAINNATYIA UATNITARIANNATAINA ATUAL 5 28 TIHTIUI 25 U

4 y L .. ” y o .. y y

AEU 3 N1TETMNITTUFULTUA 97U 5 29 UATABUN 4 N1THEIUTINAVULIUA 9149U 6 298 ABUA 2-4
v ' ' o e U do X ovv e SO o
M3 NIRRT MATLUUALATN 5 33U shuuuasuasiiauduiigmsenaqmdamn 3 nu il
ANNIBEIEYATUNITATELAZANTRATe IReUsziuANasadailen lne lydaiianuaenna895Enang

) o o < i ) A ' ' ' |
2BAINTHAUIAGUILAIA (Index of ltem-Objective Congruence: 10C) Wan19UTztHUNLAIIAT 10C @g?u%%a
v v . . oo v o
0.67-1.00 uansmiunnaiasidafimnusannaniiudnguszasnrninisiseluseiuiivmnzan yidula
duvuasunn iUnaasaly (Try-out) ﬁ’mqmﬁqamqﬁﬁﬁﬂwmﬂﬂ@Lﬁmﬁ’uﬂ‘ixmﬂﬁmmmﬂ T4 30 AU
NBATI9NDUANIT BN UIBILATEIHE NaN19ALATIER WUAT ANANUTEAVEuaani1789AaulA (Cronbach’s

L . . ey b 0 Fri A gedad Co
Alpha) #A18¢ 551319 0.879-0.969 FIFINIUNUNTUAT 0.70 uansiniinanadaedafinnad el

. o owy Vo e, Py L.

aguszAufiaensula (Har et al., 2023) wanendl yidelninnisdnsiznaniiminesalsynay (Factor
Loading) W AU NAMN NN AN BN DA DTN HLARLAIWLS HANTI9ALATITANLIT A1 Factor Loading

C . . ey 1o v o v
895291979 0.509-0.825 TIguNINNMUNT U 0.40 §4aAANBITU Hair et al. (2023) Feanisaagulnan

Y o Py Py Py ° [ ° % @ ¥
gaAamFamEnzaNLasnsnmReanedmsun s s unsifiussusanda
¥ 1 72
fgnsngeufiRinisuardaddneasdandsiitaiunisise

o

yac/‘fyv a a vn o a = PN a A ¥ d'Tyﬁ
WNAFE WNQLﬂ‘i"IZ‘V]uﬂ"INL%\‘iﬂﬁﬂ@ﬂ"ﬁ?_l’ﬂﬂ@mLL‘U‘E"V”IT‘ILL‘N”J@@ ) WASNAITHITEYIING VBN LND yi[SHNR)

UG

o o

nspulunsimnesagTauasimmrsesiedde amnsndadaulslnesasaunge uazaanABIiULELY
2BINTANHINTROFTNITARIAULLYTUINITHIUTDATIA N195UFUUTUA LazN1THAINTINAUULLIUA

o/ =3 dl
miwmmmsfumm\m 1
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A5 1 RenBeufiRnisuaziaddnasiaulstunisise

Table 1 Operational Definitions and Measurement Indicators of Research Variables

Variables Operational Definition

Indicators References

Digital Advertising  n1adauazayaiieafiu

v

1) Tawandaanuunada Kotler et al. (2021),

(DAD) A9N9TNNIALENITATUNIS (The advertisement is attractive) Jiraraphatsorn and
veadieadeiinudenaa  2) Tawondiflendmauuazianlang (The Tadaamnuaychai
NI REHST! L‘ﬁl'ﬂﬂgﬂx‘imi advertisement content is clear and easy to (2024), and Ismaeel
NBITHUAZNNTIATULITUA understand) et al. (2025)
(The presentation of 3) nudiulrennassadanen e Aaa
information about sports (The advertisement is encountered regularly
tourism activities through digital media channels)
or services through paid 4) Tawoungna ansuusnansafanssHivin
digital media channels to Tﬁy (The advertisement helps consumers
increase visibility and enhance  remember the brand or sports tourism activities)
brand awareness and recall) 5) Tmim’mit@?ummﬂu?%i@ﬁ@ﬂiwﬁ%’h
(The advertisement stimulates interest in sports
tourism activities)
Digital Public miﬁ@mi"frmdmi’m%mma 1 {@Haﬁwmﬁﬁmwﬁ’ﬁﬂﬁﬂ Dwivedi et al. (2021),

o

Relations (DPR) AAVANEAI N TNAN D
AEuBeds uazaaw
Tanalamouusun (The
strategic communication of
information through digital
channels to strengthen brand

image, enhance credibility,

and foster consumer trust)

Wan (2023), and
Qi et al. (2024)

(The information provided is credible)

2) 2oy aRANGNABIUALIIEE

(The information is accurate and up-to-date)

3) WamanaB NN E O AYBILLTHA (The
content contributes to a positive brand image)
4) ﬂ'mWinfﬁ“ﬂﬂﬁLL@m@uTGTme;ﬁmmuﬁ (The
brand is able to communicate and interact
effectively with its audience)

5) %ﬂ%ylﬂ@‘ﬁl’.lﬂﬂ%”'lx‘iﬂ’l’]NT';’J’NT’V@%@LLUiHﬁ;

(The information helps build trust in the brand)

Digital Sales makianefegalanienis

Promotion (DSP) ARAHEBINIARTALAD
navuANanlauaznis
dnRulanasgualng (The
provision of marketing
incentives through digital
channels to stimulate
consumers’ interest and
encourage their decisions to

participate in sports tourism

activities)

Tortheinchai and Auaon
(2024), Abdullah and
Rahman (2024), and
Chen and Shi (2025)

1) TusTusdmansmnaula (The promotion is
attractive)

2) Tﬂ{fm?uﬁmwéuéq (The promotion offers
good value for money)

5) TusTudummenszauanamilanaianasy
fivi1 (The promotion stimulates interest in sports
tourism activities)

4) TusTudumasisanmasniulansanianssy
(The promotion encourages faster decisions to
participate in sports tourism activities)

5) TusTuduannsninndelnaennienana
(The promotion is easily accessible through

digital media channels)
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Variables Operational Definition Indicators References
Digital Selling m‘a?&@m‘mm‘ﬁﬁ{@ﬁﬂﬁu ) mm‘m@mﬂmumu{@g@ﬁﬂmm (Itis Dwivedi et al. (2021),
(DSE) éu‘%Tﬂmeﬁmwwﬁ@ﬁ@ (It convenient to contact and inquire for Phumoiam and

ANUULLRNTY information) Kessadayurat (2023),
yaRaieRTIaMNT 2) Tnsuaeyaiinsunauilesne (The and Whang and Lee
finanule (The process of information provided is complete and sufficient) (2025)
interacting with and providing  3) Tn3uAnuuihinseiuAaNAeens (The
information to consumers recommendations provided match the needs of
through digital channels on a customers)
personalized basis to facilitate  4) ﬁmimﬂmﬁmﬂém‘mmgq (Responses are
and support their purchase or  provided promptly)
participation decisions) 5) m‘iﬁﬂmﬁ%fzﬂﬂﬁuﬂgumiﬁmﬁuﬁf@
(Communication supports decision-making)
Digital Direct ﬂﬁiﬁ@ﬂﬁi’f]’ﬂaﬂ@w}\m’limﬂﬂm 1)‘fﬁ?§u=§mﬂﬂﬁmaﬁumwﬂuﬁf@ (Information Dwivedi et al. (2021),

Marketing (DDM)

TP ATIHNEBIVINSFATTAT]
annsaUsudevn Ny
AuumazyAna(Direct
communication of marketing
information through digital
channels allows content to be
tailored to individual

recipients)

provided is relevant to customers’ interests)

2) WayflpmumnaniuaEaBInig (The
content is appropriate to customers’ needs)

3) veauilasudanuiuaana

(The messages received are personalized)

4) T&T%u{m;l@ﬂﬂ'qmﬁﬁ \&He (Information

is provided consistently)

5) ﬂ"l‘iﬁlﬂﬂ"l‘ifflﬂ%;@ﬂﬁqLLU‘E%GTEG;ﬁ%%

(Communication helps improve brand recall)

Jiraraphatsorn and
Tadaamnuaychai
(2024), and Pankaj and
Khanaruksombut

(2025)

Brand Awareness

(BAW)

ATHATNTTALBITINND e
Befiintunisanduazszin
feunsuavdefansannis
Neaien@eivin

(The ability of sports tourists
to recognize and recall a
sports tourism brand or

activity)

1) BINNI09ASTEDULTHALA (The brand name
can be easily recognized)

2) Aunsnansila lnaedyanunila

(The brand logo or symbol can be easily
recognized)

3) ANTnTEANTILLTHA e AnTInTs
‘Viﬂ\‘i L"ﬁml,%\‘lﬁﬁ”l (The brand can be recalled
when thinking about sports tourism)

4) Qyumﬂﬁ’mym;l‘mml,miw:l (The information
associated with the brand is familiar)

5) ﬂﬂmimmmmmmuﬁmﬂ@LLﬁ@“ﬂ”uTmy (The
brand can be distinguished from other sports

tourism brands)

Keller (2013), Lépez-
Rodriguez (2024), and
Jiraraphatsorn and
Tadaamnuaychai

(2024)

Brand Engagement

(BEN)

FLAUNITABUAUDIATU

L4
AINAR 819N UAY
NEFANTINIBINNNDITIEA

BN TReaLLIUn

1) ﬂugf@aﬂﬁﬁwlgl/ﬂﬂu@“ﬂﬂ\‘]LLUﬁuG;ﬂEINGiﬂLfi?J\‘]
(There is a strong interest in continuously
following information about the brand)

2) gﬁﬂaﬂﬁuﬁ’mmﬁuﬁ (A sense of attachment

to the brand is felt)

Achen and Blank
(2024), Ndhlovu and
Maree (2022), and
Xiao and Chen (2025)
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Variables Operational Definition Indicators References

(The level of cognitive, 3) jyﬁﬂLﬁuziqumi‘iwmﬁmmmiuﬁ

emotional, and behavioral (A sense of belonging to the brand community

responses of sports tourists is felt)

toward a brand) 4) uanspEAniEe lARBULLLTWA
(Comments or interactions with the brand are
made)
5) wravidaUanAaYEyAIAaTULLUA
(Information about the brand is shared or
recommended to others)
6) fimmsislamiuayurdainnaisiansannas
WUTHATEWIAR (There is an intention to
support or participate in the brand's activities in
the future)

= by
ﬂ’T%‘Lﬂ‘IJ‘S’J‘IJi’JN‘ZI?JS;IIﬂ

m‘ﬁé’m‘?@ﬁcﬁ’f]Lﬁumﬁﬁmqmqm@H@TumqLﬁﬂuuﬂﬁﬂﬂuﬁaqumw”uﬁ w.a. 2569 el

A4 A e . v o, « ¥ o - g4
LLuumumuLﬂuLﬂ'ﬁmmmﬂTuﬂwLﬂw@Hﬂmﬂﬂfqqu@m\mm‘mum m'ﬁmumgﬂmmum'ﬁuww
AfenreenufanTannITadiian@sfiin uesinasaan (aun a01uienfangsnann auInini wiasasn

fasng uazwismesfigaddn i newsiiunsfiveeys wadelrauseinglsrasnrasnisidalvun

v v o v v
o

WiINg98 WapnTaramnNEnsenlnuaiasle uazasunsiunaunisnouuuURaunIsessRan Tnetigmey
LL‘LI'Llﬂﬂuamﬂ’iﬂﬂﬁyﬂﬁﬂgwmmm (Self-administered questionnaire) %!ff%’i?.:ﬂxmmmﬁlﬂﬂﬁxmm 10-15 wW1#
AaYR MAITINIASIAUNITiuIeYa KATElARTITRDLAIINATUNINIBILIURaLINNYNATL uazAaLEen
wnzuutasUaifiasanysoiiiern flalunisieasieyaluiuneuna i

ﬂﬂiﬁtﬂiﬂzig{'ﬂﬂﬂ

MTAATznreyatunsidensel weenuiu 2 g Taun nstinsznveyaBanssomnlyada
‘ﬁuﬁ’m T(;Ll,ﬂl ﬁ’?‘;ﬂﬂﬂ: (Percentage) mlflmf‘ﬁlﬂ (Mean) LL@:NI'JuLﬁmLuummﬁﬁu (Standard Deviation) Lasn1g
‘fim‘mzﬁ@mgmu ;gﬁf%’ﬂsf"gmﬁﬁLﬂiﬁxﬁhﬂéf’uﬂixﬁw%méf’uﬁu%tﬁa%ﬁu (Pearson’s Correlation Coefficient) Lile
ArannfirvnsuazsziumEdiusszmansiauls uazlsnsisnsinisannoswgms (Multiple Regression
Andlysis) LREVARBUAYENAIBINITADFIINNIARIARIIALLLYSUINSTRABN1TATNNIT3US uaznTsiaI
ony wanAresinneaieadeiin el newdiunislieanm idalanssaseurannasiosmuanins

AATILIANNABRLND AN RANTRAIHIE T e LAz IR UAINRANATINTG LAY RINITOTEUENNTTNEINTOI(A

ol
BAW = Bg + B1DAD + B2DPR + B3DSP - B4DSE + BsDDM + € AN 1
BEN = B + B7DAD + BgDPR + BoDSP - B10DSE + B11DDM + B12BAW + € @nnnedi 2

Wa P = mdndsed@vsnisannes

€ = ANANHARIALANDH
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NANT5I98

' v 1

NaNNFATENLI yeaLLULFaLnsaI T Tunene diuau 219 e Aauuseray 54.80 a1y 50
T2l S1uam 128 An Andusasay 32.00 d5an1sfnunseduUsyana s9uan 196 au Aniuspaas
49,00 Uaznauangnanssnisvdaninemnigiamie 4o 141 an Anduaesss 35.25 selnndnoidan
ag 99 45,001-60,000 1M F1191 104 Au Anuingasas 26.00 TadaAaanInn 5 Faluanaiu 4
164 e Anifusesas 41.00 nenand laResnssnmianssuiindlionsan (@wsaidenseulasinnad

[V '

1 28) #UYIR19INAINTTHNNITIBIUUALNITAILTUNNEU 7393 210 A Andiusesas 38.05 AR

{ N <l o £ o o 7
A9 NN 1 HANTIFAUATIZNANINUTERVDANTUAUTN AU

Table 1 Results of Multiple Correlation Analysis

Variables DAD DPR DSP DSE DDM BAW BEN
X 4.261 4.223 4.125 4.096 4.096 4.158 4.158
S.D. 0.622 0.640 0.709 0.716 0.750 0.764 0.616
Digital Advertising (DAD) 1
Digital Public Relations (DPR) 07457 1
Digital Sales Promotion (DSP) 0.661"  0.724" 1
Digital Selling (DSE) 0.655"° 0696  0.671" 1
Digital Direct Marketing (DDM) 0.667"° 0667  0.620" 0.774" 1
Brand Awareness (BAW) 0.629"° 0646 05417 0.567"  0.655 " 1
Brand Engagement (BEN) 0.645" 0659 0.572" 05647  0.662" 0.767" 1

** QaRIATYNNEDATIZAL 0.01 (** Statistically significant at the 0.01 level)

NanIsAAsEAndnglaraend 1 uanslnifiuen nmeafieafiaansAninnenisdeasnisnann
ﬁ@‘fl’@LLUUUﬂ‘jm’Wﬂ”}‘jTW_I‘j’JN@@:Tu‘jxﬁuZH"Iﬂ Taenslofiansnnituaneni wuan mﬂ%wmqﬁ@ﬁ@ﬁhﬁmﬁmﬁ i
srduNniige sasassna niaUszadniusAaviagengytusziusnnfigrimaindi sefiniasaadsnisans
RAYIA NMSIEHIABINATIIR UaNITRAIAVINSATIRATTA AAnedsngtusziisnn

NAM1ALATIE AN MgUsEaeAT 2 wuan innesiisafiaanAnfiudsadunisasnenisiug uas
nafiganEantuLLTuR ey T A UNINTIRDIATY NANI5TATIZTANANLSL AVE andailaIfeT duazanadi
W3NS ABENINNSARIARATALLLYSMINAT 919 5 AT FIHVIN1TAINNNTIF UATNNSREmsIHALLLTHA
NANTFATE WU FauLlsYnAaf AHANRUSIBILAN (1 = 0.541-0.774) Viall AnduLlazBn andaniis ufin
0.80 %!a@%isfummsﬁﬁfﬁﬁ@sfviyl,ﬁmﬁmmmwﬁwﬁu%ﬁm'ﬁwGTfJLnJiﬁm: (Multicollinearity) ADAARBITUUWIAR
89 Shrestha (2020) AsarnnsarindaulsTulstunistiasziauannasnygadudunaudalllaonig

S ZENIAREN

Rajapark Journal Vol. 20 No. 67 April - June 2026 % 357



DISTISSUELNIAE)

Rajapark:. Jovneal

37 20 iUt 67 wmew - Hguiew 2569 - TCI mv;uﬁ 2 NypemERsuaTRIANAEns i 2568 - 2572

157199 2 WANT93LATIEAT Tolerance WaTAN Variance Inflation Factor (VIF’s)

Table 2 Results of Tolerance and Variance Inflation Factor (VIF) Analysis

ASRERISMSARIARAA msa‘;wmi%'ug AsRIusINALLLSUS
HUUYSHINIS (Brand Awareness: BAW) (Brand Engagement: BEN)
(Digital Integrated Marketing (’NNﬂ’]‘Eﬁ 1) (Nﬂm‘iﬁ 2)
Communication: DIMC) Tolerance VIF’s Tolerance VIF’s
Digital Advertising (DAD) 0.376 2.661 0.364 2.747
Digital Public Relations (DPR) 0.319 3.133 0.304 3.286
Digital Sales Promotion (DSP) 0.405 2.469 0.405 2.469
Digital Selling (DSE) 0.350 2.860 0.350 2.861
Digital Direct Marketing (DDM) 0.378 2.643 0.345 2.899
Brand Awareness (BAW) 0.476 2.102
Durbin-Watson 1.938 2.206

wﬂm‘jwmﬂﬂumqséquLroiyumqwn (Multicollinearity Check) Tumn3197t 2 Wuan NM53LAIZ99AN Durbin-
Watson 7898HNN471 1-2 WInfiU 1.958 waz 2.206 Ama1dy Geaginaldesan 2 uansaluditaymaonaduig
PDIATARIALAA DY (Autocorrelation) §1995UAT Tolerance AMNFAULSINNIGA 1 UATANNTST 2 HA193M97
0.319 - 0.405 UAZAANTZMIN 0.304 — 0.476 ATHFFL %qﬁhﬁqmdﬂLﬂmeﬁﬁy’uﬁ%f]ﬁﬁmumﬁﬁ 0.10 289
(?TqLLU'@V%WN&mwmfmeydﬁLme«immT#ﬁ@?myl,ﬁmﬁymmfmLLﬂﬁﬁﬁquéquﬁquﬁq ez aNanou
ﬂlﬂ Variance Inflation Factor (VIF’s) ﬁgﬂﬁﬂmﬁﬁ 1 LLmﬂum‘sﬁ 2 ﬁﬁﬁw'ﬁ’m 2.102 — 3.286 AINRIAL %x‘iﬁ(ﬁﬁ
upen11 10 3985UTA21 Faudafilalunanasaudasnadnassznadulunalmiindami Muticolinearity

warannsnsh [Wllunnsimsnziannanasauuunngadda (Har et. al., 2023) dsdsingluansiei 2

: P : » L v v
AN 3 N@ﬂqi’JLﬂi’WWﬂ’ﬁﬂ@lﬂﬂﬂWiﬁ@mﬂﬂﬂﬂ’]‘iﬁﬂﬂ"l‘iﬂq‘iﬁmqﬂﬂ‘%’mLLUUHimqﬂ"ﬁﬁﬁGl'ﬂﬂ"l‘iﬂ‘i"lxﬁﬂ"l‘i‘iﬂg

Table 3 Results of Multiple Regression Analysis of Digital Integrated Marketing Communication on Brand Awareness

Unstandardized Standardized

Variables Coefficients Coefficients Beta t Sig.
B Std. Error
(Constant) 1.067 0.157 6.785 0.000**
Digital Advertising (DAD) 0.201 0.056 0.203 3.581 0.000**
Digital Public Relations (DPR) 0.260 0.059 0.270 4.388 0.000**
Digital Sales Promotion (DSP) 0.008 0.047 0.009 0.165 0.869
Digital Selling (DSE) -0.017 0.051 -0.020 -0.342 0.733
Digital Direct Marketing (DDM) 0.287 0.046 0.349 6.177 0.000**

Constant = 1.067, R? = 0.524, Adjusted R? = 0.518, F = 86.833, p < 0.000

*AlsdAynNaiRngeiu 0.05, **RiladnAgynNadiAfizau 0.01

*Statistically significant at the 0.05 level, **statistically significant at the 0.01 level
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BAW = 1.067 + 0.201(DAD) + 0.260(DPR) + 0.008(DSP) - 0.017(DSE) + 0.287(DDM) + € AN 1
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Table 4 Results of Multiple Regression Analysis of Digital Integrated Marketing Communication on Brand Engagement

Unstandardized Standardized
Variables Coefficients Coefficients Beta t Sig.
B Std. Error

(Constant) -0.568 0.175 -3.253 0.001**
Digital Advertising (DAD) 0.140 0.060 0.114 2.329 0.020*
Digital Public Relations (DPR) 0.156 0.064 0.130 2.443 0.015*
Digital Sales Promotion (DSP) 0.066 0.050 0.062 1.333 0.183
Digital Selling (DSE) -0.058 0.053 -0.054 -1.090 0.276
Digital Direct Marketing (DDM) 0.183 0.051 0.180 3.590 0.000%*
Brand Engagement (BEN) 0.609 0.053 0.491 11.515 0.000%*

R? = 0.660, Adjusted R? = 0.655, F = 127.017, p = 0.000

* flpdAnynNaaffisziu 0.05, ** SrudAnyneadinfnszau 0.01

* Statistically significant at the 0.05 level, ** statistically significant at the 0.01 level
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Figure 2 An Empirical Model of Digital Integrated Marketing Communication Influencing Brand Awareness and Brand

Engagement
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