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(Destination Brand Image: DBI) woun1zaye aningsugssnd {umsideidalsuna Inafiudayaain
ngusneg1efe dnvisafisrralneuazynissnAniAunannnizays $1ud 300 au lagldiedeile
LuuARUAIINASUSEANMAT 5 Sy Fehuniseseaeuaunsadaion (10C 2 0.50) wuudeun
1438 Back Translation wagsinsmaneadiesiuluszdud (Cronbach’s Alpha = 0.890) iaszviteya
AIEN1TIATIENBIAUTENOULTITUSY (CFA) Han1sMnaauluaaesAUsenaulEuduraInInanuel
As1AufuNaauiien fudeyaidauszany nuitemmunsinge I unaafildlunisfiansanay
donndesuadlulna lngNaITunaInasidaiudsnndosasluing taun X2/df = 3.58, GFl = 0.95,
AGFI = 0.90, RMSEA = 0.086, uag CFl = 0.98 wansilunadiannumunzay dadulumanimdnual
pAufUvaiaaiied Tmnuaeandesiuivdeyaiewsyiny ssdusznouidaduduresnndnualng
Fuduvasviead saUsEnouUfay AaUUTURS (Latent Constructs) 1 #2 Ae A nanwainsdudn
wiasieuiien &I 3 4 fe 1) dumidl (Functional) 2) dudsydnweal (Symbolic) wag 3) fueisuel
(Emotional) Tadauusdanald (Manifest Variables) 9 #2 fausdiiianiminesdusznaugeiignie
AuaenAdesTEIIdnYaluvawiea e funmdnualyranuestiesiiel (EMO3: Factor loading
= 0.44) 59380 ANuUasnseluTinuagnindau (SYM3 Factor loading = 0.43) WazusseINATige
Furounate (EMOI1 Factor loading = 0.42) Ingnndnuwainsiduduma svieaf gaveainizaye
fosAuszneviidaauuazuszneunisansalfidunseuuwdslunisivuanagnénsnainnig
vipafleadnunsvioailen
Ardny: mdnwalasdudn, amdnualasAudurasioaden, mssuivestinyiesiilen

Abstract
This study aimed to examine Confirmatory Factor Analysis (CFA) of Destination Brand

Image (DBI) for Samui Island in Surat Thani Province. A quantitative research design was employed,
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using a sample of 300 tourists visiting Samui Island. Data were collected using a five-point Likert-
scale questionnaire. There were Thai and English version questionnaires, and Back Translation was
used. Questionnaire had been validated through content validity assessment (IOC > 0.50), Back
Translation and demonstrated high reliability (Cronbach’s Alpha = 0.890). Data were analyzed
using Confirmatory Factor Analysis (CFA). The results revealed that the DBI model, comprising
three dimensions as Functional, Symbolic, and Emotional. The exhibited good model fit with
empirical data. The goodness-of-fit indices were X?/df = 3.58, GFl = 0.95, AGFI = 0.90, RMSEA =
0.086, and CFI = 0.98, indicating acceptable to good fit. The indicator with the highest factor
loading was the consistency between destination image and tourists’ self-image (EMO3: Factor
loading = 0.44), followed by safety and security (SYM3 Factor loading = 0.43) and refreshing and
relaxing ambience (EMO1 Factor loading = 0.42). These findings emphasize that tourists’
perceptions of Samui Island are mainly shaped by emotional and safety-related attributes. These
findings emphasize that tourists’ perceptions of Samui Island are mainly shaped by emotional
and safety-related attributes. The study concludes that Samui Island's destination brand image
consists of well-defined dimensions that can serve as a conceptual foundation for tourism
marketing strategies, destination branding, and policy planning aimed at enhancing the quality
and competitiveness of the tourism sector. The study concludes that Samui Island's destination
brand image consists of well-defined dimensions that can serve as a conceptual foundation for
tourism marketing strategies, destination branding, and policy planning aimed at enhancing the
quality and competitiveness of the tourism sector.
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SYM1 0.40 0.03 15.80 0.55
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frdmiinesAUsenau (Factor Loading) 8g5¥1314 0.30 - 0.44 lag“ AManualveunzaeaennaes
funndnualyuadnvesIdues” (EMO3) fiumiinesrusenau (Factor Loading) asan 0.44

1% v . ~ o A ~ Aa i o Ql' 5

AUNUIN (Functional) 1 3 AMILUT AD “IN1EAYBUTEUUANUIANNARDUAYIDNNEY” (FUNT)
P o ¢ . wa o ) Y P Y
fumidnesdUsenau (Factor Loading) = 0.30 “Ainuazdnnians Sruemisluinizayedanninla
WMIgIU” (FUN2) dmtinesdusenau(Factor Loading) 0.32 “inzaseilanuduiisenuniu naenau
NSUER9ENeT AR dann 7 (FUN3) dwitinesdusenau(Factor Loading) = 0.35

Audydnual (Symbolic) § 3 Aawds Aw “inzayed AR aIe9n” (SYM1 ) nin
99AUs¥NaU (Factor Loading) = 0.40 “in1eayudliauylumuuasinusssuiiuies” (SYM2) “in1gaye
fanuvasndeludinuasnsnddu” (SYM3) Umidnesrusenau (Factor Loading) = 0.36 “in1eayesl
anutaeniglutinlazyningdu uminesausenau (SYM3) dwitinesAusznau (Factor Loading) = 0.43
Auensual (Emotional) & 3 fuus e “inzayefuludmeusseniafiantulay anneunats” (EMO1)
Wmiinesduszneu (Factor Loading) = 0.42 “wrumzayefirnuduaulafuaziduiinsiuinveiien”
(EMO2) dmtinasAusenau(Factor Loading) = 0.43 “andnwalveunizayeaonnaesiuninanyal
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HANISNAFDUANADAAR DITBINTNANBAIRTIAUATLIE VDAL (Destination Brand Image)
Autayaidelsedny Wenansannueinidlun1siiansananuaenna e dlinan nanyalns1duen

o a Y% a Y4 ] \ I . Y ] a Y
wsisaien Autoyailelsedny wud Aleauads (Chi-square) winiu 82.34 Anesrndase (df) winfu

v s

23 (7(2 =82.34 , df = 23, P-value = 0.00000) LLazmmeﬁ’Suﬂ Tawn AnlaawAIsEuRnsS (lz/df) = 3.58
AUTEINUALARIALAG OUTBITINMIAIdenaR e (RMMSEA) = 0.086 A1 failinseRuaunauniy
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(CFI) = 0.98

NANITNAADUAINABNAZDIVBINNENBAInTIAUAUMEofie (Destination Brand Image)
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A1erBase (df windu 23 ( =82.34 , df = 23, P-value = 0.00000) uwazsnaudiaws lun Alaauass
FuinS (/df ) = 3.58 AIUTEUIIAINAAIAREBUVBITINANId0uRRY (RMMSEA) = 0.086 #1 faiin
sefumUNaNndY (GFI) = 0.95 ArfafiTaseRuanunaunduiiusund (AGF) = 0.90 wagan fudlaay
aoandosduius (CF) = 0.98 Faanunsoasuldilumanmdnualnsdudunasvioniion (Destination
Brand Image) ¥auinzays aingi1ug3511 aenndesiudeyaililszdny
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NansAdeUAINADRRdoadlilnaniAlsznaudBuiuven nEnvaln T Auf Ui sia e
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wuirdarnunsne Iernunaeidldlunsfinnsananudenadomedung nefinnsanainded
ANADARaRITadlulAa Lan X2/df = 3.58, GFI = 0.95, AGFI = 0.90, RMSEA = 0.086, uaz CFl = 0.98
fuuluaanmdnuaindududwioniien fanuaenadesiuiudoyadesying

namAsesdUsznauldadusuvesn mdnualnsdudundsiond eruszneudie fauusues
(Latent Constructs) 1 67 Ao nmdnwalnsdudunawiondies 1 3 §f fe 1) duwthil (Functional)
2) anudgdnual (Symbolic) waz 3) Arueisual (Emotional) sausiauusdsinale (Manifest Variables)
9 §f1 AenAdeItUnNToULLIARR U NENYaluEWouTiBmadaiaueves Echtner and Ritchie fitas
andnuainsduduvasieadioludmanedd fie 1) mstanmdnuainsaudnisiedisadumiing
(Functional Characteristics) wazn15inn ndnualnsdudinisviendieadudninen (Psychological
Characteristics) 2.m153na mdnwainsdudnisvisaiisanunadnuazssadonsiag (Attibutes
Characteristics) waznsianmanvainsdusnisvesiieslunimsa (Holistic) 3. msianmdnwainng
vieudienlaedialu (Cormmon) wazn1s¥an ndnvalnsdudinisviendisafiay (Unique) wagn1sin
awdnuainsdudnisvieniielaesalu (Echtner, C. M. & Ritchie, J. R. B., 2003) 33n15¥nnmdnwel
pduRuasieaintaye sunnuiEnindnvesinvieaiiviudazau unsinamdnualanaudnis
veudioalaeialy Lazaenndeeiun1sAn®Ivee Hankinson, G. 1inanainamanualnsiauduvas
yisadion 1 3 fAlduA sunrwisgalalasninveundsioniis Sumihivionisam uazdwindon
Tngseureaumamioniien (Hankinson, G., 2005)
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wind uidagnuedugiurundwieniion ivieazvisumnuduiinuvesinviendeidiulngidu
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meayedaladaseiuiies waznanisAnuagiieuliiiuuuiliuvesnsseniunsvieniisrvesausu
Ind Auderhausasisglireudieas danuriuads deudunafidenisiulnvesgnavnssunis
viauﬁerﬂuauﬂ donAd IR UNSAN®IU8S Chi, C. G-Q. & Qu, H. MU INEnvainTnaudumnas
vfaaLﬁma'awam'ammﬁwaimaﬁm'mLﬁm (Chi, C. G.-Q. &Qu, H. , 2008) wag Zhang, H. et al.
mwmwmwaﬂwmm'}aumLmammmmaamamammmmmuﬂwaqmm (Zhang, H. et al,, 2014) A
mmmaauﬂmmmm mnedainvieadienuenainsznduniBeuunasvieniioa Fafnsuugahgduln
vioaifleadn

29AAN3 Il
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as1AuMuawiondies I 3 8f Ao 1) dunid (Functional) 2) dudadnual (Symbolic) wag 3) ¢u
a5l (Emotional) wasfuusdunald (Manifest Variables) 9 67 fiunsiesziosdussnoudusy
YosnmEnwainTAumuaieadien Inslunanmdnvainsdusuasisadien fanudenndesiuiu
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Loading) a4an azvieuyndnvasauiinnukaziseladeutiaas danuviuade usenaun1snising
gmdvnaNIImann 19y Uuugsdelawandmenndnualiiagiieusnmuvesinviesiieadisiselddeudiegs
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