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Abstract In this study of tourism destination brand equity and self-consistent interstellar significant attachment
relationships and brand equity and behavioral intention was to determine the effect on the relationship. First,
the tourism destination brand equity of the self-consistent sex tourists will have a significant impact is to test
the hypothesis of a multiple regression analysis was conducted brand equity, loyalty, self image and gender
matched only indicates the relationship was significant. Second, self Correspondence tourist destination tourists
will have a significant effect on attachment. In order to verify the hypothesis that the multiple regression
analysis was conducted for self-Correspondence attachment was significantly related shows. Third, the
attachment of tourist destinations for travelers of action also will have a significant impact on. Hypotheses
multiple regression analysis was conducted to attachment behavior also shows significant relationship was about
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(Table 1) statistics of structural model

St.
Factor Variables chFor Factor | error | CR p
loading K
loading
Vibrant tourist |y 764 000+,
destination
Special )
. 1.093 | 0.818 [0.085 [12.802 | 000
. destination
MBS Natural
N 0.741 | 0480 |0.101 | 7.324 | 000
environment
Variety of |59 | 0640 | 0.088 | 9762 | 000+
resources
Knowledge of 1 0718 000+
the area

Distinguish it
Cognit |from other areas
ive Distinguish it
from other areas

1.137 | 0.839 |0.095]11.989 |.000x

1.024 | 0.753 |0.093 | 10.976 | 000

Basy 10 g o1 | o774 [ 0,087 | 12877 | 0005
remember
In good food | 1 | 0758 000+

Qualit | In good sopping | 0.904 | 0.644 |0.099 | 9.102 |.000x:
v Friendly locals | 0.995 [ 0.701 [0.099|10.021 |.000%x
accommodation | 1.136 | 0.773 [ 0.121 | 9.356 |.000x:

Revisit 1 0.856 000
Loyalt | Prefer this area | 0.746 | 0.786 |0.051 | 14.746 | 000+

Y |Recommendation| 0.978 | 0.862 |0.058 [ 16.835].000x
word-of-mouth | 0.812 | 0.757 | 0.06 |13.549|.000:x

Matches the

. 1 0.699 000
image

Corpor
ate Express
person | themselves well

ality | Similar to their | 096 | 0.674 |0.084|11.374 | 000+
Similar to idea | 0.986 | 0.637 |0104| 95 |.000%

1.138 | 0.691 [0.113]10.075|.000%x

Should 'know 1 0730 0005+

Identit their
v Part of me 0.88 | 0.693 10.093 | 9.554 [.000%x
Region 0987 | 0.711 |0.097 [ 10.147 | 000+
Bonds 1 0.728 000
solidar|  Attachment 0969 | 0.729 10.083 | 11.72 |.000%+
ity Ties 0.940 | 0.745 1 0.085 | 11.056 | .00
Member 0.757 | 0.710 | 0.072 | 10.526 | 000
Satisfaction 1 0.611 L0005
g:ﬁ; Enjoy 1161 | 0793 |0.129| 8986 | 000+
Best 1.042 | 0.760 | 0.12 | 8706 |.000%x
Consu Part of me 1 0.708 0005

mer | Word of mouth | 099 | 0.756 |0.096 |10.323 |.000%*
behavi
or Recommended | 0.728 | 0.665 |0.079| 9.182 |.000x

X*=864.568(p=.000), df=396, GFI=823, AGFI=.866, NFI=836,
RMR=.049

4 3 7|.k1 %
431 7H19| HE
7w 1% u HA9) BAEALE P

(Table 2) Brand Asset factors impact on Corporate
personality

DV v CR | error B t p
image | 163 | 073 | 184 | 2226 | .027*
Corporate | Cognitive | 057 | 085 | 066 | 673 | 502
personality| Quality | .004 | 082 | 004 | 046 963
Loyalty | 446 | 062 | 563 | 7.221 | .000%x
F=37.422, df=215, R*=0.410, AdjR2=0.399, Constant=1.341 p=000

#p<0.05, *¥p<0.01

4.3.2 7td29| HS

o)
o
o3k g3ks 1wz A oty S HEE] $lske o
3 AEAS AAFHen 1 A <F 3>9 pr) B
A3} 2polA 2| AL o 2HAH A A d)ell
sto] o3k BAS Jeh ATk

=

(Table 3) Corporate personality factors impact
on Attachment

DV v CR | error B t p

Corporate
personality

F=80.757, df=218, R*=0.292, AdjR*=0.283, Constant=1.510, p=000

Identity 619 | 065 | 540 | 9474 | .000%:*

solidarity | P | 675 | 053 | 656 | 12831 | 000+
personality

F-164620, df-218R%-0430, AdiR™-0428 Constant=1.266,

p=000

Dependen| Corporate
cy personality

F=143.791,df=218 R*=0.397, AdjR*=0.396, Constant=1.261, p=000

639 | 063 | 630 |11.991 | .000%

#p<0.05, #+p<0.01
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