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Abstract

This research aimed at studying (1) purchasers’ and visitors’ opinion towards the “A”
village affecting trust, corporate image, perceived quality and word of mouth (2) purchasers’ and

visitors’ opinion affecting trust, corporate image, perceived quality and word of mouth categorized by
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personal marital status (3) relationship between trust, corporate image perception, quality perception
and word of mouth and (4) combined forecasting of trust, corporate image and perceived quality on
word of mouth. The samples consisted of 389 buyers and visitors. Statistics used in data analysis were
t-test, F-test, Pearson Product Moment Correlation Coefficient and Multiple Regression. The analysis
results found that (1) the buyers and visitors of “A” village averagely had the opinions towards trust,
corporate image, perceived quality and word of mouth in a high level (2) the buyers and visitors with
different gender, age, occupation, and monthly income had different opinions on overall trust, the
buyers and visitors with different gender, levels of education, occupation and monthly income had
different opinions on overall corporate image, the buyers and visitors with different occupation and
monthly income had different opinions on overall perceived quality, the buyers and visitors with
different gender, age, education level, occupation, and monthly income did not have different opinions
on word of mouth (3) trust, corporate image and perceived quality were positively correlated with
word of mouth with statistical significance of 0.01; and (4) corporate image, perceived quality, and
trust can predict word of mouth with 44.4 percentage of prediction capability and +.18 of prediction

error at statistical significance of 0.05.
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ﬂ’]ii‘Ugﬂqmﬂ’]‘W
3 ANENWAINTIUTEN, 0.666 0.444 0.009 102.214 0.000%

N55U3AMNA N, AT

fAsii = 0.527 SE ==+.18 *p<.05

aad

NA39 4 WU mdnwalasuiev iy duiudnan 0.666 egadivuddgyvnsadAnisziu
AwdsusniianunsaneInsalinisuensevedddeunar .05 @1NIaNEINIAINITUBNAB YR TaLALELEBITY

[

AlBsuvalasanisvyinu A 1o sesnde n1sfuiar  Tassmiswydu Alel Sevar 44.4 fiaumanaiadou

a

AN WArANULTBRNU ANNANGU InedAduUsednsan  Tuniswensal winnu +.18

f1319 5

ArduUsEansanaesvesiangnsal Tuguazuuudy (b) uasAzuuuuInsgIu (B) tleuaniaunisnisnnnee
nyaauilwensalnisvensiovessveuassideuvulnsinisuyui A

i AanegInsal B SE, R t P

1 AMNENWURTIVTEN 0.348 0.079 0.324 4.394 0.000%
2 UEEATLGRIERLY 0.282 0.085 0.238 3315 0.001%
3 ALy 0.172 0.068 0.154 2537 0.012*

Fpefl = 0527 SE =+18 R=0666 R =0444 F=102214 *p<.05
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=

vaatmensalluguariuuannsgu (B) NilaA1gean
Ao NNANBAIATIUIEN (B = 0.324) 5098901AD N9
Su¥amnw (B = 0.238) uazsmeinsaliidden
ﬁqw fie Anadesiu (B = 0.154) anduUsHeINTa]
fannsoasafuannisnisuendevesdionas ey
yailasanismyftu A 16l (aunisluguasuuniiv)

N15UBNFB = 0.527 + 0.348 (Ndnwaing)
U3EW) + 0.282 (M35ufAmAIN) + 0.172 (ANuidle
i)
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