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Business Promotion and Development of Trading Village:
A Case Study of Nhong Bua Daeng Organically-Dyed Weaving
Group Community Enterprise, Nhong Bua Daeng District,

Chaiyaphum Province.
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Abstract

The purposes of this research are to 1) analyze business environment and evaluate
competency of Community Enterprise, 2) analyze and conclude Business Model Canvas of the
Community Enterprise, and 3) propose business management model and Community Enterprise
development of Nhong Bua Daeng Organically-Dyed Weaving Group Community Enterprise, Nhong
Bua Daeng District, Chaiyaphum Province. This study employed Participatory Action Research (PAR)
as a method to collect and analyze data from 31 engaged members and the community
enterprise’s activities. The research found that: 1) Using materials from nature and having strong
leading team are strengths of this Community Enterprise comprise. 2) Business Model Canvas can
reflect related factors for running a business of Community Enterprise. 3) Desired forms of
administration and development of this Community Enterprise comprise of training and
consulting, product development, content marketing, enlarging distribution channels, and study
visits. All development forms enhance: working system, developed products, sales, and member
competency. However, the Community Enterprise needs to concern more on local wisdom
inheritance (weaving), monthly production planning, accounting and expanding distribution

channels.

Keywords: Community Enterprise, Organically-Dyed Fabrics, Business Development, Business

Model Canvas
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Abstract

The purposes to: study community history, survey of local wisdom and evaluate
tourism potential of local wisdom heritage of Non Tun Community, Nong Bua Lamphu. This
research is a mixed methodology research. The in-depth interview, participant observation and
focus group were applied for compiling qualitative data. Moreover, the participant survey was
used for gathering quantitative from key informants including 35 cases of community leaders
and members. The survey topics were local wisdom heritage survey and evaluation of local
wisdom heritage potential. The frequency, percentage, mean and standard deviation were
used for descriptive statistics analysis. The content analysis was employed for qualitative data
after conducting analysis data triangulation. The concepts of community tourism potential,
local wisdom heritage, tourism potential, cultural heritage tourism and participant community
analysis were applied.

The findings proved that Non Tun community wisdom heritage has been inherited from
ancestors, self-invention and existing local wisdom combined with forest living. It can be
divided into six aspects; (1) arts; (2) rituals, traditions and beliefs; (3) agriculture (4) nutrition
and local food; (5) handicraft; and (6) traditional medicine. The tourism potential of local
wisdom heritage was at the highest level. (X=4.40, S.D. = 0.48) and the culture and art had
the most value. (X=4.70, S.D. = 0.49) Moreover, evaluation results of each item found that
tourism potential of handicraft wisdom heritage was at the highest level (X= 4.95, S.D. = 0.31);
followed by rituals, traditions and beliefs at the highest level (X=4.65,S.D. = 0.64); arts at the
highest level (X= 4.48, S.D. = 0.82); nutrition and local food at the highest level (X= 4.41, S.D. =

0.83); agriculture at high level (X= 3.74, S.D. = 0.69); and traditional medicine at high level (X=
3.68, S.D. = 0.47), respectively.
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Abstract

The objective of this research was to study the cultural tourism groups leader

competencies of the successful tourism communities in Thailand. Qualitative research was
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used to the study. Study area consists of 6 tourism communities, namely Ban Na Ton Chan
community. Koh Yao Noi community, Baan Khiriwong community, Ban Pha Bong
community, Bor Hin community, and Khlong Lat Mayom community. Data gathered through
in-depth interviews, participatory observation, and documents study. Key informants were
tourism group leaders and group members. Data were analyzed by content analysis. The
results found that the cultural tourism group leader competencies of the successful
tourism community were represented in 7 competencies: motive for community
development, trust, visioning, administrative ability, communication skill, marketing ability,

and network building ability.

Keywords: Tourism group leader competency Cultural tourism Community- based tourism
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Abstract

The objectives of this research were to analyze the world tourism situations, strategic
plans and development plans related to ASEAN tourism of Thailand, and Lao PDR, analyze the
context of the link between tourism in Thailand and Lao PDR, and to identified directions of
tourism trends for developing a strategic plan for tourism connecting Thailand and Lao PDR. In
this study the secondary data consisting of world tourism situations, strategic plan and
development plans related to ASEAN tourism, Thailand and Lao PDR were synthesized and
analyzed content analysis was used as a data analysis.

The results showed that;

1. The overall global tourism situation found that the number of international tourist
arrivals has increased steadily since 2009. Tourists in the Asia and Pacific countries have also
increased continuously. The world tourism trend has high potential and continue to grow
continuously. However, the tourists are interested in special interest tourism.

2. Strategic plan and development plans related to ASEAN tourism determined ASEAN
to be a quality ASEAN tourism destination by presenting diversity through the ASEAN
experiences that lead to responsible and sustainable tourism. There are two strategies for

becoming a quality ASEAN tourism destination which are upgrading the competitiveness of
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ASEAN in order to be a single tourism destination and tourism development of ASEAN with

sustainability and equality.

3. The direction of tourism development of the Lao PDR focused on promoting natural
tourism, culture and historical tourism which linked to national, regional and international
tourism by using tourism to increase economic value, and helping people escape from poverty.
Thailand determined the direction of tourism as a top quality tourist destination in the world
with balanced growth based on a Thainess.

4. The suggestions for developing of tourism strategic plan between Thailand and Lao
PDR consisted of 5 main issues including 1) developing tourism products and services 2)
marketing for tourism and services 3) facilitating travel and transportation links 4) trade and

investment in tourism and service industrials and 5) tourism management system.

Keyword: Strategic plan, The link between tourism in Thailand and Lao PDR, Development
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AIveUszgndavildinanuaiunsalunisudsdununisiiiuniawagnisvieaiiel (World Economic
4

)=

Forum, 2015) &1 4 Jadeudn laun Jadeaninuindenitdes1uiy (Enabling Environment) wlgung

o w

wazidouladidne &) (Travel and Tourism Policy and Enabling Conditions) Iﬂﬁﬂﬁ%%‘iﬁyugﬂu
(Infrastructure) kazda38555UV1ALAZNTNYINTNIITAIUSITU (Natural and Cultural Resources)
wuafinesAUsznoUA1TYeaLT 83183 Buhalis (2000); Dickman (1996); Middleton (1994): Kotler,
Bowne and Makens (1999) i 7 #1u Usznoushe fudsisgalamsnsvieaiiio (Attraction) unns
\nFaunaaiondien (Accessibility) fnudss1ureninuazaIn (Amenities) AnunaAn1sviosLdien
(Tourism Marketing) ufanssunisvieaiien (Activities) sfuanudasasdelunsveaiien (Tourism
Safety) wagFnumsdnnisuazuInIsIsviaaiien (Ancillary Service) uazuuaAnuuUdaoanTINaTn
\JuuunAnves Porter (1998) 1 6 i fun 1) dadesuidouly 2) dadesuguasd 3) Jadudnu
AudNTTuSwarnsatuayuananssy 4) Yadeiunagnsssna taswasauasnisutedy 5) uleune
Yas5gUIauas 6) lamasinneuenuimuadunseululadendinlunsiinszideyauazdadon
lonansiiierdosnsnisvieaiisaniinsegi lun vsun aamunisalnnsvisadienlan nseuady
Fudlesgninszine wnugnsamaniuasuuiaufiioadesiunsveuisiendeu Ussinalne
aul.anuavulsuismavieafisndeslssseninussmalneuazaly.an thinduasesiuagiingey
Hoyalatldimaianisiinsesiiion (Content Analysis) wuumthgu3um (Contextual Unit) lasn1s
wiagUnuuvesiideiies (Categories) Avhmsilaszinazdansgy welildfiamis wudldunis
visuiien Inederunuazihluldidudoyalunsimiuaugmsmaninmsvieadivndeulowsemelne

wazaUl.anwall
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1. efnwuariinsgianiunisaimsvieniienlan unugvsmansuazuiuimumiiete
fumsrieaisnondou Ussmalneuazansisuiguszadulasussanvuan

2. iiioTingiudunmadenlsssnitinsvionilsnssmalneuaransisusglsyansulag
Uszanguan

3. iWevnauefianis wualdumsvsaiisrdmsunisdaiuaugnsmansnisviendien

WonleaUsemalnenazasnsnssussrsulaeUssnvuan

YDULYAYDINITIVY

1. Yaulad o

AsIeszvanIunsainsviendisalan sndeu Ussindlve aul.ariuazsnisvedien
Foulosszrinussmalneuasaul.an ausiideivssdlunsfinudsd

11 wWAneeAUsTnounIsvioad 82 1 uwuiAnues Buhalis (2000); Dickman (1996);
Middleton (1994): Kotler, Bowne and Makens (1999) i 7 fiu Usznausie 1) fudsdegalannanns
Vioadien 2) funsinduvasiendion 3) fudsenenudzain 4) dusaianisvieadien 5) fu
Aanssumsvieaiion 6) suarulasasslunisviendisn waz?) sunsinnswazu3nsnisieaiion

1.2 waAndutit Yanuannsalunisudeiudunnsiiunis wazmsviendion Wunuidn
984 World Economic Forum (2015) 81 4 @nu 18 1) duanmuindeuiitdosiune 2) druuloune
uazidoulafidndy 3) fulassadeiiugiu wee 4) MusssurBuasninenTneanss

1.3 wwAnwuudassnysnainduwuifnuas Porter (1998) & 6 su lawa 1) dadeau
Fouly 2) Jadeiuguasd 3) Jadesuanuduiuduasmsatuayugaaivnssy 4) Yadesunagms
5319 1A59a319 kaznsudedu 5) wleunevessguna wae 6) lan1aainaieuesn

]

2. YBULIAAIUUTEYING

= [

Uszrnsidulanalsnszuisnudnuwaly uvsunuaziulldunisvieaiienlantazendau

gnsANans Uleuns NTOUAINTINLD wunsvefisrodeudafotesiuaul.an Ussndlne way
madeulssnsvieadisnsenitassmalnenavaud.an
3, yauladunuilunisAne
MuAlunsinendulsemelne aud.anuaznisideulosnsviendioaUssmelneuas

va o

aul.an augIdeAnuiiassiuazdunseideyaiinandnuy USunuazkuiliunisiesnieslan
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LAz Beu ensenans ulouiy NTaUANNI LT LHUNMYBRNgINTeudutasiuUsemelny
aul.anuaznisweuleinsviesiienlsemalnauasall.an
4. YBULIARTUTTELLIAN

szgznalunsdne 19

A5andun1s99y

msiendstidunmsidogunin neiiutoyarnundsioyanfiend (Secondary Source)
Juns3detenans (Documentary Research) 35aidunnsive el
1. Yszwnslunside

Uszrnnslunisdnwiduaniunsainsieaiien ulsuienisvieuilen nseuausinile
FunsvionfisdsznitassmALazuaugsAansnsYeuiInazLaugnsAans TiAsTaaiy
nsvieaiien Tnsionanseglutasseningd w2560 s T w.a.2562 Seazdondel

1.1 lenansfiAadosivaniunsaluazuunliusnunsvieadievedlan giinneden
Uszwalnewagall.and

1.2 WNUgNSAARS A Un1sviBalfisIdeu w.a.2559-2568 (ASEAN Tourism Strategic
Plan)

1.3 nspugmsmansausmiiomaassghaluoynfinnaquusitiles n.m.2555-2565
(Greater Mekong Subregion Economic Cooperation: GMS)

1.4 gn5AIEans AU UL N1 9LATYFA 8 3R -13 M Iz81-wa e (Ayeyawady-Chao
Phraya—Mekong Economic Cooperation Strategy: ACMECS)

1.5 WNUgNEANENINTENTIILNAY TausTIuLazvieafisastsasguszusulng
Uszr1ruan

1.6 WNugnsAansnsvieuiisrvesUszmalng Uszneudie unuimuinnsvieaien
WASIR M.A.2560-2560 UWNLENSANARTNYiaTiEIureUsEnAlny w.A.2560-2564 WHUEMSAIANS
mMsvioaiealaeyuvueeadadiu w.m.2559-2563

1.7 unugMsAansnsznsIeinniseng o Mieadestumsviendien loun nsensasnanlv
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2. \NEUTINISEBNUTEYINT Uastandns
nMsmudeyannunasteyanfeniiiisadestunisvieniios Useneuse anunsal
wazUunvessvieaiisalan endoy Ustmelneg ans1sasguszusulneussavuan Tasfinwann
Uiuniagiu wnugnsmand ulsute uwunsvisaisrszdulan giiataendeu nseuniusiuile

] s A o A Yy o ] =
FEIMNNU TN A N UYNTAERNT WaeuleueingitesiunsieaietvesUsendlnelazall.an Loy

va v

a9 va 5 & Ry o ) Aa I a a v ¢ a
L@ﬂa']ﬁVlIm')LﬂT]%WLUUL@ﬂaWTWVluaﬂJEJLUUL@ﬂaWiWﬂJ@’]Q‘lﬂJLﬂu 24 N'Jﬂfﬂfmﬂm%ﬂ']ﬁLa@ﬂl@ﬂﬁqimaﬂ

Y

=

Scott (1990) {4 wnauat Laun AWa3e Augndesudede nsidudiununazaunuiy 3

€

SUATLIUN HIU

v

2.1 11339 (Authenticity) AnizE3ToAnLEaNENA15TI0WENA5TWA3 (Origin) &

A 1

Feu vionhenuvasiunasinndeyainnudauaunsansivaeudosnduiisfinnvesdeyald Uu

=>4

LONANTNIARUNLNIUNT INUUIBIU 3onTENT1laenss saudsenarsdiannselndfneunslu
Auleduesmiiigany ¥3ensensa931n1sang q Mneatedaensaiun1sdinnisvioailen

2.2 anugnaeiedie (Credibility) Aadenienasiliiiteyaiiianain daideu ve

U

aaapdouluaneudussaduenarsilddddudinmsegiunsvate Tnuvesunasdoya

Faaudeszyimhenuladuddavh lneausedudunauludaiuuvawesdoyala

Y

2.3 nst9udunu (Representativeness) tenasiaautdudunuia aunsaldunu
wsalulonansianunsonansneazideaunuenaisussianifeniuls s1eazidenaansaduiunu
nauUseynIiieg1ala

2.4 ayuviang (Meaning) tonansinanduasizsidanudaau Teyalinqunsouas
anansaazitnlaladne

3. 1A5093aNElUN1ITY LALNIINITIVADUANNINLATDINBNITITY
a & Al a v 3 L= v a 6 6
wieslenldlunsideidunuuduiindeya (Record Form) MsiAsieranIunITaiLay

s

wwldusunsvieaiiedvedlan gilairendey Useinalng aul.anuazduasisiuuugnsaans

=

wleuiy nseuanuswiieiiiertesiunisdnnisveniervesivasussmedunuuiuiindoyai

a = v d'

{37819 lun159179818na75 (Documentary Research) lagduiintdeyad lauainuwnaanieni
(Secondary Data) Eﬁﬁ'ﬂﬁ’nﬁumiﬁqﬂf

3.1 Anwenansuagisuisiiunmsdaaneinuisodieduiumisunisairsuuuagy
aNuEIYaLBYAYDILITY

3.2 asuuutufindeyateazidunvein1siasgianiunisaliaziulliun1unis

o A

vieaiganaraianuuiuiindeyaseasidenvesduameiunugnsaans uleung nseuadusuiled
WNedasfiunmsdnnisvieaingiventsamalneuwazaUd.anidndunensdunszideyaiiionside &

UATLDYARIL
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3.2.1 WUIAABIAUTENOUNISYID 87 LD ULUIAAVDY Buhalis (2000); Dickman

(1996); Middleton (1994); Kotler, Bowne and Makens(1999) §i 7 a1 USenaunie éjmﬁlﬂﬁ\‘iqmiﬂ
N9NSVaTIEd FrunIsNRunaioaiien AuUAIBIUIEAINETAIN AIUARIANISTENT 87 U
Aanssumsvieaiion sruautasadslunisvioadisawarsumsianisuasuinsmsvieadien

3.2.2 wRadw it Ianuansalum s ug U U saznsvie e 1y
LLnAAYDs World Economic Forum (2015) & 4 @ Uszneude shuanmwindesdiesiune @

o w 1

ulsunewasidoulafidrdny dulasainefiugiu wesdusssurfuagyinensmeinussa
3.2.3 unfsauuuiasunswataduiuifaues Porter (1998) & 6 A Usznaumae

sutadesnuiouly Fuiladefuguasd futadefumuduiusuasnsaiuayugnainnsy fu

Uadunagnsgsna lassadawagnisudety sunleuievessguiakasaulon1aainniguen

Yy a o

3.3 duutuiindeyalidideanydiuin 5 ¥1u Asaaaeununsegaiion (Content
Validity)
3.4 Usulsaudlanuutuiindeyanuduugivesd @eiviguazdniidunuutuin
Toyaatuauysaliielfiiususudeyaniside
< v
4. nsiusausiudaya

a a a

IUTteyanuvasdeyaniend lagdIdeaniunisveional sAuatuaINnTEnII
wazmhgnuifinisiafgtedasaswnenaivididevenuoynziionas sufanisnisdid
YoyanuszuuAdavesnsenTuaznisausig q Alnsiafdedasnsuaziduduatues
lonans Usznausie tenansiitieddosiuanunisaiuazuuildudiunisviesdienveslan giinna
ondou Ussinalvenazaly.an wnugnsaiandsunsvieaiisiedou w.a. 2559-2568 nsou
gsmaniausiufiomaasugialuayginiaguushinles w.m.2555-2565 gnsmansarusuions
\Asughad sl mszen-wilg wnugnsmaninsznslwnastny Jamsssuuazvioniion av.an
LUy NsMaRSIvisaisesUsTmAlne LAz s MAanSnTENTIIINEING o TiAgTeauNS
yipaLiien
5. MsnTIRdaUANIL L TeRavesdaya
nsmsIeEeUANNdeiievestoyaideldudnnnsues Cohen and Manion (1994) Tag
Timansraeuanndiuiinsgideyadious 3 autull Tnelnsgideyalilddedunuudninai
TaswiilauSeuiiisuiy
6. M3Aaszitaya uaznsiigadauindeiavesnanisiinneidoya
6.1 NMFIATINTRYA
Toyadildanuuutuiindaya (Record form) Sias1vidayadisdingsiion

(Content Analysis) huunidiguTun (Contextual Unit) lngni1suusguiuueainderses (Categories)
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fmslesisarduane §idonadlasmslinngsideya daszuunsduundeanluilom

Y

a1szvedenas Inseideyalasldinaila SWOT Analysis huuinaaanysnain (Diamond Model)
wmalan193tAT1z9loNT (Content Analysis) Lagn193tAT1AL TR 0A1U (Textual Analysis) 1ay
AnsernuingUsvasAvesnsiTudeaules asu ussetetayaniduwunliuazd1edalugloyaly

nasiu 9 lngldaugiumaianisduunaiindeya (Typological Analysis) n13duundeyaiiu

v

¥in nsdnszirmandunisdangumyanildiegsiudulagedednuvasanuduiusvestaya
wazasUdwunduiifsng o inseurguuwildusaziianensvsaieisyavlan snudeu Usendlvey
avl.arwieludeyalunisiniunugnsamansnisveniisndeulossenalnguazaisisusy

UszvsulneUssunvuaniseld

6.2 MINEAUANUYNTRTRVNANITIATIEVTaYE

a

N13757980UAINE T lAvINAN1TIATIZTBYA KITEATIVEOU/MIUTTNSAY

Y

53UTNdYad Landun1seg195auas Ul I3 ol ATIAULNAIN LN TIuNugNsAans LAY

Weuesig q Adundasegi Aealduiainnsenseiilulsuiinveun1sdnvinunugnsamansiy <
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o
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7. N158UTUNANISILASIZRTBUARD
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71899182 1AgNISUNEUBNANITIATIZNTDUAMND
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N0 UNTIAVUASTULPR D ULNUENSANENS
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7.1 dhiauenansinwnazsuilannudniuieitunanisinudedfiddAside sty
mMsdaviusugnsmansmsiaunsvissiisndoulosUszimalnouazaty.ann Ussneusie §aae
Udansznmsvieailinasim sesedunsueidonziusen feruenisneseidonsusen tnns
NATIUIYNTT B 81UIEN1TNBINTTAIUTENA {I1UILNITNOIYNTANANT WAaTUNUIIU d1nau
Udansznsrsmsviondisanazim funudidnaunisvisaiivuisssmelne funudiinanu
Usvauaulasinsidegaamnssunisvionfieaasuinig samswau 15 9o Tnedatu w nsgnea
nsvieaiieauaz i

7.2 diauenanisAnuinazsuilinnudniuieaiunanisfinyise “ Angnssunisdari
LazduiAd oulsugnsAansidouloanisvieaiisrswenandnslne wazaisisuiguszusuleg
Uszanwuan (@ul.an) dielne” Uszneude Udansensunisviesiistnasfivn sesudansensag
nMavieafiganariun oufnsusioaiien eSufinsunaning eSufinsunisunases fUyvIns
dninaunsianudiiies figmnsimeadien §innsnmsveuiisiissemalne uagduny

NIENTIEN 9 UTLNOUMY JUNUNTENTINAML NTENTHNNTANUTLNA NTENTNAUUIAY NTENTN
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nesgMsAanfiazNLa diinanldansensnsvienileaasinn sy 20 e Tnednu o
n3EMTIMIeTEINaziN
8. NIUNEUINANITIATIEN
N3 LAUBNAYDINTTITUAIEAUTBILATTBAIIUUTIENY (Descriptive) lagduun
Taguizasdn1sidouazduunaunseuiiivesnsiaviunugnsamaniwazulouisnisisaiien
Boulvssevinaszmalveuazansisusguszusulneyszrmuaniienyiasdansesilaanum

EVSANANTNITVIDUNLIVRINUIBIIUA 9

#5UNan15IY

1. a5Unafn® wardiAszianIun1TalnIsiawngdlan WNUENSAEAS WAZUKNUWMUIT

a Y o . = a o a ' ¢
Wedasiunsviaaiiarendey Ussmdlne a1515a5gUszensulaeussynvua wud aonunisal
nsvieavigalantunmsindnnulnvieufisnfunmongseniaUssmendlaniagiuunauge
ninne Bdnvieaeiuunnuseesieliiosausl w.a.2552 drulsemaniniaeidy uazwldila d
uutinviesngnintuegruilewaudt w.e.2552 3 U w.a.2561 lneganunelaienenlasuniy
a a 1 ‘:l' ¥ ! (% o Y a a
fudlunisiiunavieniien 10 Useineausnvaslan lawn a1s1sausgsuea ansgeusn au Ju
8018 @151505 30 anserandng wesudl WindlnuavUsuinealve dnviesifierszwinsseinand
nsliIegengasEninafunieuied laun Useinadu ansgeling wosull ansivenaninsuay
Useinerl Saa

wwiltunsvieaigalanainniseidn dviinisvisaiiesdagduauiel w.a.2573 ddnenin
Mgvengiiluseiugeegesialiie dunavisunewnatmiiintuiiosessutinvieniel n1svieaien
JueIasdlonfiaudAguinlunsimuasegiwazdinudisandymanueinauainnisasnesenu
nsiawlasaieiiugu assyulaatazmsaieseldidnguszme

o A a a ] c{' = o ] a

Unvieungdlinsivdsundamginssunisvisaiied Tnedivudlduaulanisvieaiedlu
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a 1

nmsfudegAnazaruiusyidnaasugianazdinuuszyvuondou lngdnis1anasnima
msnaarteliondeudugamnetaemadioantu msysannislunsihausudiulunis Soules
VAN 9 AIUNITAU ANNYARASY N133NIKarUNTasANITTAILSITULALETINYIR ARBATUNTT
fimunduduaznisnaiadiumsviesiiealueygiinia 4 2 nagns léun mssnsefuanuamsolu
Aswtsturesendeulunisiduunawienfisavatemiaien (Single Tourism Destination) wazn1s
fiaunnsieiisrvesedousgedsdunasiviniien

gNFANENTAIUTINTDNINATEFAY B5IR-19 M Tzen-wailas (Ayeyawady - Chao Phraya
- Mekong Economic Cooperation Strategy: ACMECS) U W.f.2555-2565 1nN15UTEYN AMECS
Summit ﬂ%’jﬂﬁ 8 “Towards an Integrated and Connected Mekong Community” ﬂaq':u AMECS 1ot
Saufuimuadderadiioadrsaldiuisunmanisudstud uassghaveseyginiaguuilas

Wnung “3S”; Seamless (55o8si0), Synchronised (L"ﬁlaﬁ,ﬂm), Smart & Sustainable (Ranlay

'
£ aa o s

Fafu) WunsdeuleayndAuuulisesde (naneaw, AW, ssdnsuazUszanvugUssvw)
nsysanmsuasidesloaassghaluoyginiaguinlos msasmulunsiammineinsuyvduay
uinnssu warn1saderudiunadludeseims i ndsnusasnsimundidsiu lnensfiagyili
Fdeitmidadunareduaseldiu nduussme ACMECS Iéivuaitimanesauiu 3 fu fo “35”
It maned 1 “Seamless Connectivity” Anandealasuuuldsosse wWmwnedi 2 “Synchronised
ACMECS Economies” 1@ a3l89LAsu5A 9 ACMECS wagid1uune? 3 “Smart and Sustainable
ACMECS” auaanauazdsdu

nauUseina ACMECS lasaulasanisiauinigldidivanesne q lagasis 1) Ay
Feuloawuulisense Usznause Tassmsimun Tassnsszuuansisnlna W@ouleanuu masolw
agwu vinde auudusazeudeulownah sufsnmssanuuuassytlnadmiunmadeules
syvumsaumALazaIloulosfundsa 2) anmideulosiuiasugia Usznousae Tasanis
Feuloswaniund dmuauleune Munesmsuagidennamsiunguanesauilunsaisey
Junilafeanelunguussina AMECS Tnsmsindoudeduiuazuimsesaafindeuthomdny
warnsasy sadlduadunnusaioaesiiu W nsé msamuwazauinionirgnamng
uazAus s unTRuet B ularnsaiegudnarsnmsatuIaL 3) Armaan uazANdEu
satiuiimsiammuiysduazinalulad sufansiauiides (Smart City) {Usznouns mstnuns
mMevieadiey MIuimamemswmduaznsinen Tnemsiaundidsdusjaduluinsarsausauile
Fudaandon nisuimsdanisiuasnineins sufeianssuiidsdufideiunanues gramnss
msvieaflen gunw ndsnumuisulazmsasuasanmndienne

uHugsEansuazusuiauinedesiunsvieafisrszmealne unugnseansves
NTENTHNIVIBUTEIUALAN W.A.2560-2564 LA UﬁmmiwaLﬂmméqﬁauﬁmammw%uﬁﬂ
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seldguszrrunnandiues e unaresdnmsumsnaiafuifiaud snsvoaderogs
fedu fyuafiamanisiannsgmined w.a.2559-2563 31 maveaiivalayuvuvesineimuigaina
ogsfleannmuuguMsinwLazianTIneIn sy BuduuruwiinNgy funsihnain
mMsvieaflewisUszmelng fmusiiananisiaudne. 2560-2564 31 v, ihugiihlunisdaady
maviesiliszmalneduundsioniienseniion (Preferred Destination) aeadsdy

unugmsmans wazuHuiRN ATt inassassussrEuleUssrvuan
wudn nMsvieadiodlutiad W.A.2560, W.A.2561 VNERI0E195IALE Iﬂaﬂaﬁaﬁﬂﬁmﬁuiﬁ%’uﬁmﬁwa
Mntinviesiisrymineviouiisn S1uund 2 duau Wumsnsunduandmiavuesmeonuuluidi
Hunduila 1.2 dueu Anssumesiinviendiendnlvy fe Ininsvuazdouts drumsénisamu 3
thasuynsmend nsamnenamuanusemedudadufanulu auuanmniian unsidosduni
Suilssususeiuvgifisanniu tnelugeanunsslswsuussmeiudugamu Budaudlsusurung
Enauidlsausuvunelvg seiu 5 a0 Insdsudweaduiuszneunisvndu uunsianndan
LazlAsugRaatuil 8 U w.e2559-2563 Wuunusyey 5 U syyulsuisddglunsndndunsiivla
wiswshavasadl.am authimusamalivgaiuannsdulsemedostaunnielud we.2563
wazsduunaandsnulniiluglinieiede (Battery of Asia)

LHUgNSAARSNNTYiBnTien aul.a1 1.m.2559-2563 ffimmsnisdiiunsiaefivug
Juddeimiin simunsvieadisnanvdirudadumuiummanisdaiaiunsvienio s s
FausssuuazmsUsziimand Weslsaddumsvionisssiuuszmelunfinauazseduana Tng
NadNSYosuNLY 92yl avu.an naveiduganunsUaemsnisvisuiiivestinvieaii awialan
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Tourist Satisfaction on Service Quality and Service Environment of

Midscale Hotels in Mandalay, Myanmar

Myo Min Oo!

Walanchalee Wattanacharoensil?

Abstract

In the competitive tourism business, services provided to tourists affect the success
of businesses. Customer satisfaction and service quality are amongst the most important
factors in the hotel industry; hence, hotel businesses should render good service and make
customers feel that the money they paid is worth the value. Although service quality is
perceived to bring about customer satisfaction in various studies, this aspect has not been
scrutinised in the Myanmar hotel context, especially in midscale hotels. Using the SERVQUAL
model, this research fulfils this gap and aims to find out whether the service quality of midscale
hotels in the city of Mandalay, Myanmar, can bring about tourists’ satisfaction. Furthermore,
this study investigates a part of servicescape(or service physical environment) and its influence
on tourist satisfaction. Partial least squares structural equation modelling (PLS-SEM) is used for
the statistical analysis. The study contributes to the understanding of service performance in
the context of Mandalay, and the result can be used as a preliminary guideline to develop a

set of service standards for midscale hotels in Myanmar.

! Mahidol University International College, Department of International and Regional Cooperation, Ministry of Hotels
and Tourism Republic of the Union of Myanmar

2 Tourism and Hospitality Management Division Mahidol University International College
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1.Introduction

In Myanmar, the tourism sector is amongst the most viable and sustainable economic
development tools and the main source of foreign exchange earnings (UNWTO, 2010). Tourism
is one of the country’s seven economic pillars that create jobs and revenue streams. Although
tourism in Myanmar is in its infancy, it received 4.3 million tourist arrivals in 2019, which is
expected to increase every year (Ministry of Hotels and Tourism, 2020). Tourism has a positive
impact on the economy of a nation by contributing employment and income to its current
GDP (lvanov & Webster, 2007).

The cultural city of Mandalay was the last royal city before the British empire left
Myanmar. Owing to its distinct image amongst ASEAN countries, Mandalay receives a large
number of tourists who seek authentic cultural experiences. Tourism and the hotel industry
developed one of the biggest world industries. As hotel industry plays an important role in
tourism, the hotel business has been the bright future (Holjevac, 2003) especially before the
COVID-19 pandemic. In addition, countries with developing economies need hotel businesses
to constantly innovate (Nikolskaya et al., 2018) to enhance their service potential to cater to
tourists. Therefore, the governments of developing countries, including that of Myanmar,
encourage the hotel segments and local entrepreneurs to invest in lodging sectors and to put
service quality and customer satisfaction as the main goals.

In the past years, the hotel sector in Myanmar has steadily grown, reflecting the growth
in tourism. According to the statistics of the Ministry of Hotels and Tourism Myanmar, 1,704
hotels with a total of 68,167 rooms are located in Myanmar. In Mandalay, 266 hotels and
11,153 rooms were recorded in 2019 (Ministry of Hotels and Tourism, 2020). According to the
local tourism office, half of these hotels can be classified as midscale hotels. The following

statistics show the dramatic development of the hotel industry in Myanmar.
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Table 1: International Tourist Arrivals in Mandalay (Ministry of Hotels and Tourism)

Foreign tourists Local tourists
2016 385,031 517,290 902,321
2017 483,784 589,374 1,073,158
2018 492,097 654,608 1,146,705
2019 689,871 614,041 1,303,912

Table 2: Number of hotels and rooms in Mandalay (Ministry of Hotels and Tourism)

Year ‘ Number of Hotels Number of rooms
2016 199 7,667
2017 205 8,457
2018 219 9,073
2019 266 11,153

The above data show the dramatic increase of tourist arrivals and the growth of hotels
year after year. The figures suggest high potential for midscale hotels, which are owned by
local investors, to continually show positive growth. Such potential is indicated by key
performance indicators such as room occupancy, average daily rate and revenue per available
room. To ensure satisfactory growth rate, customer satisfaction is crucial for the hotel industry.
Memorable trips are influenced by the quality of service received in a destination and
experiences given by service providers, including hotels. Hence, the hotel industry in Mandalay
needs to exert effort to improve the quality of service and to meet international quality
standards.

Tourism has been a thriving service industry, which bears an important potential for
the economy in Myanmar. Despite the COVID-19 pandemic, the industry is expected to bounce
back in due time as the industry is resilient. In the meantime, the Myanmar government has
made attempts to promote the tourism industry and promote high service standards in the
hotel industry. Nevertheless, the amount of research concerning customer satisfaction on

hotels’ service quality in the Myanmar context is limited. Furthermore, customers’ desire for
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quality products and service in the tourism industry has been increasing (Su, 2004). As service
is provided within an environment, the notion of physical environment plays a crucial part in
the service being provided. The hotel environment is another factor that affects the perception
and satisfaction of hotel customers. Hence, understanding how the physical hotel environment
affects customer or tourist satisfaction is important. By doing so, hotel managers in Myanmar
can gain insights into which aspect of their hotel’s services and the service environment
satisfied guests. Moreover, hotel managers can understand to what extent the service quality
and service environment need to be improved. The concepts of service quality (Parasuraman
et al., 1985) and servicescape (Bitner, 1992), which indicate service physical environment, have
been ubiquitously studied. However, none of these studies were conducted in the Myanmar
context and in the context of midscale hotels, which is perceived as an important hotel
segment in Mandalay. Therefore, this study is conducted on the basis of such premise.

The purpose of this research is to determine tourists’ perceptions, current service
quality and service environment of midscale hotels in Mandalay and to identify their
relationship with customer satisfaction. Therefore, the following research questions were

raised.

1. What are the effects of perceived service quality dimension on customers’
satisfaction with midscale hotels in Mandalay?

2. What are the effects of service environment on customer satisfaction with
midscale hotels in Mandalay?

3. Do foreign and local Myanmar tourists have different views on satisfaction?

2.Literature review

2.1 Service quality dimensions in hotels
Service quality is an elusive concept because of the distinctive features of service,
namely intangibility, perishability, heterogeneity and inseparability of production and

consumption (Akbaba, 2006). Thus, quality definitions can vary from person to person and
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from situation to situation. Moreover, service quality involves evaluations of the outcome (i.e.,
what a customer actually receives from service) and process of service act (i.e., the manner in
which service is delivered). Service quality is measured as a difference between consumer
expectations of ‘what they want’ and their perceptions of ‘what they get’(Parasuraman et al.,
1993). On the basis of this concept, a service quality measurement called ‘SERVQUAL’ was
proposed.

Gronroos (1984) proposed two dimensions in service quality—technical quality and
functional quality —and claimed that perceived service quality is the result of an evaluation
process. In this process, a consumer compares his expectations of a service with his perception
of the service received.

A generic instrument called SERVQUAL was developed to measure service quality on
the basis of inputs from focus groups (Parasuraman et al., 1988). SERVQUAL was based on the
proposition that service quality can be measured as the gap between the service that
customers expect and the performance they perceive. Respondents rate their expectations of
service from an excellent organisation, and then rate the performance they received from a
specific organisation. In the SERVQUAL model, service quality is calculated as the difference
between customer perception and expectation, where better service quality results in a

smaller gap between the two. The five service quality attributes or dimensions include:

1. Reliability: ability to perform the promised service dependably and accurately

2. Responsiveness: willingness to help customers and provide prompt service
3.Assurance: employees’ knowledge, courtesy and their ability to inspire trust and
confidence

4. Empathy: caring, individualised attention the firm provides its customers

5. Tangibles: appearance of physical facility, equipment and personnel
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Although service quality can be assessed using SERVQUAL, which estimates five quality
measurements, service quality can also be measured by the concept of service performance,
called SERVPERF, which utilises a performance-based approach using the five similar service
quality components (Cronin & Taylor, 1994).

Hotels pursue customer satisfaction by providing quality service and meeting their
expectations and anticipations. Therefore, hoteliers need to know customers’ expectations
and try to meet their needs. The hotels can improve the level of customer satisfaction by
committing more resources towards improving the factors with the highest impact (Watiki, C.
2014). Table 3 elaborates previous studies that use the five dimensions of service quality in

the hotel industry.

Table 3: Previous research on service quality in hotels

Authors Dimensions of service quality in Results
hotels

Saleh, & Tangibles, responsiveness, The existence of gaps between
Ryan, 1991 reliability, assurance and empathy | expectations and perceptions of the

service is a source of dissatisfaction.
Al-Rousan & | Tangibles, responsiveness, Empathy and tangibles have the
Mohamed, reliability, assurance and empathy | lowest perception scores.
2010
Khattab & Tangibles, responsiveness, Empathy and tangibles have the
Aldehayyat, reliability, assurance and empathy | lowest perception score.
2011
Stefano, Tangibles, responsiveness, The quality of services provided in
Casarotto reliability, assurance, empathy and | various items that expectation is
Fitho, access above perception.
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Authors

Dimensions of service quality in

hotels

Barichello &
Sohn, 2015
Ali, 2015 Ambience and staff courtesy, food | Better perceptions of hotel
and beverage products and ambience and staff courtesy, food
services, staff presentation and and beverage products, staff
knowledge, reservation services performance and knowledge,
and overall value for money reservation services and financial
value were likely to develop
customer satisfaction.
Sunil, Tangibles, responsiveness, There exists a significant gap
Shobharani, reliability, assurance and empathy | between what a customer expects
Mathew, & and actually experiences. The gaps
Rose, 2018 are widely identified due to the lack
of the perception of the
management about the varying
customer need.

2.2 Servicescape dimensions in hotels

Servicescape are physical environments where a service is assembled and where a
seller and a customer interact, combined with tangible commodities that facilitate
performance or communication of the service (Bitner, 1992). Bitner’s servicescape include
three dimensions: ambient conditions; spatial layout and functionality; and signs, symbols and
artefacts. The ability of the physical environment to influence behaviours and to create an
image is apparent for service businesses such as hotels, restaurants, professional offices, banks,
retail stores and hospitals. Studies claimed that the physical environment may also influence

customers’ ultimate satisfaction through service.

115m13 I amaneaied Ingnioya
Journal of International and Thai Tourism

Ui 16 atiui 2 nsngiAw - 51N 2563



The importance of physical setting depends on the nature of the work and the nature
of the consumption experience. Physical surroundings are important in service settings because
customers and employees often experience a business’ facility. However, not all service firms
and industries are alike, nor do they face the same strategic issues in planning and designing
their servicescape (Lovelock, 1983).

According to Bitner (1992), servicescape can be identified according to three primary
dimensions: ambient conditions (temperature, air quality, noise, music and odour); spatial
layout and functionality (layout, equipment and furnishings) and signs, symbols and artefacts
(signage, personal artefacts and décor). A complex mix of environmental features constitutes
servicescape and influences internal responses and behaviours. Definitely, the dimensions of
physical surroundings include all objective physical factors that can be controlled by a firm to
enhance or constrain employee and customer’s actions. Those factors include an endless list
of possibilities, such as lighting, colour, signage, textures, and quality of materials, style of
furnishings, layout, wall décor and temperature.

Previous studies have provided evidence for the strong impact of the physical
environment, such as those in retail outlets, service halls, restaurants and hotels, on customer
satisfaction. Receiving service in a crowded environment is a common occurrence in many
hospitality venues, including restaurants (Kim & Moon, 2009) hotels (Lee & Lee, 2015). Human
density in the service environment impacts customers’ perceptions of the characteristics of,
other customers, such as class level and social status (O’Guinn et al., 2015). The servicescape
(mainly tangibles) of restaurants also affect customers’ evaluations of service quality as well
as post-purchase behaviour (Kim & Moon, 2009). The dimensions include ambient conditions
such as noise, music, scent, lighting and temperature; spatial layout which includes the
arrangement of furniture and equipment; and signs, symbols and artefacts such as décor and

signage. Table 4 elaborates the findings of previous studies.
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Table 4: Previous research on servicescape in hotels

Authors

Dimensions of servicescape in hotels

Results

Dong (2012)

Simpeh, Ambience; spatial layout; and signs, Ambience; spatial layout; and
Simpeh, symbols and artefacts signs, symbols and artefacts are
Nasiru, & positively associated with
Tawiah customer patronage of hotels.
(2011)

Siu, Wan, & | Ambient conditions, spatial layout, Servicescape elements

functionality, spatial signs, symbols and

artefacts and cleanliness

positively influence customers’
perceived quality of a service,
and cleanliness has the
greatest influence on

customers’ satisfaction levels.

Lee, & Kim, | Attractiveness, cleanliness, layout, and Cleanliness had a significantly

(2014) comfort direct impact on satisfaction,
the results failed to support a
relationship between
attractiveness and service
quality or satisfaction

Lee, & Lee | Design, color, material, decoration, The most significant

(2015) furniture, lighting, layout, accessibility, servicescape need for hotel

temperature, cleanliness facilities was cleanliness
Artuger Ambient, layout, décor, signs and Ambient condition, décor, signs
(2020) symbols and symbols had a significant

effect on customer satisfaction.
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Authors Dimensions of servicescape in hotels

signs and symbols are the most
important and spatial layout

did not affect.

On the basis of previous studies and the basic requirement of the hotel industry,
cleanliness has been amongst the mandatory factors for the environmental setting. Therefore,
this study includes cleanliness as an indicator in the investigation of the physical environment
in the midscale hotel. Cleanliness is one of the key factors that tourists use to select hotels,
regardless of property size, brand affiliation, or location. According to Cobanoslu, Ciftci,
Berezina, and Ali (2018), the term “clean hotel” is amongst the most used key-words entered
by travelers who are in search of accommodations for their leisure or business trips. High
standards of cleanliness of a hotel helps to form customer loyalty, generate positive word of

mouth, and, as a result, increase hotel occupancy and profitability(Cobanoglu et al., 2018).

2.3 Midscale Hotel

A midscale hotel is defined as a property that is positioned between luxury and budget
hotels (Chester Chin, 2018). This positioning is characterized by unpretentious design,
accessibility and reasonable price. A review of the literature reveals that most research
investigating service quality in hotels has been conducted in upscale (4-star) and luxury (5-star)
hotels. For the developing countries like Myanmar, the mid-scale hotels have potentials in the
market. In this current study in Myanmar, the mid-scale hotel refers to hotel that is positioned
between luxury and budget hotels, and is classified to the category by the Ministry of hotels

and tourism, Myanmar.
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3. Methodology

This study is an explanatory research that aims to investigate tourist satisfaction on
service quality and service environment of midscale hotels in Mandalay. The questionnaire
was formed according to the information from the SERVQUAL model and the four physical
environment (servicescape) dimensions selected from the literature. To create the survey
instrument, the questionnaire was developed and divided into four parts. The first part includes
quantitative questions that measure tourist perceptions on service quality performance of
midscale hotels in Mandalay using five service quality dimensions. Under the 5-point Likert
scale, 20 items are included in the five dimensions; tangibility, reliability, responsiveness,
assurance and empathy. The second part includes the items relating to four dimensions under
servicescape: layout, facility aesthetics, ambient condition and cleanliness. These dimensions
include 14 items. The questionnaire was sent for feedback to four experts in hotel service
quality in the Myanmar hotel industry for validation purposes. The third part includes tourist
satisfaction and the fourth part include respondent’s demographic and visit information.

A pilot test for 50 respondents was carried out to test whether the questionnaire is
valid and reliable for data collection. The result of Cronbach’s alpha for all items of the five
service quality dimensions was over 0.88, the overall items of servicescape dimensions was
more than 0.930; and overall tourist satisfaction was more than 0.950. A reliability coefficient
of 0.5 is considered recommended (Bujang et al., 2018). Therefore, the questionnaire used in
this research passed the reliability test and was acceptable for data collection.

Researchers collected data from tourists (foreigners and local) staying in midscale
hotels in Mandalay. The questionnaire survey was distributed to 430 respondents. The hotels
were selected by simple random sampling, and respondents were selected by convenient
sampling. After eliminating incomplete responses, 400 qualified responses were used in the
study. Each respondent took about 10 minutes to complete the questionnaire. Data analysis
was conducted by using partial least squares structural equation modelling (PLS-SEM) using

the ADANCO software. Partial least squares (PLS) is an approach to structural equation
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modelling (SEM) that allows researchers to analyse relationships simultaneously (Ramli et al.,
2018). Although the aim of PLS-SEM is to model the relationship amongst latent variables, it is
essentially linear regression using composite scores (Yuan et al,, 2019). Instead of choosing
other programmes, for instance SPSS, to run the regression analysis, this research applied PLS-
SEM for the following reasons. Firstly, the sample size of 400 respondents is not high relative
to the population. Secondly, some data sets do not meet the normal distribution criteria.
Thirdly, PLS-SEM permits the unrestricted use of single-item and formative measures (Hair et
al., 2016). Thus, PLS-SEM was selected for this study. The measurement model was also

assessed on the basis of the reliability and validity of the constructs.

4.Findings
4.1 Descriptive statistics

4.1.1 Demographic profile

Table 4.1 illustrates that more male tourists (58%) than female tourists (42%)
stayed in Mandalay, and the majority of tourists were middle-aged. Tourists aged 36 to 45
years old were the largest group (36%), and the second largest group was composed of tourists
aged 26 to 35 years old (26%). Tourists aged 56+ accounted for 14.5% the total number of
tourists, those aged 46-55 accounted for 13.5% and only 9.8% were 18-25 years old, which
was the lowest age group. The number of foreign tourists and local tourists was equal.
Nevertheless, Europeans comprised the largest group amongst international tourists (39.5%),

followed by Asians (28%) and Americans (21%).

Table 5: Descriptive statistics on demographic information

Variables Number | Percentage Nationality Number  Percentage
Respondent 400
Gender 400
nationality
Male 231 58 Foreigner 200 50
Female 169 a2 Local Myanmar 200 50
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Variables Number | Percentage Nationality Number  Percentage
Age Foreign Nationality 200

18-25 39 9.8 European 79 39.5
26-35 105 26.2 Asian 56 28
36-45 144 36 American a2 21
46-55 54 135 Middle Eastern 14 7

56+ 58 14.5 Others 9 4.5

4.1.2 Results of the survey

All the dimensions received satisfactory mean scores from 3.84-3.98 out of 5,

with assurance and responsiveness dimensions having the highest average means of 3.98 (SD

0.513 and 0.521, respectively). The items related to ‘employees’ within the tangibility,

responsiveness and empathy dimensions receive high average scores above 4.0. The item that

received the lowest average score is related to the ‘facilities and equipment’ (below 3.8).

Table 6 shows the Cronbach’s alpha coefficients, means and standard deviation scores of the

service quality dimensions.

Table 6: Descriptive statistics of variables (service quality dimensions)

Variables CR Mean SD
Tangibility (AVE = 0.7397) 0.880 3.88 0.532
SQ1:The hotel has beautiful facilities and equipment. 3.79 0.723
SQ2:The hotel’s physical structures are visually appealing. 3.84 0.643
SQ3:The hotel’s employees look neat. 4.01 0.516
SQ4:The atmosphere and equipment are comfortable and 393 0.578
appropriate.

Reliability (AVE = 0.7091) 0.866 391 0.550
SQ5:The hotel promises to perform services by a certain 3.92 0.611
time and in an accurate manner.

SQ6:When you have a problem, the hotel shows sincere 3.92 0.672
concernin solving it.
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hotel asmy accommodation.

Variables CR Mean SD
SQT7:The hotel keeps accurate records. 3.90 0.657
SQ8:The hotel performs the service right the first time. 3.93 0.646
Responsiveness (AVE = 0.7105) 0.863 3.98 0.521
SQ9:The hotel employees tell you exactly when services 3.99 0.580
will be performed.

SQ10:The hotel employees give prompt service. 3.92 0.659
SQ11:The hotel employees are always willing to help you. 3.98 0.647
SQ12:The employees are never too busy to respond to 4.07 0.567
your requests.

Assurance (AVE = 0.7208) 0.864 3.98 0.513
SQ13:The hotel resolves guest complaints and 3.95 0.658
compensates for inconveniences.

SQ14:The hotel provides flexibility in services according to 4.00 0.533
guests’ demands.

SQ15:The hotel provides consistency in services. 397 0.539
SQ16:Employee knowledge (professional, foreign language, 3.99 0.667
communication) provides information and assistance.

Empathy (AVE = 0.6569) 0.831 3.97 0.438
SQ17: The hotel’s operating hours are convenient to 3.98 0.521
customers.

SQ18:The hotel has employees who give personal 4.01 0.576
attention.

SQ19:The hotel has your best interest at heart. 391 0.540
SQ20:The hotel employees understand your specific 4.02 0.496
needs.

Tourist Satisfaction (AVE = 0.89) 0.939 3.84 | 0.703
TS1:I am very satisfied with this hotel’s facilities and 3.82 0.701
amenities.

TS2:| believe | madethe right decision in choosing this 3.90 0.732
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Variables

CR

Mean

SD

TS3: How would you rate the overall quality of

serviceyou received in this hotel?

3.82

0.799

All servicescape dimensions received satisfactory mean scores from 3.79-3.92 out of 5,

with the cleanliness dimension garnering the highest average means of 3.92 (SD 0.440). The

items related to ‘employees’ within the cleanliness dimension(‘the hotel staff always keep

clean’) receive high average scores above 4.0. The item that received the lowest average score

is related to ‘atmosphere’ in the ambience dimension. Table 7 shows the Cronbach’s alpha

coefficients, means and standard deviation scores of items in the servicescape dimensions.

Table 7: Descriptive statistics of variables (servicescape dimensions)

Variables CR Mean | SD
Layout (AVE = 0.6227) 0.697 3.81 | 0.475
SM1:The hotel layout gives enough privacy. 3.79 | 0.697
SM2:The hotel room layout is comfortable and looksgood. 3.85 | 0.540
SM3:The dining room layout is comfortable. 3.82 | 0.575
Aesthetic (AVE = 0.6659) 0.750 3.79 | 0.474
SM4:The furniture and fixtures used by the hotel are of 3.84 | 0.566
high quality.
SM5:The paintings and pictures are visually attractive. 375 | 0.593
SMé:The decorations of the hotel are visually appealing. 3.80 | 0.574
Ambience (AVE = 0.5507) 0.729 3.81 | 0.440
SM7:The ambient scent within the hotel premises is 374 | 0.679
enticing.
SM8:The temperature inside the hotel premises is 390 | 0.531
comfortable.
SM9:The lighting within the hotel premises creates 3.78 | 0.643
acomfortable atmosphere.
SM10:The hotel makes moving around easy. 3.88 | 0.507
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Variables CR Mean | SD
Cleanliness (AVE = 0.6897) 0.849 3.92 | 0.440
SM11:The lobby and public areas are clean. 392 | 0.501
SM12:The dining room and utensils are clean and hysienic. 392 | 0.516
SM13:The hotel room, bath room, toilet and amenities are 3.87 | 0.614
clean.
SM14:The hotel staff always keep clean. 4.00 | 0.482

4.2 Result of the PLS-SEM
4.2.1 Effect of Service Quality on Tourist Satisfaction and Multigroup

Analysis

By utilising a bootstrapping procedure in ADANCO 2.1 by Henseler and Dijkstra
(2015), most constructs in the proposed model exhibited convergent validity by exceeding the
AVE cut-off value of 0.50 (Hair al., 2012). All composite reliability scores were greater than the
endorsed point (0.60) (Bagozzi & Yi, 1988). The discriminant validity was attained as each AVE
was above a squared correlation of the corresponding inter-constructs (Fornell & Larcker, 1981).
The Fornell-Larcker criterion was examined to verify the discriminant validity, and as the
Fornell-Larcker values were found to be within the criteria as the square root of each
construct’s AVE have greater value than the correlations with other latent constructs (Hair et
al., 2016). The findings indicated the reliability and validity of the measurement in the specified

model to be tested in this study.
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Figure 1: Conceptual model for service quality
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Table 8: Squared correlations; AVE in the diagonal, Fornell-Larcker in the top triangle

Construct

Tourist

Satisfaction

Responsiveness

Assurance

Empathy

Tourist

Satisfaction

0.8935

0.4049

0.4431

0.4079

0.4579

0.4390

Table 9: Regression table

0.7397

0.4507

0.3512

0.3405

0.3757
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0.7091

0.4065

0.4961

0.4266

Tangibility Reliability Responsiveness Assurance Empathy

0.7105
0.4044 0.7208
0.3477 0.4625 0.6569
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Effect Original Standard bootstrap results
coefficient
t-value p-value (2-sided)
Tangibility -> Tourist 0.1818 3.4557 0.0006
satisfaction
Reliability -> Tourist 0.1417 2.7372 0.0063
satisfaction
Responsiveness -> Tourist 0.1832 3.5029 0.0005
satisfaction
Assurance -> Tourist 0.2157 3.9078 0.0001
satisfaction
Empathy -> Tourist satisfaction 0.2039 3.6072 0.0003

Figure 1 and Table 9 show that assurance has the highest path coefficient at B =.2175
(t = 3.908, p<0.001), and reliability has the lowest path coefficient at [3 =.14178 (t = 2.7372,

p<0.001). The coefficient of determination (R2 value) was also tested. The examined model

indicated that 60.8%o0f the variance of satisfaction was explained by the model, which was

greater than the minimum threshold of Rz value (25%) (Hair et al., 2016).

To identify if the two groups of respondents (local versus foreign tourists) perceived
service quality attributes in the five dimensions in the same way, multigroup analysis was
conducted. The data were divided into two groups: tourists and foreign tourists. Then, a
bootstrap analysis was performed on each dataset. This study used the t-statistic to examine
the difference between the effects, given the sample size of each group, the beta coefficients
and the standard errors for the path being examined (Table 10). The results indicated that the
effect between the perceived service quality of the five dimensions by local tourists is stronger
than that by foreign tourists, apart from the reliability dimension. However, all paths exhibited

insignificant effects.
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Table 10: Multigroup analysis between local and foreign tourists on service quality

dimensions
Group 1: Local Group 2: Foreign Difference between
tourists tourists groups
n=200 n=200
t_
Std p- Sig.
Path Bl BZ Std error  statisti
error value level
C
Tangibility ->
0.228 0.067 0.155 0.076 0.729 0.467 NS
Tourist satisfaction
Reliability -> Tourist
0.152 0.071 0.173 0.070 0.216 0.829 NS
satisfaction
Responsiveness ->
0.199 0.050 0.172 0.100 0.246 0.806 NS
Tourist satisfaction
Assurance ->
0.240 0.054 0.192 0.102 0416 0.677 NS
Tourist satisfaction
Empathy ->
0.219 0.060 0.196 0.092 0.215 0.830 NS

Tourist satisfaction

4.2.2 Effect of Servicescape on Tourist Satisfaction and Multigroup Analysis

Similar to the service quality dimension, for the physical environment

dimension, most constructs in the proposed model exhibited convergent validity by exceeding

the AVE cut-off value of 0.50. All composite reliability scores were greater than the endorsed

point (0.60). The discriminant validity was attained as each AVE was above a squared

correlation of the corresponding inter-constructs (Fornell & Larcker, 1981). The Fornell-Larcker

criterion was examined to verify the discriminant validity and as the Fornell-Larcker values

were within the criteria as the square root of each construct’s AVE have greater value than the

correlations with other latent constructs (Hair et al., 2016). The findings indicated the reliability

and validity of the measurement in the specified model to be tested in this study.
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Figure 2: Conceptual model of servicescape
Table 11: Squared correlations; AVE in the diagonal, Fornell-Larcker in the top triangle
Construct Tourists satisfaction  Layout Aesthetic Ambience Cleanliness
Tourists satisfaction 0.8936
Layout 0.4113 0.6227
Aesthetic 0.2902 0.3079 0.6659
Ambience 0.4666 0.4540 0.3221 0.5507
Cleanliness 0.5853 0.4132  0.3039 0.4518 0.6897
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Table 12: Regression table

Effect Original Standard bootstrap results
coefficient
t-value p-value (2-sided)
Layout -> Tourist 0.1411 3.2256 0.0013

satisfaction

Aesthetic -> Tourist 0.0643 1.3337 0.1826

satisfaction

Ambience -> Tourist 0.2227 3.9850 0.0001

satisfaction

Cleanliness -> Tourist 0.4892 10.3076 0.0000

satisfaction

Figure 2 and Table 12 show that cleanliness has the highest path coefficient at [3 =
.0.4892 (t = 10.3076, p<0.001), whereas aesthetic has the lowest path coefficient with no
significant effect at B =.0.0643 (t = 1.3337, p>0.1). The coefficient of determination (R2 value)
was also tested. The examined model indicated that 65.1%o0f the variance of satisfaction was
explained by the model, which was greater than the minimum threshold of R? value (25%)
(Hair et al., 2016).

Similar to the service quality approach, to identify if the two groups of respondents
(local versus foreign tourists) perceived physical environment attributes in the same way,
multigroup analysis was conducted. The data were divided into two datasets (i.e., local tourists
and foreign tourists). Then, to examine the difference between the effects, given the sample
size of each group, the beta coefficients and the standard errors for the path were examined
(Table 13). The results indicate that, apart from layout, the effect between the perceived
physical environment of the four dimensions by local tourists is slightly weaker than that by

foreign tourists. However, all paths exhibited insignificant effects.
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Table 13: Multigroup analysis between local and foreign tourists on service quality dimensions

Group 1: Local Group 2: Foreign Difference between
tourists tourists groups
n=200 n=200
Path B1 Std B2 Std t- p- Sig.
error error  statistic  value level

Layout->Sat 0.1861 0.0645 = 0.0896 @ 0.0667 1.043  0.298 NS
Aesthetic->Sat 0.029 0.0589  0.1185 0.0732 0.955 0.340 NS

Ambience->Sat 0.2298 0.0759  0.2404 0.08 0.096 0.923 NS
Cleanliness- 0.4715 0.0732  0.4783 0.0709 0.067 = 0.947 NS
>Sat

5.Discussion

Previous research in the hotel sector recognised different interpretations of the
dimensions. Although the dimension structure depends on the measurement context, previous
results exposed some similarities to this study. Despite the five service quality dimensions
having significant effect to tourist satisfaction in Mandalay, tourists staying in midscale hotels
perceived assurance to have the highest effect, whereas reliability has the weakest effect. This
finding is opposed to some previous studies. For instance, Yilmaz (2009) reported that hotel
customers have the highest perception score on reliability followed by assurance-
responsiveness, empathy and tangible factors in the study of three-, four- and five-star hotels
in Cappadocia, Turkey. The key reason that this study yields a different result may be attributed
to the nature of hotel segments, which poses different expectations to tourist perceptions.

Nevertheless, the overall average satisfaction score given to the five dimensions
showed that tangibility received the lowest score. However, considering that tangibility has a

strong significant effect to tourist satisfaction following assurance and empathy, tangibility is
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one of the key points that midscale hotels in Myanmar should consider an area for
improvement.

As aforementioned in this study, the greatest impacts on overall tourist satisfaction are
from the assurance dimension. Elements of ‘the hotel provides flexibility in services according
to guests’ demands’ receives the highest score, whereas ‘employee knowledge’ (professional
skills, foreign language, communication) and ‘provide information and assistance’ have the
second highest mean score. Most hotel employees must have a certificate of hospitality
training and should be recognised by skill standard authority. Tourists also enjoyed when their
hotel ‘provides consistency in services’ as a result of hotel employees’ cooperation, unity and
conformity in service rendering. In addition, the variable ‘the hotel resolves guests’ complaints
and compensates for inconveniences’ is remarkable. Hotel management in midscale hotels
has positive view on guest complaints, recovery plan and guest relationships for revisit
intention. These reasons proved that the assurance dimension is the strongest predictor of
satisfaction in midscale hotels in Mandalay.

Moreover, the results of this research revealed that the mean scores of the overall
tourist perceptions on servicescape or service environment were high in all dimensions.
Tourists were relatively satisfied with the service environment of midscale hotels in Mandalay.
The study suggests that three service environment dimensions (layout, ambience and
cleanliness) are important antecedents of satisfaction. Layout, ambience and cleanliness had
significant influence on tourist satisfaction, whereas aesthetic dimension was not important in
midscale hotels, and no relationship was found between tourist satisfaction and aesthetic
dimension. The influence of cleanliness dimension on tourist satisfaction is stronger than that
of other dimensions. In fact, it is the most significant and the strongest servicescape dimension
towards tourist satisfaction for midscale hotels in Mandalay. This generates the positive sign
for the midscale hotels in Myanmar as the previous studies addressed that cleanliness is the
most important factor in hotel selection (Lockyer, 2005)and high standards of cleanliness of a
hotel helps generate positive word of mouth, and customer loyalty (Cobanoslu et al,

2018).Aesthetic is related with hotels’ artistic beauty and decoration, which tourists can
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appreciate during their stay. In this study, this dimension including decoration, furniture and
fixtures, displayed paintings and photographs are not major concerns of tourists who stayed in
midscale hotels in Mandalay. The focus of this study is midscale hotels, where aesthetics may
not be a key priority or not as important as the cleanliness factor. However, aesthetics may
play an important role as a differentiator from competitors in luxury hotels, where interiors
and exterior architectural design attract high-end tourists. Thus, guests in midscale hotels in
Mandalay pay more attention to convenient room layout, room temperature and cleanliness

with quality service.

6.Conclusion

This study contributes to the service quality management literature by addressing the
midscale hotel segment in the Myanmar context, which has not been done in the past.
Midscale hotels in Myanmar need to put more effort in improving the ‘tangibility’ element in
service quality as it receives the lowest average rating amongst the five dimensions. The
influence of ‘tangibility’ towards satisfaction is high. ‘Assurance’ has the strongest influence to
tourist satisfaction in the midscale hotel context in Mandalay. Furthermore, ‘aesthetic’ does
not have influence towards tourist satisfaction, whereas three other physical environment
dimensions (layout, ambience and cleanliness) do. ‘Cleanliness’ shows the strongest influence
towards tourist satisfaction, which shows a positive sign for midscale hotels in Mandalay as
cleanliness is addressed to be the most important factor that tourists and visitors use for their
hotel selection. The cleanliness element will have to constantly be maintained in order to
ensure the high level of tourist satisfaction to the midscale hotels in Myanmar. More
importantly, especially during the time of Covid 19 pandemic, the importance of cleanliness
for midscale hotels can never be emphasised enough. The hotels have to ensure that they
meet high cleanliness standard and must comply with the Ministry of hotels and tourism’s
safety certificates to hotels, restaurants and destinations. In order to guarantee that the hotels

meet cleanliness and safety standard, the management of midscale hotels are recommended
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to improve the quality of housekeeping and provide effective trainings for hotel cleaning. In
summary, these findings provide practical benefits to midscale hotels as they reveal the
important factors that tourists pay attention to and affect tourist satisfaction. These dimensions
can also be used as guidelines for the midscale segment, not only in Myanmar but in other
surrounding contexts, such as in neighbouring countries like Laos PDR, Thailand or Cambodia.

Despite its contributions, this study has limitations. The current study is based only on
midscale hotels in the city of Mandalay; hence, it may not represent all hotels in Myanmar.
Moreover, as only two service concepts related to service quality and service environment
were surveyed, the study may miss out emerging service elements which may be better
portrayed using other service-related concepts, such as technology in service, self-service
elements or service experience. Although a set of hotel attributes included in this study
covered a variety of hotel service aspects, other attributes may likely influence tourist
satisfaction. In addition, other situational factors may affect tourist satisfaction, such as
demographic, social and cultural factors. However, these limitations do not diminish the

significance of this study and its suggestions for compelling research in the future.
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Strategic Model of Golf Tourist Satisfaction Index for Golf courses

in Chonburi Province, Thailand

Salakanan Panthasupkul!

Wasin Phromphithakkul?

Abstract

In Thailand, there is no official standard to measure the golf tourist satisfaction. The
purpose of this study was to develop a strategic model of golf tourist satisfaction index for golf
courses in Chonburi province, Thailand.

A strategic model of golf tourist satisfaction index represents a uniform tool for
evaluating, comparing, and measuring golf tourist satisfaction for the golf courses.

This study utilized a convenience sampling method to collect data in six golf courses
of Chonburi province, Thailand. Questionnaires were given to each golf tourist at the reception
area of the golf course. Each of six golf courses was allotted 200 questionnaires, which were
distributed by field workers. From the 1,200 questionnaires distributed, 352 were usable. Golf
tourists included 67% male and 33% female.

This study used Structural Equation Modeling to test the hypotheses and relationships
among variables in the proposed strategic model of golf tourist satisfaction index.

Statements of golf tourists who responded to open-ended questions during the pilot
study helped to clarify the meaning of items included in the structured questionnaire.

The results indicated that a modified strategic model of golf tourist satisfaction index
provided a uniform means of assessing the golf tourist satisfaction for the golf courses in

Chonburi province, Thailand. For golf course owners and managers, this strategic model of golf
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tourist satisfaction index could be a useful tool for evaluating golf tourist satisfaction and
would provide a significant complement to conventional measurements of golf tourist
satisfaction.

The results of the interrelationships among service quality, golf course image, perceived
value, and golfer satisfaction were 1) Service quality (reliability and assurance) had a direct and
positive effect on the image of golf courses in Thailand. 2) Service quality (reliability) had a
direct and positive effect on perceived value and service quality (assurance) had no effect on
perceived value. 3) Golf course image had a direct and negative effect on perceived value of
golf tourism in Thailand. 4) Golf course image had a direct and positive effect on golfer
satisfaction. And 5) Perceived value had a direct and positive effect on golfer satisfaction.
Keywords: Golf tourist satisfaction, Strategic model of golf tourist satisfaction index, Golf

courses in Chonburi province, Thailand

Introduction

Thailand Incentive Convention Association or TICA (2017) has given information of golf
tourism in Thailand that there are approximately 250 golf courses in Thailand and thousands
of tourists fly into Thailand every year just for the golfing opportunities offered in the country.
Destination diversity and the choice of golf courses throughout the country are key factors
attracting the large numbers of visitors coming to play golf in Thailand where the most popular
destination for golfing in Thailand especially for tourists is Chonburi Province (Wikipedia, 2018).
There are over 20 courses in Chonburi province and all 20 are within a 45 minute drive from
the popular tourist spot of Pattaya and hence why Pattaya was named Asia’s best golfing
destination of 2012. Other notable courses include Laem Chanbang International which was
designed by the great Jack Nicklaus and Bangpra International known locally as the monkey
course. Chonburi province has some of the most renowned golf courses in the whole of
Thailand, namely Siam Country Club Old Course where hosting to the Honda LPGA events for
the last 5 years and Amata Spring Country Club where hosting to the PGA tournaments and
Thailand Golf Championship (Birdie Thailand, 2018).

The recent applauses given to the country has been an award by the World Golf Travel

Agents Association or WGTAA to Thailand as the best up and coming destination for golf
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vacations. And Thailand Best Golf Destination in Asia Pacific (First Runner Up) from the event
of 13th Asia Pacific Golf Summit 2019 in India (Thai News Agency, 2019).

Further strengthening the country’s reputation as a golfing hub is the hosting of a
number of world class tournaments which have attracted leading players such as Tiger Woods,
Ernie Els and Colin Montgomerie.

The information from TAT during the event of Thailand Golf Travel Mart 2019 stated
that Thailand is among the top destinations in Asia for golf with number about 700,000 golf
tourists coming to Thailand each year which generated 3.3 billion baht in revenue for Thailand
tourism industry in 2018 (TAT News, 2019).

Overwhelming golf tourist demand for golf products and services has become
increasingly evident in recent years. The golf tourism industry in Thailand has been considered
to be one of the main approaches to influencing market position strategy in an extremely
competitive tourism market and for golf businesses to distinguish themselves. Therefore, in
the academics, they have begun to pay more attention to golf tourist satisfaction and golf
tourist loyalty in the golf tourism industry.

Golf tourist satisfaction has been viewed as an important issue for the golf tourism
industry because of its impact on repeat business and word of mouth reputation. In reality,
the golf tourism industry in Thailand has not always responded satisfactory to the golf tourists’
demands for improvement. In Thailand, each golf course has its own criteria to evaluate the
level of golf tourist satisfaction. There is no official standard to measure golf tourist satisfaction
across golf courses in Thailand. Hence, the golf tourism industry in Thailand is in need of a
suitable strategic model of golf tourist satisfaction index. If golf courses objectively measure
golf tourist satisfaction using the official standard index, they can improve the items which golf
tourists care about as well as optimize resource distribution throughout the golf tourism

industry.
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Research Questions

1. What is the strategic model of golf tourist satisfaction index for golf courses in
Chonburi province, Thailand?

2. What are the interrelationships among service quality, ¢olf course image, perceived
value, and golfer satisfaction in the strategic model of golf tourist satisfaction index for golf

courses in Chonburi province, Thailand?

Research Objectives

1. To develop a strategic model of golf tourist satisfaction index for golf courses in
Chonburi province, Thailand by applying the American Customer Satisfaction Index (ACSI)
model, the Norwegian Customer Satisfaction Barometer (NCSB) model and the European
Customer Satisfaction Index (ECSI) model.

2. To propose and analyze the interrelationships among variables of service quality,
golf course image, perceived value, and golfer satisfaction in a strategic model of golf tourist

satisfaction index.

Literature Review

Development of golf tourism industry

Tourists have variety of reasons in traveling to a destination, may be the impulse from
internal or external factors or their nature. There are many authors define “sports tourism” in
many aspects, such as, Standeven and DeKnop (1999) define as “active and passive forms of
involving in sport activities which needed to travel away from home”, Weed and Bull (2004)
define as “sports tourism has derived from a unique inside of people which is the collaboration
of activity, people, and place”. It is comply with the tourism demand models which the other
attractions are also factors in repeat visitation decision (Costa, & Manente, 1995). The sport
tourism itself is a niche market, in year 2001, the economies of sports was growing four times
faster than the rest of the United States’ economy (Blundell, 2003). And the number of people

whose spending time on their vacation on sports activities has increased continuously.
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Golfing is sport and growing activity for the golfers around the world. If the country can
promote it as a tourism product properly, it can become a very profitable tourism product
because it is a niche market that has the highest money spending rate per tourist. It can
generate substantial revenues for the tourism industry and the country. It can provide a
tremendous boost and become a very successful for the tourism destination (Hinch, & Higham,
2001).

Golf market is like many niche tourism products that can play an important role in
positioning a destination. The main of the literature that considers golfers equivalent to tourists
is focused on satisfaction and value (Petrick, Backman, Bixler, & Norman, 2001; Petrick, &
Backman, 2002). Intentions to visit a destination of the golfers are also take part into a
destination’s brand which is the perceived in the tourist memory (Cai, 2002).

The results from the research on understanding golfing visitors to a destination by
Hennessey, Macdonald and Maceachern (2008) stated that “the value and satisfaction with
the golf courses played were high and consistent across the three golf categories of frequency
of golf played was infrequent, moderate, and dedicated but there is no indication that this
result would hold for other golf destinations, so this would be an interesting way to extend
the research to other golf destinations. Do feelings of value and satisfaction vary across the
three golf categories at other golf destinations? If so, that would be very useful for designing a
satisfaction strategy for other golf destinations”. In developing strategic model of golf tourist
satisfaction index for golf courses in Chonburi province, Thailand in this study will be valued
to the golf tourism industry in Thailand.

Service quality, corporate image, perceived value, and customer satisfaction in

tourism industry

Exploration customer satisfaction as a form of consumer purchasing behavior is
corresponding with a framework for understanding customers’ wants and needs. The
framework of customer satisfaction includes important components that must be described
as a basis for this study. LeBlanc and Nguyen (1996) indicated that five attributes including
physical environment, contact personnel, quality of service, corporate identity, and
accessibility determine corporate image.

Parasuraman, Zeithaml and Berry (1988) indicated that service quality is the difference

between consumer expectations of service and perceived service. Rust, Zahorik and
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Keiningham (1995) demonstrated that customer satisfaction indices offer possibilities to value
the profitability of various satisfaction attempts. Therefore, the potential relationship between

service quality and customer satisfaction may be expected.

The measurement of customer satisfaction may be an important forecasting of
consumer purchasing behavior. In general, this study will illustrate a framework of golf tourist
satisfaction that describes the relationships among golf course image, service quality, and
perceived value.

Service quality considers the movement across the gap between customer perceptions
and customer expectations. Parasuraman, Zeithaml and Berry (1988) have defined service
quality as a kind of attitude, the degree of difference between the expectation of service and
actual perception. And used of factor analysis to deduct five dimensions of reliability,
assurance, tangibility, responsiveness, and empathy.

Quality is a consumer’s judgment about a product’s or service’s overall excellence or
superiority (Petrick, 2004). Fick and Ritchie (1991) studies perceived service quality in airlines,
hotels, restaurants, and ski sectors, demonstrated the usefulness of the SERVQUAL instrument

to indicate the relative importance of expectations in affecting customer satisfaction.
Development of customer satisfaction index model

1) Swedish Customer Satisfaction Barometer (SCSB) Model

Created in 1989, the Swedish Customer Satisfaction Barometer (SCSB) model was the
first national customer satisfaction index for domestically purchased and consumed products
and services (Fornell, 1992). The original SCSB model shown in Figure 2.1 contains two primary
antecedents of satisfaction. The first was the perceptions of a customer’s performance
experience with a product or service and the second was the customer expectations regarding
that performance. Perceived performance is equivalent to perceived value (Johnson,

Gustafsson, Andreassen, Lervik, & Cha, 2001, p. 221).
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Customer
Complaints

Perceived
Performance
(Value)

Customer
Satisfaction
(SCSB)

Customer
Loyalty

Customer
Expectations

Figure 2.1 Swedish Customer Satisfaction Barometer (SCSB) Model

Source: Johnson, Gustafsson, Andreassen, Lervik, & Cha, 2001, p. 221

2) American Customer Satisfaction Index (ACSI) Model

The American Customer Satisfaction Index (ACSI) Model was developed in 1994 and

builds upon the original SCSB model. The ACSI model represents a customer based

measurement system (see Figure 2.2) for evaluating and enhancing the performance of firms,

industry, economic sectors, and national economies (Johnson, Gustafsson, Andreassen, Lervik,

& Cha, 2001, p. 222). The ACSI model measures the quality of the goods and services as

experiences by the customers that consume them.

Customer
Expectations

Complaint
Behavior

Customer
Satisfaction
(ASCI)

Perceived
Value

Perceived
Quality

Customer
Loyalty

Figure 2.2 American Customer Satisfaction Index (ACSI) Model

Source: Johnson, Gustafsson, Andreassen, Lervik, & Cha, 2001, p. 222
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3) Norwegian Customer Satisfaction Barometer (NCSB) Model

The NCSB model was identical to the original ACSI model with the exception that it
included corporate image and its relationships to customer satisfaction and customer loyalty
(Fornell, et al, 1996).

The NCSB model is different from the ACSI model because of three important reasons
(Yang, Tian, & Zhang, 2000). First, the NCSB model uses the introduction of SERVQUAL to
measure service quality. Second, the NCSB model focuses on the introduction of corporate

reputation. Finally, the NCSB model replaces customer complaints with complaint handling.
4) European Customer Satisfaction Index (ECSI) Model

The European Customer Satisfaction Index (ECSI) model (See Figure 2.3) differs from
the ACSI model (Eklof, 2000) in several ways. The ECSI model is an indicator that measures
customer satisfaction. It is an adaptation of the SCSB model (Fornell, 1992) and is accordant
to the ACSI model (Fornell, Johnson, Anderson, Cha, & Bryant, 1996).

Johnson, Gustafsson, Andreassen, Levik and Cha (2001, p. 225) demonstrated that there
are two differences between the ACSI and ECSI models. First, the ECSI model does not include
the incidence of complaint behavior as a consequence of satisfaction. Second, according to
the original NCSB model, the ECSI model consolidates corporate image as a latent variable in
the model. Corporate image is determined to have direct effects on customer

expectation, satisfaction, and loyalty.
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Figure 2.3 European Customer Satisfaction Index (ECSI) Model
Source: Johnson, Gustafsson, Andreassen, Lervik, & Cha, 2001, p. 225

Relationship among service quality, golf course image, perceived value, and golfer

satisfaction
Influence of image on perceived value and golfer satisfaction

Kristensen, Martensen and Gronholdt (1999) provided a model suggesting that image
may have a direct effect on value. However, from the results of O’Loughlin, & Coenders’s
(2002), the European Customer Satisfaction Index (ECSI) survey which used a structural
equation model, demonstrated that image did not have a significant impact on customer
satisfaction.

In the research of the corporate image, Lee (2003) indicated that organizations should
set standards that help to create a positive image with five factors including physical
environment, contact personnel, quality of service, corporate identity and accessibility, to have
a positive impact on repeat business. Therefore, three hypotheses, which include golf course

image as a variable, are proposed in this study as following:
Hypothesis 1: Service quality has a direct and positive effect on golf course image.

Hypothesis 2: Golf course image has a direct and positive effect on perceived value.
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Hypothesis 3: Golf course image has a direct and positive effect on golfer satisfaction.
Influence of service quality on perceived value and golfer satisfaction

Quality has been shown to be a preceding of perceived value (Baker, Parasuraman,
Grewal, & Voss, 2002). Fornell, Johnson, Anderson, Cha and Bryant (1996) demonstrated that
perceived quality has a positive relatedness between perceived value and customer
satisfaction based on the American Customer Satisfaction Index (ACSI) model. Value is
positively affected by perceived quality (Anderson, & Sullivan, 1993; Fornell, 1992).

Service quality has become an important topic because of its explicit relationship to
customer satisfaction (Bolton, & Drew, 1991). Fornell, Johnson, Anderson, Cha, & Bryant (1996)
illustrated that perceived quality and perceived value in the ACSI model provides important
indicative information. Both perceived quality and perceived value are expected to have a
direct and positive effect on overall customer satisfaction (O’Loughlin, & Coenders, 2002). The
European Customer Satisfaction Index (ECSI) model includes the foundation that service quality
is a foremost affecting perceived value and is expected to have a direct and positive effect on
overall customer satisfaction (Kristensen, Martensen, & Gronholdt, 2000). Two hypotheses

related to service quality have been established for this study as following:

Hypothesis 4: Service quality has a direct and positive effect on perceived value.

Hypothesis 5: Service quality has a direct and positive effect on golfer satisfaction.
Influences of perceived value on golfer satisfaction

Howard and Sheth (1969) have demonstrated that customer satisfaction is dependent
on value and perceived value is the perceived level of product or service quality relative to
the price paid. Previous research has demonstrated that the measurement of consumer
satisfaction should be used in association with the measurement of perceived value (Oh, 2000;
Woodruff, 1997). Fornell, Johnson, Anderson, Cha and Bryant (1996) found that price
perceptions affect customer satisfaction. Their study indirectly used a ratio of value and
equality perceptions rather than a direct measure of price perceptions. Value is expected to
have a direct impact on customer satisfaction (Anderson, & Sullivan, 1993; Fornell, 1992).

Therefore, this study will test the following hypothesis:

Hypothesis 6: Perceived value has a direct and positive effect on golfer satisfaction.
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Development of proposed golf tourist satisfaction index model

The proposed golf tourist satisfaction index model in this study was developed based
on the relevant literatures review of customer satisfaction index model of the American
Customer Satisfaction Index (ACSI) model, Norwegian Customer Satisfaction Barometer (NCSB)
model, and the European Customer Satisfaction Index (ECSI) model as described in details as
following:

Yang, Tian and Zhang (2000) demonstrated that when a country attempts to set up a
customer satisfaction index model, it can take advantage of other countries’ customer
satisfaction index models and modify them to fit. Therefore, this study is attempting to develop
a strategic model of golf tourist satisfaction index for golf courses in Chonburi province,
Thailand, which will use the American Customer Satisfaction Index model, Norwegian Customer
Satisfaction Barometer model, and the European Customer Satisfaction Index model as the
foundation for the golf tourist satisfaction index model and modify some variables based on
the literatures review.

First, the proposed strategic model eliminates customer expectation from the American
Customer Satisfaction Index model and replaces expectation with corporate image.

Second, in the Norwegian Customer Satisfaction Barometer model (Johnson,
Gustafsson, Andreassen, Lervik, & Cha, 2001) the SERVQUAL instrument was introduced to
evaluate quality. Therefore, this study was replaced perceived quality with service quality in
the proposed model.

Third, Johnson, Gustafsson, Andreassen, Levik and Cha (2001) stated that the European
Customer Satisfaction Index model does not include complaint behavior because of the
optional latent variables. Yang, Tian and Zhang (2000) found that most respondents rarely
complained even if they were unsatisfied with products or services, which results in large
amounts of missing data on complaints. Therefore, this study has decided to eliminate the
complaint variable in the present study. The complaint variable would be recommended for
the future study.

Fourth, there is an extended relation between customer satisfaction and customer
loyalty in the American Customer Satisfaction Index model (Fornell, Johnson, Anderson, Cha,
& Bryant, 1996). However, McAlexander, Kim and Robert (2003) demonstrated that loyalty is

developed in various ways that are more dynamic and complex than reflected in customer
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satisfaction surveys, and after a first satisfying experience, a customer requires some kind of
reinforcement to become loyal. Therefore, this study has eliminated the loyalty variable in
the present study. The loyalty variable would be recommended for the future study.

The proposed strategic model of golf tourist satisfaction index linked service quality,
golf course image, perceived value, and golfer satisfaction as an integrated model, which
described the final outputs of golfer satisfaction in terms of the interrelationships among
service quality, golf course image, and perceived value which service quality refers to the
tangible facilities and intangible services in relation to golfer satisfaction in a golf course. Golf
course image refers to golfer perception and experience at the golf course. Perceived value is
based on golfer’s value, which is generated from the product or service itself and individual
experiences in the evaluation of a golf course. Golfer satisfaction is an emotional presentation

of the results of the comparison of a golfer’s expectation and perception.

Methodology

The Proposed Strategic Model of Golf tourist Satisfaction Index (See Figure 3.1) linked
service quality, golf course image, perceived value, and golfer satisfaction as an integrated
model, which depicted the final outputs of golfer satisfaction in terms of the interrelationships

among them.

Service Perceived
Quality g Value
\4
Golf Course Golfer
Image | Satisfaction

Figure 3.1 Proposed Strategic Model of Golf Tourist Satisfaction Index

The hypotheses within the proposed strategic model of golf tourist satisfaction index

are 1) Service quality has a direct and positive effect on golf course image, 2) Golf course image
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has a direct and positive effect on perceived value, 3) Golf course image has a direct and
positive effect on golfer satisfaction, 4) Service quality has a direct and positive effect on
perceived value, 5) Service quality has a direct and positive effect on golfer satisfaction, and

6) Perceived value has a direct and positive effect on golfer satisfaction.
Pilot study

The questions for the pilot study consisted of seven sections. The seven sections were
1) Information related to the golf course where the golf tourists played, 2) Perceived value, 3)
Golfer satisfaction, 4) Golf course image, 5) Service quality, 6) Personal data, and 7) Space for
any additional comments.

For the pilot study, a convenience sampling of the golf tourists who played golf in the
“Siam Country Club” and “St. Andrew 2000” was used. The total number of questionnaires
returned at the Siam Country Club was 100, those completed 56, and the valid number of
questionnaires was 43. The total number of questionnaires returned at St. Andrew 2000 was
100, completed 47, and the valid number of questionnaires was 27. The total useful responses
were 70, which accounted for a 43 percent response rate for the Siam Country Club and a 27
percent response rate for St. Andrew 2000.

ltem analysis was conducted on the 35 items for evaluating each item regarding service
quality, golf course image, perceived value, and golfer satisfaction to determine which items
should be included on each measurement. The values of the critical ratio were considered as
p values of 0.05 and 0.01 and / or all the correlations which greater than 0.30 were accepted
(Green and Salkind, 2004). In terms of Green and Salkind’s (2004) suggestion, all question items
in this study were retained and those retained items were developed for the final
questionnaire.

The reliability of the survey instrument to measure golfer satisfaction was measured by
Principal Component Analysis (PCA) within factor analysis, using a minimum factor loading of
0.40 to screen out unreliable variables and to evaluate the reliability of the variables. The
factor loadings were between 0.488 and 0.870. The reliability of the golfer satisfaction index
scale achieved a satisfactory level in the pilot study.

This study used the Statistical Package for the Social Science (SPSS) program to
implement the Reliability Analysis. The purpose of the Reliability Analysis is to estimate a

measure’s reliability in yielding compatible scores. The coefficient alpha evaluates
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corresponding in scores among equivalent items. Cronbach’s Alpha (QU) is one of the diagnostic
measures to evaluate internal consistency. Hair, Anderson, Tatham and Black (1998) identified
that reliabilities of 0.70 or higher are sufficient.

All of the variables exceeded the 0.70 level for coefficient alpha, between 0.721 to
0.939, which signified that the scales had a high degree of internal reliability. Based on the
factor loadings and coefficient alpha from the pilot study, all question items remained and
were included in the final questionnaire for this study.

A closed-ended questionnaire was designed to be self-administered. The survey
instrument consisted of six major sections. 1) The first section examined information related
to golf tourists who played golf in Thailand 2) Section two referred to perceived value 3) The
third section focused on golfer satisfaction 4) Section four referred to golf course image 5)
Section five focused on service quality 6) Section six examined golfers’ personal data.

The population for this study was the golf tourists who came to play golf in Chonburi
province, Thailand where there are approximately 20 golf courses. A convenience sampling of
the golf courses in Chonburi province, Thailand was used for this study. Laem Chabang
International Country Club, Burapha Golf Club, Chee Chan Golf Resort, Phoenix Gold Golf and
Country Club, Khao Kheow Country Club, and Pattavia Century Golf Club were selected for
this study. The target sample of this study was the golf tourists who played golf in these six
golf courses. Questionnaires were given to each golf tourist at the close of the process of
payment. The field workers stood in front of the reception area to invite golf tourists who
played golf to participate in this survey. Each of the six golf courses was allotted 200
guestionnaires, the total number of questionnaires distributed was 1200. The number returned
was 381, incomplete 29, a total of 425 refused the questionnaire when offered (non-response
rate of 35 percent), therefore, the valid number of questionnaires was 352.

This study used a Structural Equation Modeling with the Analysis of Model Structures
to test hypotheses and the relationships among variables in the proposed strategic model of
golf tourist satisfaction index. The Statistical Package for the Social Sciences was used to test

the hypotheses for the significant differences among variables.
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Figure 3.2 Hypothesized Strategic Model of Golf Tourist Satisfaction Index

Hypotheses in the Proposed Strategic Model of Golf Tourist Satisfaction Index

H1: Service quality has a direct and positive effect on golf course image.

All items in service quality and golf course image were used to measure H1.
H2: Golf course image has a direct and positive effect on perceived value.

All items in golf course image and perceived value were used to measure H2.
H3: Golf course image has a direct and positive effect on golfer satisfaction.

All items in golf course image and golfer satisfaction were used to measure H3.
Ha: Service quality has a direct and positive effect on perceived value.

All items in service quality and perceived value were used to measure H4.
H5: Service quality has a direct and positive effect on golfer satisfaction.

All items in service quality and golfer satisfaction were used to measure H5.
H6: Perceived value has a direct and positive effect on golfer satisfaction.

All items in perceived value and golfer satisfaction were used to measure Hé6.

For the quality of constructs, this study used Structural Equation Modeling (SEM) with
AMOS software as the first stage of statistical analysis. SEM is a statistical technique with the
ability to deal with multiple constructs and scales. SEM starts with the hypotheses explicated

in the form of a structural equation model, operates them with a measurement instrument,
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and evaluates model fit, which means to determine how well the model as a whole explains
the data (Kline, 2005).

Before developing meaningful variables for a goodness of fit test by using structural
equation modeling (SEM), the data from the 35 items Likert scale had to be tested. Five
statistical methods, including data screening, factor analysis, composite reliability, convergent

validity and discriminant validity were used.

Findings and Discussion

According to the results of SEM, two of the items in service quality were found to be
less than ideal in the measurement of the construct. In the meantime, for the goodness of fit
for the proposed strategic model of golf tourist satisfaction index, the service quality need to
be divided into two constructs which were reliability and assurance, which were renamed in
terms of categories used in the five dimensions of SERVQUAL scale.

The reliability construct was described as the definition of SERVQUAL in this study.
Parasuraman, Zeithaml, and Berry (1988) defined that reliability is the activity to perform the
promised service dependably and accurately. Assurance is the knowledge and courtesy of
employees and their ability to convey trust and confidence.

According to the results of scale qualification, a modified strategic model of golf tourist
satisfaction index has illustrated to replace the originally proposed strategic model of golf
tourist satisfaction index. This study used the second stage of statistical analysis running
Structural Equation Modeling (SEM) with AMOS software.

Structural equation modeling (SEM) was used to evaluate the quality of each set of
guestion items in the final questionnaire. SEM was conducted to test the proposed hypotheses
described in Figure 4.1. The recommended ratio of Chi-square to degrees of freedom is less
than 2 (Hair, Anderson, Tatham, & Black, 1998). This study presented that the Chi-square to
degrees of freedom ratio equal to 0.000 was less than 2. The root mean squared error of
approximation (RMSEA) equal to 0.31 and the value of RMSEA should be less than the
recommended value, 0.05 (Kelloway, 1998), indicating a good fit. In this model of golf tourist
satisfaction index, the value of RMSEA was not a good to fair fit. The overall fit indices for the
modified structural model were the comparative fit index (CFI) was at 1.00, the normal fit index

(NFI) was at 1.00, and the incremental fit index (IFI) was at 1.00, were all greater than the cutoff
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point of 0.90 (Kelloway, 1998), indicating an adequate fit for the measurement model.
Therefore, a modified strategic model of golf tourist satisfaction index was considered to be
the preferred model.

The author illustrated a modified strategic model of golf tourist satisfaction index to
replace the originally proposed strategic model of golf tourist satisfaction index. A modified
strategic model of golf tourist satisfaction index reported (see Figure 4.1). This adjustment for

a modified strategic model of golf tourist satisfaction index was recommended.

: Service Quality E ! -

i —— : H4.1 Perceived Value
E Reliability :
5 : H4.2
5 5 H2
E Assurance E H6
........................... » H5.1
H1.1 H1.2
1 1
A
Golf course Image H3 Golfer

A 4

Satisfaction

Figure 4.1 A Modified Strategic Model of Golf Tourist Satisfaction Index

The modified strategic model of golf tourist satisfaction index showed the simple and
absolute relationships among constructs in this study. A modified strategic model of golf tourist
satisfaction index assumed that nine hypotheses presented positive relationships. However,
five hypotheses were positive and one hypothesis was negative based on this study reported.
The adjustment for a modified model of golf tourist satisfaction index was recommended.

There were nine hypothesized relationships presented and six were supported while

three hypotheses were not supported (see Figure 4.2).

1313 IV INIInTane e Inginnyia A o o
N 16 aUUN 2 NINHIAN - FUIIAN 2563

Journal of International and Thai Tourism



________________________

Service Quality

Perceived Value

[

1

v

Golfer
Satisfaction

) 1
] 1
| 1
1 1
| 1
1 Reliability ' J9%%» i
1 L
' . '
' \ ' pe>
| Ne & e
] b, R e e 3
i D *E% W e
] 2 X, g
[N -
: NG sl
| <« ' "
i Assurance i
] - > N
i ™, T1*%%
i : . 71
| ! X
1 1 S
' & \
| N b0
| R
] B N
B e ' : N
2
- ™~ \~
72 *** PR < \\
\\ ~,
. pN
e N
\~\.‘ \‘\
S e
NG o
v 1 v '\\ \‘
-
Golf course 39%%
Image
P<00]**=*
P<O5**

— - Coefficient Path (Significant)
- -- - - No Relationship (Not Significant)

Figure 4.2 Outcomes of a Modified Strategic Model of Golfer Satisfaction Index

H1.1: Service quality (reliability) positively influences golf course image.

H1.2: Service quality (assurance) positively influences golf course image.

H2: Golf course image negatively influences perceived value.

H3: Golf course image positively influences golfer satisfaction.

H4.1: Service quality (reliability) positively influences perceived value.

H4.2: Service quality (assurance) positively influences perceived value, was not

supported.
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H5.1  Service quality (reliability) positively influences golfer satisfaction, was not

supported.

H5.2: Service quality (assurance) positively influences golfer satisfaction, was not

supported.

H6: Perceived value positively influences golfer satisfaction.

The findings of the interrelationships among service quality, golf course image,
perceived value, and golfer satisfaction in a strategic model of golf tourist satisfaction index

are as follow:

1) Positive Effect between Service Quality (Reliability and Assurance) and Golf course

Image

The findings showed that service quality (reliability and assurance) had a direct and
positive effect on the image of golf courses in Chonburi province, Thailand. This result was
consistent with the finding of LeBlanc and Nguyen (1996), who demonstrated that quality of

service determined organization image.
2) Positive Effect between Service Quality (Reliability) and Perceived value

Service quality (reliability) had a direct and positive effect on perceived value. Service
quality (assurance) had no effect on perceived value in this study. Humer, Herrmann, and
Morgan (2001) supported the relationship between service quality and perceived value based

on their explanation of the impact of value increase relative to quality.
3) Negative Effect between Golf course Image and Perceived Value

The findings showed that golf course image had a direct and negative effect on
perceived value of golf courses in Chonburi province, Thailand. This result was not supported
by Johnson, Gustafsson, Lervik, and Cha (2001). According to the findings of Johnson,
Gustafsson, Andreassen, Lervik and Cha (2001), corporate image is a latent variable in the

European Customer Satisfaction Index Model. However, golf course image had no effect on
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perceived value from the result reported in this study. The negative relationship between golf

course image and perceived value was a surprising finding for this study.
4) Positive Effect between Golf course Image and Golfer Satisfaction

The findings showed that golf course image had a direct and positive effect on golfer
satisfaction. This finding was supported by Johnson, Gustafsson, Andreassen, Lervik and Cha
(2001), who concluded that corporate image has a direct effect on customer satisfaction in the

European Customer Satisfaction Index Model.
5) Positive Effect between Perceived Value and Golfer Satisfaction

The results of this study showed that perceived value had a direct and positive effect
on golfer satisfaction. The results was supported by Fornell, Johnson, Anderson, Cha, and
Bryant (1996), who revealed that price perceptions affect customer satisfaction, and supported
by Fornell (1992) who concluded that value is expected to have a direct impact on customer

satisfaction.

Conclusion and Recommendations

The purpose of this study was to develop a strategic model of golf tourist satisfaction
index for golf courses in Chonburi province, Thailand. The results of SEM showed that a
modified strategic model of golf tourist satisfaction index was a suitable strategic model of golf
tourist satisfaction index for golf courses in Chonburi province, Thailand which has an

adjustment according to the findings as shown in Figure 5.1
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Figure 5.1 Strategic Model of Golf Tourist Satisfaction Index

The managerial implications are based on the strategic model of golf tourist satisfaction
index and instrument that were developed for this study using structural equation modeling.

For golf course owners and managers, the strategic model of golf tourist satisfaction
index and survey instrument used for this study have the potential to be a useful tool for
evaluating golf tourist satisfaction and provides a significant complement to conventional
measurements of the golf tourist satisfaction.

From the findings revealed that service quality (reliability and assurance) had a positive
effect on the image of golf courses in Thailand. Caddies service’ attitude is the critical factor
for improving the golf course image. Caddies’ on the job training, especially focusing on the
delivery of promised service and courtesy to the golf tourists is needed because service has
an intangible quality, golf course managers should build an open organizational culture to
encourage caddies to share their knowledgeable regarding service skills and to help to avoid
the golf tourist complaints.

Moreover, golf course managers should find the opportunity to offer a variety of
caddies’ training programs. Caddies’ ability to serve golf tourists in a professional and

appropriate manner can be enhanced. One of the characteristics for caddies’ training programs
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in the golf course is the apprenticeship, especially for the training of new caddies. New caddies
serve their apprenticeship with the senior caddies. The senior caddies can help new caddies
learn service skills including service attitudes. They can also encourage new caddies to acquire
relevant certificates such as language certificate. Internal service related competitions could
be held quarterly. Promotions are the reward.

Additionally, golf course managers should create or transcript the details of all services
provided by the golf course using the standard operating procedure or SOPs system. New or
part time caddies should have an orientation to understand their job descriptions and to learn
the SOPs of the job. Although standard operating procedures have been used by several
hospitality industries but the contents of the SOPs are brief and not specific enough. The
applicable of SOPs gives the golf course a competitive advantage. However, only a few golf
courses use SOPs because it is time consuming and can be costly initially. If golf courses in
Thailand require their caddies to accurately follow the SOPs for the standardization of service
quality, golf tourists will receive dependable and accurate service from the caddies who could
have well-mannered attitudes.

From the service quality (reliability) had a positive effect on perceived value. The
customization is recommended for the managerial implication. Customization is also trend for
the golf tourism industry. Golf course managers might choose to set up a systematic customer
history tracking for tracking golf tourists’ consuming behaviors. Golf course managers could
provide the service of a hostess to ensure that golf course’ caddies deliver dependable and
accurate services to golf tourist which leads to customer loyalty. Although customization
provides a competitive advantage but it requires many resources to support, so golf course
managers have to evaluate the feasibility of customization. If the resources of the golf courses
can support customization, the golf course will gain a positive reputation and golf tourists will
be willing to pay more. If the golf courses fail to meet golf tourists’ needs as promised in
advance, golf courses will lose customer trust and reliability will suffer. Golf tourists can pay
more money to the golf courses for the promised service.

The negative relationship between golf course image and perceived value
demonstrated that golf tourists believed that golf courses did not reach a standard compare
to the price they pay. First, golf tourists believed that golf courses in Chonburi province,
Thailand were the world standard golf courses and will provide outstanding service and
facilities. However, when golf tourists played golf in Chonburi province, Thailand, they often

feel disappointed in the service and facilities provided.

313153 I 1IN He e Ny @ -y o o
17 16 atiuq 2 NINYIAN - 5HIAN 2563

Journal of International and Thai Tourism




Golf course managers are advised to pay attention to the consistency between Thai’
golf courses rating system and the world golf courses rating system. Golf course managers may
refer to the standards for facilities based on the world rating system to remodel the design
and facilities in order to improve golf tourists’ impression. Golf course managers might also
invite experts as a mystery shopper to evaluate the services and facilities of the golf courses.
Furthermore, golf course management should act on recommendations made in order to reach
excellent service quality. Golf course managers can help to reduce the gap between Thai’ golf
courses rating system and the world golf courses rating system through the improvement of
services and facilities.

Golf course image had a positive effect on golfer satisfaction. Golf course image is the
overall impression made in the minds of the public about golf courses, including the
impressions of the architecture, services, and food. For example, the Phoenix Gold Golf and
Country Club emphasizes its unique and temple styled architecture to attract golf tourists.
When golf tourists enter to a golf course, golf course caddies greet them with a smile and
Sawasdee. The Thai Sawasdee action shows the sincere warmth of the welcome. Club house
restaurant has been viewed as an important attribute for attracting golf tourists. Golf course
managers may emphasize the delicious cuisine created by famous chefs who work in their golf
courses in order to have a positive impact on the image of the golf course.

Perceived value had a positive effect on golfer satisfaction. Golf tourists can pay more
for better services and facilities and got a high level of golfer satisfaction in this study.
Moreover, golf tourists thought that they made the right decisions when they chose to played
golf in Thailand and their experiences were enjoyable. Therefore, golf tourists may be willing
to pay more because they believed that the cost is worth for the excellent service. The golf
courses may increase profit through making an adjustment in pricing after they have improved

its services and facilities accordingly.
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Recommendations for Future Research

From the literatures review can see that the customer satisfaction index models have
been used in many countries, such as, the United States and many countries in Europe. A
foundation for the preliminary research has been provided in this study. There are many
constructs of the customer satisfaction index models, such as, customer expectations,
perceived value, service quality, customer satisfaction, complaint behavior, and customer
loyalty. In this study has been focused on four constructs of service quality, golf course image,
perceived value, and golfer satisfaction, to measure the golfer satisfaction on the golf courses
in Chonburi province, Thailand. However, adding or discovering other potential constructs, such
as, customer-oriented, employment, environmental, organizational or cultural issues for the
golf tourism industry in Thailand is recommended. Multiple indices in the golf tourist
satisfaction model may increase the level of accuracy by considering differences across
constructs for the evaluation of industry performance.

The indices of the proposed strategic model of golf tourist satisfaction for golf courses
in Chonburi province, Thailand may be used as one instrument or to measure individual
constructs of service quality, golf course image, perceived value, and golfer satisfaction. This
study has experienced that the golf tourists took over 5 minutes to complete the questionnaire
survey when they are departing the golf course and may be on a strict time schedule. Other
methods of data collection could be considered such as distributing the questionnaires survey
upon arrival with directions for submission to a location that will assure the returned of the
questionnaires.

A golf course may choose to compare areas of its business both directly and over time.
The strategic model of golf tourist satisfaction index may be viewed as an internal evaluation
procedure or tool to evaluate golf course performance. The indices are a series of evaluation
indicators. It may be possible to compare the individual such as caddies, divisions, and golf
courses by using of this instrument.

Information about additional independent variables may be of value to golf tourism
industry. This study could be replicated and the sample of golf courses could be expanded.
Qualitative methodologies such as case studies, observations, in depth interviews and focus

groups might be used to build upon this preliminary research effort.
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