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The Study of Sustainable Practices for 5 Star Hotels in Bangkok
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Abstract

This research aimed to study the level of employee’ perceptions of sustainable
practices and the level of organization commitment, and to explore the relationship of
sustainable practice and the level of organization commitment of 5-star hotel in Bangkok. The
sample group of this study were 158 hotel staffs. This research investigated results from the
collected questionnaire by using convenient Sampling. The data were analyzed by using
descriptive statistics, frequency, percentage, means, standard deviation, One way ANOVA
analysis and Pearson’s Correlation Coefficient Analysis.

The research found that the level of employee’ perceptions of sustainable practices
overall aspects were at the high levels ranking from the aspect of environment benefits,
effective sustainable management, cultural heritage benefits, and social and
economic benefits. The level of organization commitment overall aspects was at the
high levels ranking from normative commitment at the highest level, follow by affective
commitment, and continuance commitment. The relationship between the factors of
Sustainable Practices and organization commitment in overall have positively correlation at

high level statistically significant level of 0.01 (r = .751).

Keywords: sustainable practices; organization commitment; hotel
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Foyaludnuaznsussenemly Tnsfimsuanuasanud (Frequency) Afesay (Percentage) Anlade
(Mean) uazazthradsuazaradiudenuuinnsgiu (Standard Deviation)

2. ad@deounnu (Inferential Statistics) lun1siiasienideyaidaUSunamigaifigaeuuIuag

o

vhunldlunsmadevauudgiunisideidvunlilasaddildfe mamaaouauLAnaaTEning
Anadvasingulinismaaeuafinuuludasysdoiu (T-Test: Independent) Inonaaoudnuwuydiu
yanaludoyaveanmveanguiiogts fuunseiuioddymisadaiissdu 0.05 uaznsnaaoumIm
LANANATENINALRABYRINGNIBE BN IR sngN TnEn153LATIEEALUTUTIU (One - Way
ANOVA) funsesuiieddnisadanisesiu 0.05

% L 1

3. AMTIATIBRAMNFNRUS TEnI9TEAUNTTUT WU URAN S8 uiuseauaI Ui use

Doy

1 U LY v & s

2IANNSIEN1ILATIZIANEUUSEANS andunusiiasdu (Pearson’s Correlation Coefficient) ANAL4e

v v

SYAUTYANAUNSADANTEAU 0.05

o
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n1sUuRausnneeiy dsgduanuyniusessAnisiaesliunnaisiunuddu (F = 0.877, P-
value = 0.322, F = 0.877, P-value = 0.418, waz F = 0.635, P-value = 0.594) anua1au
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** Correlation is significant at the 0.01 level (2-tailed).
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Abstract

This study aims to study the context of Ban Chiang community-based tourism and to
determine feasibility of investment in the community’s homestays by conducting Financial
Cost-benefit Analysis. The results show that the World Cultural Heritage, Tai Phuan ethnic, and
human capital are the keys to explaining the strength, value-added, and creativity of the
community. However, the results of the financial feasibility of Ban Chiang homestay service
shows that the level of feasibility of each homestay differs depending on the initial investment
cost and the number of guests. Comparing between a newly-built homestay and a renovated

one, the former is more restrictive in managing variable costs and occupancy.
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#onin 1 (B/C Ratio Wiy 0.58) annnasilunisinszauauAuattunIsamusana uaaslindu
Tnsamuedleuandiaesdnuazenadilifanuduawonisamudiunaiusiilaiin usn
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AT 2 WATANSINN 3)

M19197 1 dunuuassanauuwnulunisaniiunsvasiauang

Al lun1samuiEnusn (um)

s1ensAnldang Touamdzuuuuii 1 Touandgunuudl 2
(@$almsiviands) (USuusauazsaiiv)

waugidvinsed (Au) 650 200

Funuasil (TFC)

o1msuazdsgnaing 2,180,000 580,000

Lﬂ%l@ﬁ@l,l,azqﬂﬂiﬂj 205,000 116,010

TdunuAs 2,385,000 696,010
FuvuiuwlsRe (AVC)

1. Alwi 13 12

2. Aminszth 6 8

3. flnsdwii+net 18 12

5. AN 55

6. ANYoULTL 6 12.5

7. ety 4

8. YAAY/ Uy 6

9. netnweon+Usuiyuy 6 12

10. nsgawinse 2 8

12. thit 14 10

13, Anevsin+niun 40 40

15. AusMsviniIngy 30 30

16. ALITNIUAULDS 25 28

FAUNUAULUTART 224 189

nlsanseen 76 116

an1ilsguisian 25% 37%

s1eligvisel 37,475 18,795

yar1atugns (NPV) -1,531,515 - 448,223
BRI IUVDINANBULNUABAWNU (B/C Ratio) 0.58 0.58
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\neilowavgunsal 205,000 205,000 410,000
i’mﬁuamu 2,385,000 0 0 0 0 0 205,000 0 0 0 0 2,590,000
nauselovivedlasinis FrAenTin 300 Tnvieadieasied 650 Al
s1ela 195,000 195,000 195,000 195,000 195,000 195,000 195,000 195,000 195,000 195,000 1,950,000
yarthuimdevds 10 T (gariivels) 1,453,333 1,453,333
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Al 8,400 8,400 8,400 8,400 8,400 8,400 8,400 8,400 8,400 8,400 84,000
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AlnsAnsi+net 12,000 12,000 12,000 12,000 12,000 12,000 12,000 12,000 12,000 12,000 120,000
ANR9TINY 36,000 36,000 36,000 36,000 36,000 36,000 36,000 36,000 36,000 36,000 360,000
AU 4,000 4,000 4,000 4,000 4,000 4,000 4,000 4,000 4,000 4,000 40,000
ﬁﬂfl’/ﬂﬂu 2,400 2,400 2,400 2,400 2,400 2,400 2,400 2,400 2,400 2,400 24,000
qmag/wumvw wazteginmIvEzen 3,600 3,600 3,600 3,600 3,600 3,600 3,600 3,600 3,600 3,600 36,000
NQ“?YﬂWE]ﬂ+U§JUB‘JJT14§J 3,600 3,600 3,600 3,600 3,600 3,600 3,600 3,600 3,600 3,600 36,000
AIEAIBT1TE 1,200 1,200 1,200 1,200 1,200 1,200 1,200 1,200 1,200 1,200 12,000
1:15’16‘1.11 9,100 9,100 9,100 9,100 9,100 9,100 9,100 9,100 9,100 9,100 91,000
A9 26,000 26,000 26,000 26,000 26,000 26,000 26,000 26,000 26,000 26,000 260,000
ANy 19,500 19,500 19,500 19,500 19,500 19,500 19,500 19,500 19,500 19,500 195,000
ANTIUAULDS 16,200 16,200 16,200 16,200 16,200 16,200 16,200 16,200 16,200 16,200 162,000
fhl,?ieﬂamaﬁuamu 11,925 11,925 11,925 11,925 11,925 11,925 11,925 11,925 11,925 11,925 11,925 119,250
1,025 1,025 1,025 1,025 1,025 5,125
elgane 11,925 157,525 157,525 157,525 157,525 157,525 157,525 157,525 157,525 157,525 157,525 1,587,175
seileiams -2,396,925.00 37,475 37,475 37,475 37,475 37,475 -167,525 37,475 37,475 37,475 1,490,808  -773,842
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AaeU
mmiLLas?iqﬂqﬂa%’N 580,000 580,000
\3eileuazgunsal 116,010 116,010 232,020
FIURUBINY 696,010 0 0 0 0 0 116,010 0 0 0 0 812,020
naUsylevivedlasenig S1AAnTIA 300 Wnvieaiieasod 200 Al
sl 60,000 60,000 60,000 60,000 60,000 60,000 60,000 60,000 60,000 60,000 600,000
yarthuimdevds 10 T (garfivels) 386,667 386,667
swsela 60,000 60,000 60,000 60,000 60,000 60,000 60,000 60,000 60,000 446,667 986,667
Anloidin 2,400 2,400 2,400 2,400 2,400 2,400 2,400 2,400 2,400 2,400 24,000
sz 1,600 1,600 1,600 1,600 1,600 1,600 1,600 1,600 1,600 1,600 16,000
AlnsAnyi+net 2,400 2,400 2,400 2,400 2,400 2,400 2,400 2,400 2,400 2,400 24,000
AU 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 25,000
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Abstract

This research aims to study Factors Influencing Foreign Climber’s the Decision to Travel
in Thailand. Data were collected through questionnaire. The sample group used in this study
was 200 sample of Foreign Climbers who have traveled to Rock climbing in Thailand Data were
collected by means of questionnaires. The data were analyzed by using percentage, frequency,
mean, standard deviation and Confirmatory Factor Analysis. The results of the study showed
that Factors Influencing Foreign Climber’s the Decision to Travel in Thailand, push factors there
are 6 factors: 1) Challenge/Risk 2) Catharsis 3) Recognition 4) Creativity 5) Locus of Control
6) Physical Setting and pull factors there are 2 factors: 1) Attraction 2) Amenities.

Keywords: Push Factors; Pull Factors; Rock Climbing Motivation

! Master's degree student, Major of Tourism, Mice, and Hospitality Innovation Management, Faculty of Business
Administration and Accountancy, Khon Kaen University

2 Ph.D., Lecturer in Major of Tourism, Mice, and Hospitality Innovation Management, Faculty of Business Administration and
Accountancy, Khon Kaen University

® Assistant Professor in Major of Environmental Engineering, Faculty of Engineering, Khon Kaen University

21581539150 15vNg A NeUIUIYIA o o o .
U9 18 auui 2 nsngiAul - 511AN 2565

Journal of International and Thai Tourism



U298Nd9nanoan1sanaulaiun19999un UURLINIT1A19 A NNRD

Usewndlne

anwil 879A297 *
JuauWe Unans?

Jalsu nns’

JuSuuneny: 14/07/2565, Tuwdbuunaiy: 27/10/2565, Tunausuunany: 15/11/2565

UNANED

nsfnuided $inguszasiiiefinuniladeddwadensiaduladunsvestindumiun
312019187 o Uszinalne TnensiAvdeyadisuuvasuainain ngudieg1adnduniimn
ynAmAResiumaintunthr luusamalng S 200 feehs uTusmdeyalaemsld
Luvdeuny Tinzrteyalagldaniosas anuidnade Andeavuninsgiu uaziiasizi
aarUsznauLdsBudu (Confirmatory Factor Analysis: CFA) @awanisfinwinuindasefidiwasens
dndulaumwesintunimvsanaidseUssmalne Aotladondndu 6 Jade liud 1) A
ye/Anudss 2) msvanddosensuainnndd@n 3) msseniu 4) ArmAnaiassd 5) anuide
§IUNIAIUANALLES 6) ANBATNIISTTUYIA uardadfaga 2 Jads leun 1) Aedegalanianis
vipuflen 2) AdruasamayaIn

AaAgy: Yadondnsu; Yadodenm; usegslavesnisUuminmm

! dnfnwvdngasumdndia anvinisdnnisuianssunisvieaiion lud uavu3nig auzuimsgnwasnsind uininendeveuunu
2 919138 A5, A INsIAMIUTANTIINISTRANEY lud Laruin1g AurUIMsTIRLarnsUyT uinendeveunnu
? fHemansn913d as., aIIPTIMNTTHAWIATEN ANLIMNTINAEAT W InedevouLi

Journal of International and Thai Tourism

9158153¥In7150 5% 8 Inguru1vIa o o .
U9 18 auui 2 nsngiAul - 511AN 2565



unin

nszuansvieiienveslan Juwalduyadunisvendsififianuivinvoudedwindes
sniu dnviesifismanenguiulianuddytuianssuiiliviassssunAuendumvesiisaiid
Arwuiareuinniu maesflsndsmandeiadunmsiesiisinguanzsuuuunisiinounssua
MseusndsTed uaznsevtindsmuddnuesdunnden Jagtumvisnilsudemagelisuainy
deannTumugidu TaslawizaniufififeuanysaivemineinsuazAonssunanSefifunsgiu
wasnduiidsgamnuaulavesinrieaiisrfarnlneuazyasinassma Mednsvienflendmandoie
LﬂUﬂWiﬂ@ﬂLﬁﬂ%gﬂgﬂLL‘UUﬁﬁﬂﬁlﬁﬂi’1Nﬁﬂﬁ@ﬁf@ﬂ?iﬁﬂﬂiauﬁUﬁiiuﬁma wasitiuRanssuifeafu
danedesndundn Wumadumaludundsionismmessaumafiidnuasfimsitnvesiioadly
waldsuamAandy Aud e ks wagldSuuszaunisaifiudanind (Msvieadfieauna
Uszwalne, 2556)

n15Tuminn (Rock Climbing) Aife Sport Climbing Uizmwwﬁaﬁmmﬂﬁﬁmiiungﬁ’a
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(Pull Factors) wifle@nuniladsfidmasionsdinduladumsuesinTuminnesisniifdeyssina
e

v a

UNIVINITNIAIUNTVIBUNENTBIN NeinsTuNITAUnILinIndadefenn (Pull Factor)

v3oladen18uenv0IiIuAAAnIY Dann (1981) na1171 dsegalaluwndisuiieinfgalvau

a

andulanaziaunis loun JadedspanisiudseifmanivioTausssuluinasvioniien Jadedsgn
AudwnEANazmIntumuninwarnsaun1e Jadendnduaviinneutadenge dnviesiens
deonunawisaiewuulanvuegiutadendnluiives
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Crompton (1979) na1111 Yadendnsudadutadenisdninerdenudsenaunie 1) n1svan
nilanANInludInUsEd i 2) nsrumuazUseliuaues 3) nsnreungeula 4) Au3an

fifisd 5) msndugmnuidusvesines 6) nsldideudeunnaiites 7) nsillemaaiisdusiusaim
msdenuiuyanadu drutladefisgauazdadomeiausssuussnousae 1) nslemudsudantng
2) maldAnviFeud undslulssduinssiuunAnieduieatuusgdamafuersualogimil
Tustruzues Swarbrooke & Homer (1999) find1afis Anudean1snisersualiindnduliminaam
AeanN1sluNIsaunIg loun anudesnsdoundugdedn (Nostalgia) @15uailsuauin 915uaiaenm
AUEIUNInla 1sualeenidlieglulanurieiunuing (Fantasy) waversuaifainIseuiusiy
NaRYNE

Uysal and Hagan (1993) na1v31 Jadendndulunisvesdienusznousie 1) w39941a laun
AUABINITUANUTAIUTUALALAIULATEAIINATTIINUY AIIUADINITNITHNHBUNI DK BUARATY
ANATEUAILYAAS WazANABINsTiguawiinTauss 2) Jadesudenuuazssnnsmans Toun
e 87g Teld nsne Wowd endn wazanauegluasouata 3) audmedunisnain uas
Jadvisgelunisvieniierdsznaudae 1) Snwazganuiedatonis ldun giernia aasdusn
mesulszienans Amnumesnuvesiiuseima v wmmsaimaiamsssuiid iy uarianssy
Fununns 2) Avmazmnaunsuaznsidnds WA ssuuaLuaNvuds in Sueims Uidmingen
3) nmdnwaisnunisnana TiuA AMndnwalvesgavsneUatesiagieailen AUAINAITUIANT uas
MIsEALEzAINTUAUAIg ¢ [Wudu

Gibson (2004) nd1271 Yadef i uussanAuLazussAsga (Push and Pull Factor) Wuin
Jaduwdnsu (Push Factor) agnanisiadomsdaunazinineriiinvioniioadesnsiiussaunisal
Tnonss uazfidausnlufanssuiwuieunasvieadoniu Tunueitdadofaga (Pull Factor) fo

'
a

dsfsgalamsmsvieaiisvidefanssuim

Hudman (1980) naai wssgslalunsveaileanfinaniisussrdndunasussiagaaduilade
vin lneaesadviaeduledofidfusudnine lneflaruduiusiuie uiassanaduidsliiu
waziu

1. Jadondndu Ao Amnwesnluiiien 1unsmandulazdumanavesnisluidien wu nsil
anueendesniuluisesinudslsy Wy eiudeyaludievense ieAnwimanuilmi q vie
evnanufieneladiun 1wy wievndeu Wieluviwey ieadeuansindluvyany iossia uas
Wieussuinn 1Wusty

2. Yadufage Ao Wusivinliyaraideniayludsanuiiiulnedunsviondleludasing 4
Wy FeTausssn 1o vienfivssine vusssund Ineflesdusznoufie mnuideidssves
anuil nsaslifaendnual Anman ndndueiviovesdistdn anudasnds wazaAnlddely
M udiu
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nnsAnndadeiiliiiaussgadalumsifiunaiesiisndeiuivesinviewiiediidwa
onssuivestinvieniieddl 2 Uadey Ao

1. UJadandnau (Push Factor) 1 udaseniedenunazdnlnef wnvo i 18990153
Uszaunsallaensiwarddiusiulunanssunvs awnaswianneItu Li‘JuLLiqmﬁﬂmﬂuﬁﬁﬂﬁQﬂu
AndulaoanAun1vou g3 999NNANINLIAG DULUULAY 91U iinaduaulalasy iy
dawdanlml enueendeildeaioshies nsindeungeula nswgaiuriontiainaulszdn Wusu

2. Yadufaga (Pull Factor) Ae dafsgalanisnisvisafisaniananssufiwndunudnuoe

c{'d ) 1 c{' QI 1 1 d" [ 1 c’l’lw [~ q' d'c’llo v 1
Meuanitfsgainesieilumasegdlaegranidlasianieg Jademaldadudanvilviusiazauy
andulaidenyanuiguateniseg1elaeg1midalunisiaunie Wy anuivieun e Aanssy
A3y A81ueAuazaIn Ludu

Dickman (1996) n&i1331 &iRsgaladadussdusenauiiinnud1Anyedneds wmseludiye
Taldinvisaisnfuniaunvieaiondsaniuiuy eaarunduainisonvamsnduanundfynig
ANAWT VIAVTIE YIBVIA QWU ONENULIRYIR WFinaa1e & Wisanuiiniinuaienuluendnvel

& Ay 1 o & a a Aaa a o Ao e | ~¢ ' '
wazidunleads Ineialuanunvieaniginiiyeideadnaziidadsgalaninnimileds 1wy gneu
Uszifienans duduwavioaniienfiinua aardnenssuiiuiaula anuduuimisdseifeans
Wy

1. ﬁqﬁﬂ@m% (Attractions) Ly

- AedagelanGasssnend (Natural attractions)

- defsgelafiuyudasrstu (Built attractions) aufsanssuiuywddndui
\Duavglidnvionisnfunanduvasisaiion Wy awuayn uagAanssunisussyy Meeting,
Incentive, Exhibition, Convention (MICE)

- AedagelaniafayTausssu (Cultural attractions)

- ?ﬂﬁq@ﬂf\]ﬁjmmuﬁuﬁué (Social attractions)

2. f9n55U (Activities) a0 1ufi v o7 83A59 Al T Aanssus19 9 (Activities)
Avnveadisranunsaviludrsarfividnuasvondion a aauiivu euauaulaveanis
Voufiinazdisaiinioureninrienflenfianssusng q avsdiainunainnatsuasnsesiuniy
Foansvestinvieafionds 1wy Aanssufienfunisdusneldass Aanssumanza wu fih d1ein
Judu Avnssuluwnaaiondion wu Aanssuiu Aanssy Aun Aanssudesdnd Aanssuwas & (Feq
Tuanuiivieaiiondu Wudu
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3. Mudndeuviawisadien (Accessibility) anmn1sidnga (Laummumﬂu) R TRERN
amwmsﬂumﬂmlﬂmmawmmmuu q fAuaraInau1y Wigdensiumsiesdisauintes

Wesla IG]EJW%]’]iilJ’]ﬁ]’]ﬂquJuVlNﬁﬂﬂf\](ﬂﬂu&ﬂa’]ﬂﬂ’]i%@ﬂmEJ’J%J’]ﬁLL‘ViaQ‘VI’eNWlEJQ Faudsildlunis
UszLduanInnIsing s awwmimﬂmmﬂ ANudraIn guasTIAvIeAsRaranITALNIg aﬂwmvm'ﬁ
BUme wavanInauy nMseuIANILdkazALEEmantumMsRunanduaviendies uenanil
nsindsluunasieadindmnefedsiianmnsaviliinvieniierfdnuazvilsidnvieadienaiunsa
dsundaiesiionfuiety wu myasuled Hud
4. As8ueAuazaIN (Amenities) As1unpAuayaan ineds Asusnistuiiugiu

A 9 ﬁﬁf’]lﬂuﬁ@ﬂ’ﬁﬁ@ﬂLﬁ&J’JLLﬁSSSUUﬂ’]ﬁ’]i%ﬂﬂ’]i GTfQﬁagﬂmmdwimLﬁmLﬁﬂaﬁ?u 7 fiinvieaiien
annsoagldldedrazanauisuindesioda wu ARnwsy $uemis wazndeaiy aousesud
anuu3n1sdu q ssuuliilh UssUalnsdned anusnemeiuia anndinsn nieszuudnwiaiy
Uaonne udu gﬁLLUiﬁISﬂUﬂWSUiSLﬁuéﬂéﬁu%‘EJF’D’m&w61’3ﬂ@ﬂﬁ]ﬁﬁ]’]imﬂlﬁﬁ]’]ﬂizUUﬁ’Wﬁﬁ%ﬂIﬂﬂ
asnsguns sluinsfiwnaniuuinisdng 9 szuvdennuvaneuazszuunsinnsassiue
AVINATAIN 0 WHEIVIBALTiEd (Destination Amenities) 1 $1U81915 SIuAENg 9 W Suvieves
Us¥nUsnssvieniien S1uvesiisedn n1susn1sdu 9 Wu Sudany n13UsN1shidayaun
tfvioadien uisn szuvasisaulan § ATM annilige Tsameuia Wudu

5. fiWn (Accommodation) anuiivieafisamsiisruudivniisane wieutadannunans
umaéfmi'}mLLazmiU%miLLazﬁmmmmzamiaamuﬁLLazﬁﬁﬂmmnglﬂamﬂLma'wiauﬁm
wndn lidnviesdisranunsaiunindue wenfierlddewazianulasadefinnlunmds
Vioadlen

LLsagﬂwaamsﬂwﬁﬂm (Rock Climbing motivations)

mMstunthuidufanssuvionisndmagfeilsuamnudeunniigatamildunessy 1960
Tnglannzeged mdanmsiauimaluladdugunsal mstunthmudsuszianesndu 3 Ussian
fo Traditional Sport way Bouldering @ w11 3 Ussianudnuasnisdunmiiang Csikszentmihalyi
(1990) flddmaumumues “mevuin” uay “Ussaunisalifnan” (Usznoudennuriiniuay
vinwy Tenasudanadendausonitnnuyinme uazauaansadiuyanaienitinwy) lunsidh
3N TUUNRTIRN

Iso-Ahola (1999) nd@1291 wsagsladndudaduanslud ﬂﬁvmuLLavﬁuqummsmamuw
LLiQﬁ]QIﬁ]ﬂ’lNﬁﬂU’lﬂJﬂ“ULWE]E]ﬁ‘U’]EJ’JWVI’IINU’lﬂﬂuﬂWHE]uiiU’NﬁQUNE]EJ’N dnsudndumiwiiv
LLsa@Jﬂﬁ]Qﬂumﬂ%L'waaﬁmaimuﬂiuaumimmammmu JEAUNTAUMIAIINI ANagn13SUs
AUAINITOVBINULBINTBLUA LANINLYID U159 (Csikszentmihalyi 1975; Ewert 1985; Slanger &
Rudestam 1997) 1in3dleiszyusegsle 5 Ussianiidnasdetindumiin Feusznoude s
Fesmsmuvinmevieanuidss mudelusiunamuaunues nsldfunseeuiu nmsanudes
LAZANANAIINATIA
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Ewert (1985) nai1331 Wngnaluudnsegelavesinduninifeatuseduussaunisalves
A9 dntunimuazdidnsinfanssudedu g aesuitidunsedadussdussnoundAnyves

Y

Aanssu dndumimfiidasaunisdne wudn mnnddiusaalufanssumnee 6 Jads fail
1) AnvimeLazaadss 2) mevanUdesaznisudnnd 3) msldiunisseuiu 4) Snvauenig
539UR 5) AnuARadasId 6) arundelusiunaniunuauies uenantu Ewert (1985) fanun
doausudunimndumninnaggnnsedudemamanisusnuazidowinld Sulszaunisal
LLiqm%ﬁumwmmw LﬂasJuLﬂummmammaiamﬂsuu Csikszentmihalyi (1975) Lﬂwuﬂuﬂamlﬁﬂ N
fidnwussgdlaveaindumimn wazdunwalyaranainuatsususluianssuiiunnnadiu sausa
FusEiudings fiauvinngn dhunafinuea tnidu deunmd wazinduntnn nuiusegsleiindnly
mafdunlufnssumaiiounde sefailuradefinanssumouligidndo

Robinson (1985) na1771 Usgaun1salvestinUumiingn nsualamnanuian dnuvaednnias
ArmfaamInTmdss uasusegdlalasiialy uenaint damudrdnUumimiifivnuesdugedanlng
Iasuusadumalaann “nsuarminuian” TumsAnw1auwes Asci, Demirhan and Dinc (2007) 1¢r
M31980UTLANNINING1VITNTUNTNIYINTA 64 AU KANITANYINUIT “NITUAIMIAINTEN”
vosinBuntmniueglusedugs uenaind mndedussgdlanglusasdnisiuimeinanisluds
van ludmuues Hardy and Hutchinson (2007) Masiaaaumsiauiiadisussiunalavesrngdan
Aatunstumiieg waziduinanuneteuwazyszansnmvesdnUuniinlasuransznuluds
vInnmAnnfnaiiiiuty sansfnuiuiauls waadiidiuin “enudes Sunumdniesly
AU UNIINT LLﬁdﬂdw‘lmj%ﬁadwLﬂuﬁﬂﬁ’aﬁwﬁ’m%mngﬂﬂumwfaaLﬁmuwmaujﬁ’wﬁu%’u
(Ewert, 1994; Fave, Bassi, & Massimini, 2003) @gnanidunsizdnUundmidndudesnivgy
wazmsdsadusunuesnnaime Tnslanizegdadmiugidrsmiifiussaunisal (Fave et al,
2003; Llewellyn, Sanchez, Asghar, & Jones, 2008; Robinson, 1985) Ima‘ﬁﬂﬂ 17nd u%ﬁﬁm‘ﬁl
psynindeaudsainazidongunuumstudmansauduseAuinvevenuies uagfuaniy
1IMINNTAIVANAUIABY FIBETY NAFeuANANTUSN15TUEANaINsaluALes MIFuAIY
\Foe uazUseansamszninadndundinn 201 auludange wudrdndumienfisulalunuesged
arudssunansaraudssgadiouminnlussduiigausassedunuen

laagduszaunisainiold nslasuusetumalaainusednsanlunuies nsvum
vi3eauriine Undunthaiwaunaufmdsunsveadendlidmetu wardmanudenles
ssurAvesuyudesilnddaiian duremanantnUuvihumansauliauddyiuanuduliuas
9anungUaten1ei i sadesiuaandudn Wy amnsmanazaulanii o2 (Monz, Smith, &
Knickerbocker, 2005) 18n15UURARULWINIUTINGNI50IIN81 Heywood (2006) a5Ud1 “n1sTu
i lalduaiisaiod Fuussldugaauaziumindy uiduufinduiedosedfuaud van
Fuwvngralunisiendisen dereudrvamzinivanaziandlififiudednvaeeng o 104555077
uywduaylallvuywe”
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Un3vinsdalansiaeuanuduiusseninsUszaunisaln sduminaniuganangvalenig
A1981319u Merrill and Graefe (2007) na1791 UNTUREINIYIDFAUTAUTILIYLANTU AINTOU
dnsunudnuuzianzrendunIezinudAyuntu wardnyasnluAdanudAyteuas datuy

UnYuminndsaulanudnwagroadunisunimiuinnitaniunwnasungeulanaly Kulczycki
(2014) ladunwalinUuntwnluwaunffivssaunsaigs 21 au drsrawuiliuvesdnUuninuii
o [ Jo & A v o & Aoy o € o
9z1¥ oulegAunue 8 Usenissaluddunudindann aedl 1) Uduwusniesdenu 2) wnne
3) AMANBULVDIANIUN 4) AUNAINTATY 5) N15UN09 6) NSKTEUS 7) 11561599 8) Nnanul
denituduansiiiuiinluntmivasauinseufasduianvanuinavidunislu o udinazd
1 I3 | Ao Ay B Y I3
AnuAuasluegreniuanunUuntinmaliny
nsAnwufgaiulseelavesinluniinndudeutiamen dnviesfigdniduniewn Oluma
Rock Tourist Complex Uszwnaludise Adeleke (2015) Wawwentinvisanieduluglasulssdunia
Tantadenandunazladefgaiilenalunsiiulavesiiniagnsnauungy Adeleke (2015) N1
31 “msysannisiivszauanudsavesdadendndunazdadefgaiinudndudwiunagnsnig
N13aaIAndAnsnINUINT U F708719891 Beckman (2013) A9vad9nad1 UTENIITAIdLETY
ANANYIVBIRAMINEUAEN LU AN ANINLINGBUNNETINWANAIBULazdn iUl Lite
Aatinviesnendanagdeludnmunils karaIsnseAunsigela 1w arudes ANURUEY Lazn1Teen
mMasnelegldnagnsnenisnaiafiuiuen
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MNMINUMUITIUNTINLAEATBAIATRs {Ideimunanufgiunisidouasimuinsouuuidn

1 deil (nmdl 1)
ARz L 1 (Hy)
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[y v v
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ada v

=

ITLUYUITIVY

Uszanslusuiddeilae dnduntdinigninisedniduniadinnduniinnlulssinelng
muuavwinnguiregsuulildndnnguiauuiandu lneivuasuiangudiegisie WnTundi
Y3019 AT ANN LI Tunianludssmealng degaaindruiuinTuniinnu s aiieu

v | v o v v U a % 1 =3 Y 1 ¥

manundunimilulsemalng SuandnTuniinnga9@ 200 feg1e waginuiieg1slagly
WnsdendegauuUdzaln (Convenience Sampling) Lasanlinsudruwiulszensdntumimu
19019918 MAUM St unimnludsendlng Usenauaie 4 Jwmdalawn dmdansed damin
Wedlval Jamdnveuwny wazdaminaseys Fuihbigidelinsudwiudssmnsiuuueu

vailiflesandedidnsunainldiaaiviuuinnii 5 weulunisifiudeya wasaniunisallsa
a dy (% o Y Va v 1 [ v | o 1 14 o v @) 1
analidalalsun 2019 vilvig3delianunsaiiudeyaanngustedalamuivun wazdudungu
Unvisaigaanign1a (Niche Tourism) (37 8a4ena, 2557) Asludwwaliaunsaivtoyald 200

a 1d [ = |t = [ A = aa 1 Y 1
Ay lngAndu 52.08% 311U 384 FeaunnINenilarasdnuiunaganw Ineisn1sdusieg1aniy
@2m3n (Convenience Sampling) F9dsuuvasuaueaulall (Google Form) luganguduniiinilu
Usewialne deladeyannguinumihimiansed dminledny uazdwminveuunu

NuATedduuidei9d1593 (Survey Research) T uuuaauniy (Questionnaire) LHu
wspslaiusIuTIndeayadnnauiiegslaglduuuasunIukIuN1INTIaaeU 10C IMNKFTEIV QAT
147U 200 #8819 Inswvuaountuuueanidu 2 du lawn Teyadnvueiiluvesyneou
WUUARUNNY UTENaUME WA 439918 @011 S8AUNISANYY a3 selasainou dyvid Usene
a o W o & <) J a | a 1< v o a [y o A 1
AntdnlasAaunsuaduaaiuvateda wazdiud 2 1uderatufernutadendinasionns
fadulaifiuniwesintuniinivinnsdfidneusemalne lnsudsesnilu 2 Jade Useneume
Jadandnduuazdadedsge Ferauiauadumaiuuuuninsidiulssuiani 5 seau (Rating
Scale)

nyieTeiteyalagnisadisgueuuanuduiusisanvgvesladeiidmasionisandula
WUNIITNTUNEINILIIA9YE ANTsnelasolawiones wazanuaslaganginssy lagld
lumannuduiusiassasradaduduadfAussiannmdauys (Multivariate Statistics) 71y5a1n13
WALANTIATIEY 2 9819 Ap NMTIATIEIRIAUTENDUTINE1923 (Exploratory Factor Analysis: EFA)
LarN1IATIERIAUTENBULTIEUGY (Confirmatory Factor Analysis: CFA) Tagn1sitasigiiluing
AMUFLITUSIATIES U TENRUAIINTIAT IR luAadIAY 2 WUU (Golob, 2003)
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= a v
WNANTIIANEI1IAY
NIIWIULADULUUABUAINTIUATINIY 200 Fa9819 wudnaudegndulva dunayig

lasAndusosas 59.5 aumisinangdnduiosas 40.5 nquiagsdrulngengszning 31-40

Anluioway 47 s3aanangsening 21-30 U Aaludesas 36.5 nqusiegediulngfianiuninlan
Anlusovas 58 seaasunaniunng $n/uieu Antusesay 42 nqudiegrsdiulngdsedu
nsdnwlusgiul3gaes Andufesas 57 sesawunszaunsnegeninUiaynes Anlusesas
31.5 nqusitegdlngUseneuendnavie/sinadiuds Andufesas 34 Sevar seswmaulszneu

9138w 9 Amdusewaz 23.5 nquiiegsdiulngiiseglindesedou 1,501-3,000 nvaaansy
a < 1% v N J A v J 1 [ a I 1% 1
Anvluseway 41 sesavnelaaifosanautosnin 1,500 aead1ansy Anduseuay 23.5 ngu

Y 1 | 5 a a o a 13 b4 o aan & a I o/ J Y 1
megdnlngdyrifewsiu Anduiosas 26 sesaundyrifdenlus Andusovas 15 ngudieti
dnllngrininegUsundlng Anduiosas 24 sesmilinegnuzimadealls Andudovay 17

M19199 1 Jayadnwasniluvasgnauiuugaunal

Hoyavhly U (AN) Sovay
LI
U418 119 59.5
AN 81 40.5
334 200 100
91
lafn 20 ¥ - -
21-30 ¥ 73 36.5
31-40 U 94 47
41-50 ¥ 25 12.5
51-60 U 8 4
61 Yguld . .
334 200 100
A0UNN
lan 116 58
ASN/UAIU 84 42
374 200 100
ILAUNITANT
fnIUSaaes 23 11.5
SEAUUTYEUS 114 57
gean3yaes 63 315
374 200 100

&
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=] 1% o & v '
A13197 1 Fayadnuaeiluvasgnaunuudauny (o)

Hogavhly U (AY) Sovay
91N
Uniseu/dnfnw 8
Hrsvmsndminisg 10 5
NINMUITFIAUNY 18
wiinnu/gnansusenienau a6 23
A1U8/55NAAIUMN 68 34
WnAn 3 1.5
ARRERITGRRIN - -
u 9 W3nszy) 47 23.5
U 200 100
selosebou
Wosndn 1,500 Aoaaansy a7 23.5
1,501-3,000 Aoaaa15g 82 41
3,001-4,500 AaaaNansg 39 19.5
4,501-6,000 AaaANEANSY 21 10.5
6,001-7,500 ABARNANIE 9 4.5
1A 7,501 Aoaa1ansy 2 1
33U 200 100
Heyvh
AN 52 26
daalus 30 15
Juu 21 10.5
2aNqY 17 8.5
ALY 17 8.5
PaAIAY 13 6.5
U 11 5.5
WALWIA 10 5
SRR 9 4.5
WaUTud 2.5
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=] 1% o 0 v '
A13197 1 Fayadnuaeiluvasgnaunuudauny (o)

Hogavhly U (AY) Sovay
Heyvna 5 2.5

ENGE 3 1.5
US1Ta 3 1.5
GRNEN 1 0.5
TTuaun 1 0.5
Tduaua 1 0.5
Wn 1 0.5
ULy

33U 200 100

Uszanafivinidn

Tne 48 24
dealus 34 17
G EpRIMERY 28 14
u 19 9.4
2aNqY 15 7.5
LALUIAN 12
Juu 10 5
oI 9 4.5
ey 8 a
LAl 6
Waudud 5 2.5
TUuaua 1 0.5
afonuaun 1 0.5
DOALAILAY 3 15
Uanana 1 0.5

33U 200 100
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Uadenanauduusslavestintuntmiysinsianiunesndunin ludsemealng
31n15Anw asuladndadendnauniuwsgealaveadnYundinng1e 19917 A un 19w

= o = o w o o =

Vunihanludszmelne laeSesddvanunnlundes dannsei 2

o o v v v o = v ! ad a P~ v
MN19719N 2 ‘ﬂ‘ﬂ"ﬂﬁNaﬂﬂu@']uLLﬁ\‘i@\‘i&‘L"ﬂ“U@\‘]UﬂUu‘Viquq"lﬂ?W'NSU'WW]LWUV]']QNWTJUWU']NWIUUizW]ﬂ‘lVlEJ

JadendnausuusgstavesinUunimngisaaiaunantunirnluusswmelng

Aady (X)  wlamay

1. ANWULNNEIINYIR (Physical Setting) 4.35 mﬂﬁqm
2. AnadiesunamuANAL (Locus of Control) 3.88 1N
3, AuTve/Audes (Challenge/Rise) 3.73 47N
4. ANUANE319853A (Creativity) 3.65 el
5. M3UanUdega1sualaiuidn (Catharsis) 3.64 1N
6. N385V (Recognition) 2.72 ﬁaaﬁqm

Uadehsgasnuuseaslavastintuntmiydsinsianiunesnduniinludssmalng
1nn13dne asuladndadufenad1uusegadaresdnYunidmn¥1361991A LA ung
= o = o w o Y =
inUunthanludsemelng lagiSsadwivaninlimides dannsadi 3

o o = 1% o = v ! ad a P~ v
MN1919N 3 {]‘U"ﬂEJ@\1Q@‘Iﬂ']uuﬁﬁ@ﬁl"ﬂsl]@ﬂi(lﬂﬂu%u’]N'VU’]']W']\TSU']WV]Lmum’]ﬂm’]ﬂUWU’]N'ﬂu‘UizL‘V]FT‘L‘V]EJ

Jadpfsgaaiuusegelavestdnlunthuvnsinaidumantdunianludsenalng

ARay (X)  wlamny

1. ?qﬁq@miwwmsﬂwﬁm (Attractions) 4.26 mﬂﬁqm
2. Mmahfauvasionilen (Accessibilities) 4.26 1nitgn
3, finluwnawiondien (Accommodations) 4.10 170
4. fanssumsvieadien (Activities) 3.47 110
5. AaSaEAINAYAIN (Amenities) 3.47 110

nan1531A1z#dade18981599 (Exploratory Factor Analysis: EFA) vastladefidenasia
n1sanaulafiunwnUuntnu¥1619916

Mnmsteuteyaasglusunsudnsagy Tasfien Kaiser-Meyer-Olkin (KMO) = 0.756 (KMO>
0.5) (Tabachnik and Fidel, 2001), kagAn Bartlett’s Test of Sphericity = 0.000 (Sig.) NI
psdeumm Lt Tefe (Reliability) vesanuennilads lnemeud 2 1 3 Jads dade 1, 2, uay 3
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1#A1 Cronbach's Alpha Ly y 0.939, 0.780, wag 0.616 MuaIAy Fada1vnA1uInNnIn 0.6

(Cronbach's 01>0.6) foindimnuundedio nansiwszhsuandy a5 4
A5197 4 Auatin (Factor Loading) mstasizydasenuidaaniasedsdrsavasiugs
au (Uadedsgauaziadendnau)
v U3y
®UD ) 5 3 Cronbach’s O
PULLA 976 .042 .041
PULL1 .938 .020 -.046
PUSH?3 .922 .004 .017 939
PULL5 .869 .015 -.013
PUSH6 .859 .043 .083
PUSH4 -.002 827 .039 .789
PUSHZ2 -.019 .795 .024
PUSH1 081 771 .020 180
PUSH5 .028 .696 124
PULL3 .036 -.048 .884
PULL2 007 234 816 616

BN

Kaiser-Meyer-Olkin (KMO) = .756 (KMO>0.5), P-value = 0.000 (Sig.)
PULLA Thinluuvasvioailen PUSH2 nsuanudesensualninuidn
PULL1 %aﬁa@m‘lﬁmwmiﬂmﬁm PUSH1 Avavime/mnsdes
PUSH3 n1sgeniu PUSH5 mwm%aiua"wmamuqmmaq
PULL5 Avsmnsanuasmniuunawiondie PULL3 nsidndaundsviesiiien
PUSH6 antausnIessIngif PULL2 Aanssunmsvieadien

PUSH4 AnuAnasneassa

1AN15199 4 dnidn (Factor Loading) n153tAas1zidaduniuiideaintdadeidsdisiaves

JaveNdamanan15enaula Nan1SAASIEANUIN AaUsAbaannmdn

(Fac

tor Loading) s 9 leigndangundu 3 nquiladeanuaniudn Jadengui 1 Usznouse

fawUs PULL4, PULL1, PUSH3, PULL5 wag PUSH6 ﬁf\]ﬁ’aﬂq'mﬁ 2 Usenpunaeskls PUSHY,
PUSH2, PUSH1 uag PUSH5 nguladed 3 Usznaunie PULL3 uag PULL2 #Anw13d8dslavinnises
FJonquiade lavensdsannqudadedu asdl naudaded 1 Y31 Jadendndunazladedagn

(PUSH&PUL
Uadudega (

L FACTOR) ngudladed 2 J931 Uadundnsiu (PUSH FACTOR) uagnautaded 3 Foi1
PULL FACTOR) anuianeiu
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nan153As1zitlaseidedudu (Confirmatory Factor Analysis, CFA) vastlasedidnasie
nsangulaiunmevesinduntw v

HanTaTzvinud wuudtaesddlilasuaiin (Not Fit) Fslianudndudesusuusauuudnass
91nN3A95UIAY MI (Modification Indices) wudn ffauususglunuuiassiilinanisiiasgd
duitusunzidouduey {AnwnIdeidiatdendamuusitlinaidousuuisiaeen duusiigni
9en9NuUUTIABIUsENBUAIY PULLA, PULL3 wag PULL2 saftldvilviuudiassldguaduanysald
Fuandunmd 2 waznmil 3 wasimdesudsiomn 8 fuus ssduUsznouTeBusuresdatondndy
uaziladeisgauesinuniimvnsnsafifunantumhaludsemealne ielmanaudlaly

nsudamaumneveman T zideyanside fideldtmuesnusdeililumsiesziteyade
Jadendndunariadofgavesinduntimvnsenafdumandunianlulssmelne Snusde
fio PUSH wae PULL aldannfuusdandlévisnun 8 fauvs fio
Jadunaneu (Push Factors)
PUSH1 wnu mnssime/mnsndes
PUSH2 wnu n1suanUdegarsualninuian
PUSH3 unu nsgausy
PUSHA Wi AuAnaseasse
PUSHS5 Uy A sldos1unamunsniies
PUSH6 Ui fn®alen19ssuYif
Jadedlaga (Pull Factors)
PULL1 uny Asfsgalamisnisviesiilen
PULL5 uu A981unsauayein
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peAusEnoudsduduvesladenandunardadefsgavesinuniinngid1eAniaunie
wdunthlulssmalng

Chi-square = 23.232.df = 19, p = .227
CMIN/DF = 1.223, GFI = .971, RMSEA = .033

Af 2 naniaTeitadudsdudusunu 1 (15 Order Confirmatory Factor Analysis, 1°

Order CFA) 9941338 7d9nasnon15anaulasnun1aueaunUuninasimna1fnise
Useinelng (maauiuugy)

89

PULL1

Chi-square = 23.232.df = 19, p = .227
CMIN/DF = 1.223, GFl = .971, RMSEA = .033

An#l 3 naniaeitadedsdudusunu 2 (2" Order Confirmatory Factor Analysis, 2™
Order CFA) v84U33eNdanasnan1sanaulamuniavesinUuntan9a9snfinise
Usenelne
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M13197 5 1Nauein1sATIe CFA avilaudeanndasnisinsieiasAusenauidetiuduvaclade
nenauuazladefgavastintundmvrsisganiunesntundisnludsemalng n = 200

A ) fufinudenndasvaslunanadily R

AR LAEU] — T NANIITEUN
NauUITuUTe waslsudge

X2 > 0.05 147.525 23.232 NULNEU
x2[ df < 5.00 3.598 1.223 HAULAE
p-value > 0.05 0.000 0.227 WL
GFI > 0.90 0.882 0.971 NULNEU
RMSEA < 0.95 0.114 0.033 HULNEUN

MR ZRNETINUTBIRUsTNa U EusususUT 2 (2™ Order Confirmatory Factor
Analysis, 2" Order CFA) vaadladendnduuazadefgaueaintuniiimyimsundfidumanty
wiwtulssmelng Ussneume Jadendnduuasdadefnn danudenndesiudeyadielszdnvey
Tuneid Tawian Chi-Square = 23.232 df = 19 p-value = 0.227 > 0.05 CMIN/df. = 1.223 < 5.0
wazdaduaennaed uazAraidlagdadvilinaluaennaesnaunay (GFI) viafdu 0.971 > 0.90,
fuiisnfiaesvesriadsrunainiadeuiidsasueanisUszanaan (RMSEA) Winfu 0.033 < 0.95
TunassAuszneudedudusdudui 2 dadendnfunasdadefsgavesinluniasnisanaiiiums
sntunthaludssnalnefanuasnedoinaundusuteyaussdng Tnefdminadusyanssening
0.58 - 0.94 1Nn71 0.40 FetuFsagulaan luinaesdusznouidedudududud 2 wuusiassiiade
wanduuazdadefgavosinTumihainyndmaiiunantumhilulssmelne fnrwaenades
naundufuteyaifassdndnuieulvlussfunissensunisadd uagAnisiafianuiismsads
Fuunitvsuenisnnuduennmiudsulsdadulunannast Tasfuusasisgelomensvieiion
fienduUszAnsidunisgean 0.94 sesasn nseeniu darduuszansidunis 0.91 dsdrursainy
azaan dAduUTEANS LIdUNN 0.83 AuAnadisassd Sanduussansidunis 0.78 dnwarng
55507 TAdudsEansidumng 0.77 msvanUdesensuniniudn AduUszansidunig 0.75 A
vime/mnudes fenduuseansidunis 0.64 wazanudodiuiamuauau ArduUsEans dumng
0.58 ALE19Y

namsvaaeuaigugidenut Jadeduisgalidmadennuddladngingsy (Reject
H1) Lwiﬂmi’awa”’ﬂﬁ’udawaﬁamm&gﬂaL%awqaﬂsw (Supported H2) agnsiitiudnAty Asuandlu 1519
w6
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M13197 6 HANATBUANNAZIY “huudnaadlaseaisvasdadendwmananisdadulafumaialy
YunihwvasinUuniwivrsssaniddeUszmalneg” (1dan15usule)

Standardized
. . . Significant
Hypothesis Relationship Path Result ©)
Coefficient P
Hy Pull Factor - Behavioral Intention -.08 Rejected .295
Ha Push Factor =  Behavioral Intention .36 Supported Hex

MNYMR* p < 0.001

Behavioral Intention

H2

AN 4 HavedUALNATIY “wuuTiaadlastaswwesladundwananisdndulaliunives

CY

UndunihuvndsnaniiseUsswmelng” (dansusuly)

n1sefUsuaaUNan1sIdY
JavsndananonisanaulaveainUuntnn1enia1sn i un1eu U urtnuntulsemelne sy

o w 1

wud1 nquiegaiduinUunmimvninmdliaudfysedadondndutaradofgn Fauts
soniiutiadugenld 8 Uade laglmnudidgyduladediisgalonanisvieniion sesasunie
M5Eeusy A991UI8ANALAIN ANNARATISETIA dNYAIEN1ETINTIR sUanUdesensual
AWFEN Aavime/Aanandes Lavaudes anuALAY ABIAG

ntladendnits 2 Yade Hadeiagadudsisgala denthwinuniian Fsaenndosiuuuiin
¥94 Dickman (1996) nanin Asegaladussduszneuiiiianudifyedrads mszidudsiigelaly
dnvieadisufiumeanienien u anuiitu 1Wud ddlgelaniesssund wu widduniunsssuyd
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Hadeudndu nuidavsdnnssensu danimdnuindian Fsaenadostunisfnuives
Iso-Ahola (1999) fifnwussgslaindutiafonislufinssdunasiimgAnsauvesuyed Wi
Csikszentmihalyi (1975), Slanger and Rudestam (1997) la@nwusegslavesinundinuwasla
seyusegslasenifiu 5 Usvian fifluasetnTuniindsseneuse 1) desnsanusimevieny
o9 2) mnudelugiunamuaunuies 3) mslesunissensu 4) msvanudes 5) ArwAnasaEssd
Fefunmsdafanssunmsutautsiudundlussduuunidodumsnseduamuimenieauides

& U Y vy a o ] a d' a v v o W e 1 A v v
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v
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A a v I aa ] d' d' c{' =~ ) 1 1
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Tourists' Behavior and Motivations to the use the service of

Nong Ruea Grilled chicken restaurant

Pattera Thongom'
Thirachaya Chaigasem ?

Grit Ngowtanasuwan >

Received: 14/07/2022, Revised: 26/09/2022, Accepted: 20/10/2022

Abstract

The purposes of this study was to find out tourists' behaviors and motivations when
using the service at Nong Ruea Grilled chicken restaurant in the area of Nong Ruea District,
Khon Kaen Province. The sample group was tourists; 400 people who come to Nong Ruea
Grilled chicken restaurant in Nong Ruea District Khon Kaen Province, and the data was collected
using a questionnaire. The data was analyzed by percentage, mean, frequency, and standard
deviation.

The results of this study showed physical characteristics and the tourist's behavior in
using Nong Ruea Grilled chicken restaurant service, such as travel style, average cost, and other
factors in choosing to use the Nong Ruea grilled chicken restaurant service. The results from
this empirical finding suggest relevant government agencies and private sectors can be
considered together with the development of tourism strategies for the Nong Ruea Grilled

chicken community in the future.

Keywords: Tourist Behavior; Gastronomy Tourism; Gastronomy Motivations
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17.4% eV (Research and Markets, 2022) sunsvissiiisndaemnsvesuszmelng sedadoms

plimansivangay Ussmalnedadunaseimsgauauyiainasnl Bnnsudazginiadadlsngiunis

Sausssusuduananualanizdi aarUsenoumaiidnalinenmsineianuvainvalsnwaslanauy

[y

Liuiile (msvieaiisautsusumalng, 2565) TainmsvioaiivauisUszmelng gelvinndAgyiu
yaviaaiiendeems dadu Soft Power ufsunsavosuszmelne lnairnsvaunisaionmnslusy
vosomsUaendy nevaustauiulniilalaguainuiniu (Organic Lifestyle) llunsinouns Best
Practice Model l#nsza1eluaaniie sesfunisuiuasulasadnisvesdieivesUssmdlngliian
mmé"ﬂ?]uuazam'ﬁaa%’wgamLLaz@mﬁﬂﬁﬁ’ummﬂﬁaﬂwﬁmLf\m (Thailand plus, 2022)

' a A ) - ~ o & ' ~

N30 8 1T991915v09N AR TUBaNA8NTD LBNBUNINNIAN W.A. 2565 N15V1D37
gaususmdalnglad uiunud AU ndN¥AlAIUO I TUAL TAIUGTIUDINISALARLAUYDINIA
dau dn1stdnuya 4 Jmda lawn uAsIIvENT, guas1wsl, anssnl, YoulnU WONANAY N3
V8NN 9819115 (Gastronomy Tourism) U T IFURUTAT 19135 UINITANATITIURINIS

) a A = (a_a <, o = =~ & YR

AseuAguAIAnziuaandsunilovedlne gile ‘dvdu lnd’ Usednl 2566 Faluatui 6 vadlng
Usnauiuludagiull tyn ¥18anu Fuiuninfiiannuikazyssaun1sainiueInisaniueIns

=

Fosdlusnasema nduanidniuemsitiuisvesmuies Ingidenmiringavluviesiuinyssesis
fdRduiiesnszduamsBandifaun gty wWeadsUszaunmsallvailunisiulseniueims
uATAALNS egsannsaasfiou Twusssuems nisiuvesaulne waganmisaduindouldiin
n3nseRunsiuseldassvesdnrisaiisaiioneang n1svieudiealde1m3(Gastronomy
Tourism) lUg manszaremeld ghusznaunisluiiuil iuldanseldannisviondersending
HBUUNTIAU-NGYAIAY 2565 VBITINTAUATIIVENT QUaTIv51H vauwnu way gassdl siuniu
Usvanal 30,511.47 &1uum Tnefiyadinislddevesinvonfioatslnowagsinanildlufuaoims
LazLATosRNTINAUYTEIN 7,442.19 druum gudu Susunis WeiTeuifisuiualdaenan
Bu 9 LU Afiin Avesiisydn wazAmnesvuds Wudu” (ngammgsAa, 2565)
Fotavouuduiauldiuisudandmansiainunnduguinarsnmsauuauiasledaing
spUUT 0nFeu warlastinuy daudnmsdnuaniduduasinuseguiilduinsgiu Snviedald
Suspsmadudiowinanssulandlvausinnd uaﬂmﬂﬁé’qa‘]mamﬁmsﬁﬁqmu Qﬁﬂzyfgﬂﬁmﬁu Insweng
MasssuATiannsaiaun i Duwawiondienld Fminueuuny, 2565) Snvadaninuounnudsll
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pnsfuiudauiivarnvaisuasiuioognarouwisiianunsisgadnionder wasimuliduumds
vieaflsndsamsld dvluuneanuid fAnviideaznandsusuligramuesdofiduemsiuiedn
omilsludminvounnu Anvieniierlfanuauladeudreunn esiesavadiduiondnual
Usznauduaniuiidsey AndunuungAissn Faduauuaendnilddyasiumdndmia vl
fvieadivadrunlivimsuassinloundeulaseninmaidumsegiane uiluvasideatu Tigrmues
Sofselufidodounninidefinmmafisemstufeusedrdmiaveunnu wazngugndude
dnvioafierdnlngjaziunaugniuszsuasdniiruasiidyasiuiuligrmusade Uszneudy
Snwarsnilidromende WunsseuSuauuinfusuaunansdu Fedniveulidrmueded

lgsupnufisnazduiurwnalng Swyemnsvainvats wagdvieawesuinisgnan il uuunndn
lail#3uanudouanngugniuaziinyie il

Mndaiinanudedu §@nviidedaiulonialunisnumginssy uazussgalaves
dnvisafisalunislduinmsyuwuligruease sunevusasie dminveuunu weliyuvuliee
yuoaiFe ulluiomihenunindy maenvuiilduindesiuyuligimussdeannsotimadng
fldFnnnsfnuideilulivsslend unsnadnsdluidudumisdunsiesesinasndifleiamlf

guyulngrsmueasalidnannlunmsduirawisaiendiomstnuimiweswinveusnusely

(% 3 a v
MUILEIANITIVY

1) wWsfnwnginssuvsstnioaiisdlunislduinissuligimussie dnevueie Jaunin
YBULAU
2) wisfnwussgdlavenindeanedlunislduinisiuligrmuease dunevuenie Jwmin

YDULLNY

NUNIUITIUNTIA
1. wwIRAN1Si LB TN
mseafisndsormaidunmsvieafiiiingUsrasdionsivszaunmsaliferiue iy
wdn Wunisdisaems nseentuiuuszmuemsuenduiuesdussnevddyresinveuiien
LLazmﬁ]LﬁuﬁaaﬁiimﬂwgﬁﬂﬁauﬁEJ'J wido31 “ermmsiianudfynegdunisideniinn anmw

o w ] v @

nlona uazvimtenin” Ndauddydmsutdnviesiied (Lucius Walker, 2017) @annaas Hall,
C.M. & Sharples, L. (2003) lalifignauigaiunsvieniiondsemis a1 nsvisafisndeemsiiu
s umalUluf Ui on s AN BUSINE T NTLUTNDINNT UMANIADINNS ULEAIFUAT AU

919115 N138130N15Y10 15 adensTundndaeiosndaunmluiuily 9 lngdnvieaiien
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ANUNTOAUNATRIUSTIUVDIUTENA KD TAIUSTTUNDIN U UANTMUNIUAITTUDINIT TI5AVIRUD4

9 MsazazsioufeTausTTn YosUsTmANnTYieaiBnTa1ms (Gastronomy Tourism) Fadunis
vipuialiUszamdnda ynawddn uavdmaliewnadugudnans ddalulszaunisalvioniion
aonAdesiu maveaiisawissumalne (2017) néndn mavieilsndsemns Ae matdumaiield
dudfaisUszaunisainsiuonmsluusagiud lned ngUssasdvandoanuduiuazdunuinis
uanNUszaunsainsFulsemiuemsudr msvieniisndiermsdisuianisidsuvaaniud
¥N9IWNT MANTABMNT MANA INLUARIUALANSMNNSYNEIMNS MFeRansTINieTlEIng 9 NdusTus
fuens ueniniUsraunmsaimaiunmeUssnidnfonidesiunguinveiisifivovasaieous
Faussulnl 9 Tuudazviosii msfmurauianudilaluisewssnunmuazgudnualiig q 4
Rendesivaudsunsvisndisasuisemsviesiuluusazgianariumsuilag
2. ngAnssutinvioadien

madlanrudesmvesinendetuudsddyfiazilugnssusiadeidusaimun
noAnssuvestinvieadien Selleaumannuanesuininel deainen uasiAswsiandsanengAngsu
vasnvioaiien Uohn et al, 2018) Fefowmsymindedwing q fasioldil 1) UseTamanivosaaud
viealied 2) AnNABInTg usegsle uaznszvrumsindulafiumsvisaiien 3) mssuianudes
Uszianeng o dmsunsviondien mulufmansenuvesanugunsamanisidies nsnenisie
1) MmsutanguidimnenissaainaamgAnssunsieadien uags) 3¥n1sadlenmanianisnain
dielsszaunudida

Kotler and keller (2016) na13d1 weinssuuslnARan1sAnwIdIuARANG LA oIANIIADN

¥
&

FolduazdminedudiuinisanuAavieUszaunisaiiiloaussnudeInisuaz AL 09N 15vee
fuslaa nofinssuntstevesdiuilaaldsudrinaandadorg 9 ldud 1) Jafematmusssu (Cultural
Factors) fausssuimusssudesuazsudunsdsaui ndwast 9B stenginssunisdovosfuilag
L‘i‘]uﬂﬁaﬁugmmmmméfaqmmazwqaﬂiimamﬂﬂa naonIuATaUATILazaoTuTid Ry 9 2)
Jadamedemy (Social Factors) Jadenmedenuidunguensdansouniuazunumnisdiauiaganiuy
dwmansznusionginssunistevesduilan T (1)nqunsds (Reference Groups) Aenguitmuniia
vswalnensmiedvinamsdonroimuafvienginssuvesiuilon nduiiisvinalnenssiuasing
Ufduriusedrareido Inddn (2) nau/vusy (Cliques) dsaudsznaudionguidn o faundni
Ufduwusiutes q (3) aseuada (Family) Ldung uii v ddnyd aavesdsanuazanidn
Tunsouafufunqudrsdamdndifsninauniian wazdsnsnalnonssrenginssunisdolu
FInUsedndu (@ unuinuazaniug (Roles and Status) UNUINULALANT1ULVBIK UTLARA

[ 1

JuunasteyaiidrAgyuasyiglunisimuaussiagiuiesdiunginssunisde 3) Jadediuuana
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(Personal Factors) lan e1guazszesia1liigasdin (Age and Stage in the Life Cycle) a1nuay

A01UNNTINIAATEEA (Occupation and Economic Circumstances) YAana nkazdnuluvialniy
UAANAIN (Personality and Self-Concept By personality) lalalaauaza1don (Lifestyle and
Values)

UNWTO (2019) lfszynmisiinszvingiinssuveainvieafisndeormsly laun 1) nside
panm lnensuvsdnuazionizveainvieasaisriudnsarnisiudsaunazininginisuslaa
awnslunsvieniien 2) Jinswiuasivuanginssunisuilaalunsveniien waswgAnssunisiy
vosnguidmnevdndineliiAnnisviesiisaggannetatenis 3) mslieseideyatnvioniisiuas
nAnssunsuilanomnslugamnglanemadiolidlafisadeiidsmadetsraunisaluniaifumis
Tasmslideyamlu uaza) msdiesgsinansenumaasugia dsau uazdswndenvetinvieaiedly
wiazninie

3. usepelannsvinaiigIBeemng

Kim and Eves (2012) n@1231 YJadenszdu 5 Usznsvesszduusegilavestinvioniionlu
nsuslamemsvesiu didad 1) ARUszaunisalnieTausssa (Cultural Experience Dimension)
2)fifAufAuy (Excitement Dimension) 3) fRANFURUSIENIN9YARA (Interpersonal Relation
Dimension) 4) iin1eUseamduiia (Sensory Appeal Dimension) kag5) fifAMMIteFUAUN N

(Health Concern Dimension)

[
v A

Pablo R. et al., (2020). Na1771 LLiQ@Jﬂ%iuﬂ’li‘ﬂlaﬂLVIdIEJ’JLél?QE)WM’]i 1 57938 eail
1) Uszaunisainiemusssy (Cultural experience) 2) A1uf uLfy (Excitement) 3) A1uduius
5¥M119UAAa (Interpersonal relations) 4) Ussamduiia (Sensory appeal) 5) Waslggunn (Health
concern)
Kim, Eves and Scarles (2009) namisiladegslanmsviondivndsoimsil o Jade il
1. Uszaumsalfiufudu (Exciting experience) dnviaaiiioafianuaulalunisauaes
gnsTiesdudieduszaunisalfiunfiudiu nsAvenmsviesduiinnuilivefuundeu wisinediu
Pnmisdenuziiinisvieadien
2. nanuilanAiaTnsusedniu (Escape from routine) H{LAUN198195VUTENIUBINNT
viosdu  ilefsnsvanuianisinsuszdiunioduialssaunisaluansng uiidnvienileg
wileuasfimuguivanwerundueglutiagiuusenadsiesnisad
3. 1. Juraeguan (Health concern) Anuinadiuguain wuin iuladenseduddny

Tun1sAruaaLaulaveslnyoa i gLA 81 U NS iU 990U LT B3I1NSIAANSEBI NSV 89D Ulu
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annuinaeufanivdasdisliauninavunslududalanieniesaniguagaimisiuiowinn g
VioshudunanAITantal LagAsieaunm
= v . Y v a & ad a v
4. 134583 (Learning knowledge) N1sauassamnviesduduizniddunisiouiuag
WhlaneaiuTausssuviosdu damsivenmsvissdudeanansaasuainennud aalayayn sallew
5. Usgd@UN15al 7 W23 9 (Authentic experience) Usga@un1sadv L1935 4871150
il fedulszaunmsallnilunisiiiunienlimiioulas dnvieuiieajsduierivemisluriesduly

wivIAUdUNANEAILALAIUAASISY N1SAUDIMSIUADIUNAILAL

6. NM3TUJAUNUS (Togetherness) n13Tuemisviosd ufioidulontalunisnudzuay

¥ '
= I

doanssznininvieanen auluiun aseuas wavaudy 9 Mgy vsen1segsiuiuluaseunia
Mlasulseaunsaing

7. @ndes (Prestige) Uszaunisalatueimisiuiesiuddiulunisiiudnninsaninuiie
welalunuios mMINAsInsuansUsEaUMTalo Yot uvesuliliey 9 VioAudu 9 Loy

8. Yadenauszamduria (Sensory appeal) Yadenaussamduiaaiunsaiiluanis
A v D% & ¢ a o Y A oy vy ¢
Wonsuusenuemnsiuviesiuls wenanfiuszaunisalifgrivemsviedudilasuanuiianelagin
NAu 581A waznndnwalvesesviesdu lnslawizegsBesarAtolduninsgruduiiugiudmsu
nsuslamemsluviesdiy

9. @NINLINA BUNIINBAN (Physical environment) 89AUSENBUNENTI LA 829 09U
AATNWIAG BUNIINIEAINVBISIUBINITABAIINALDIAVDIT 1UBINITIUY 83D U

A v aa [ ¢ a 13 1< =] (Y o o a o 4 v a

e e mnsndsudnualauiy Sruemsiluniddunudnvugddgilignaiauisauilan
pnsturesduluyieiungald a1nuan1sdunivaliadeanimuindeunianieningninualag
ANENYREAN 9 19U ANUETD1nTRsIueIMsiuidiy wasgUdnuyalnguanuesiueIms

Yeong and Anita (2012) Anwiiglfuussgelavesinvisaiied lneAnudsiudnsnasie
nsiiausegslalunisuslaaeimsluviesdiu wud usegdamihlidnvisaiieteenfuasemisiay

o A vy o & v ¢ 9 s o

wIonuluripsduiiugiu 5 Usenis taud Ussaunsainielnusssy Ussaunsalluniswudezyau
Tl 9 enuAuey nssuimulssamduia waranuinaEerunin duinnseainalsiauelania
NEIiUaMITVBINU 19U N1STEWIMBIMNTUUUALAYN Y3BNISIEEUYLNTS I IMT1BIRY LNT1e
UnvisaiigIneaNsiseu Tnussuuand1e lagnudssaunisalinuemnsviesiu deussaunisalil
ansadiiununTulagiendnualvesemsluidazaniun
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[y [y

et JAnwnidelavinseasunsieseidudsmhunldluns@nunide deiudsiignagy

[
= U

AAnwIdelatunldluaideasil

M1519 1 aguduusauuseslalumsvieaneilisanms

ussgslalumsvisaiilenieavns Kim and Kim, Eves  Pablo, Francisco,
Eves and Luz and Tomas
(2012) Scarles 2020
(2009)

1. Uszaumsalneimusssy v v
(Cultural Experience)

2. AuAg (Exciternent) 4
ANENTUSIENINIUAAS v v 4
(Interpersonal Relation)
Uszamduila (Sensory Appeal) v v v
AuvaslesuaunI (Health Concern) v v v
Uszaunsaifiinfuiu v v
(Exciting experience)

7. vanndanivinsuszaniu 4
(Escape from routine)

8. m'il,%'slui (Learning knowledge) v

9. Uszaunisal ¥ w959 (Authentic 4
experience)

10. #nies (Prestige) v

11. @A1NUIAE BUN1IN18 AW (Physical v
environment)
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521UguIFIY

Usgrnsuazngudegns ud dnviesiisavnlnefidumeavisaiisawaglduinisimems
Indranueaieluiuiisnenuenie Famtaveuunu $1u9u 400 au 1 psang@nwi3§e
Linsuduungudegsiiuuen ﬁaﬁummqu'uéhasiN?’Nafm'ﬁa@Tm’;mlé’mﬂqmlu'mwwm
#9897 Wuauves Cochran (1953) lngfvunsesuaianudesiu fovas 95 wazsziua1Ay
aamLAdeusosas 5 (faen nlvdvwn, 2509) Fagnslunmsdmnauiangudegislunsdnide
ndsil fio

__ P(1-P)z?
n— 2
WU TuIAnguiiegidesns
Wy dndumesUszynsignuiidedonisasdy (lsinsuldimun P = 0.5)
z wiu  mnusiulefigAnidedmualinsssulvddymsedia
-7 fsgfuiidndnmneada 0.05 Ay 1.96 @ula 95%)
7 fisgduiidndnymneadd 0.01 iy 2.58 @ula 99%)
d unu  dnduvesmnueaminadeuiivaniuliiintuld
Fa@nuidoimualidndiuvesUszvinsvindu 0.1 Aesnisanudesiu 99% uazeouly
ranaadouldl 5 % fisuaglinguietnanioy

_ P(1-P)z*
n— 2
Wo n ounu wwengudedng
P unu  dndruvesusznnsiigAnuniderdsdy 0.5
Z unu sgfumnudesiufifAnuniseimualy Z fidwintu 1.96 Aszduannadediv
Sovay 95 (sfu 0.05)
d unu  dndwerueaiaiadoufivonsuliAntuld = 0.05

, (0.05)(1-0.50)(1.96)?
LNUAT N —
(0.05)2

= 384.16
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INNTAIUTUIANAUAIRE1S Tdrueiiegsetelos 384 Ay JwrgaunsaUssunumioy

az lnedanuiiananaliiiufosas 5 Asefumnudesiuiesay 95 ilemnuazamnlunisuszifiuna
warmslinseidoya fAnwvideTddruiandudiessiamun 400 au dsdeldinduinasiniu
Fouluimun fie laitfendn 384 fhetn

Tasnsiiudegaandnvieafienaslduuvasunu (Questionnaire) lunstiudesa ddluns
qunauegandunisgudegalaglidldmiuiinzndu fudenlditnsidenngudegauuududey
(Accidental sampling) {unsidennguiiegraitelsilddnaunudesnisiaglifimdninas waznis
uteyauseanidu 3 dw fe 1. deyailuvesinvieadion léun e o1y nsdinw endm 1gle 7
pg Ut 2. woAnssunisunlduinisulagnmusaie laun unasdaya dnuagn1sdunie o1
WUz SrauadaAug Yosmsfuninig nquyaaadeds Tadelunisuilaaligrmuesde

FIANTUUINT wazeldInsadslunisliuinig uay 3 usegslavestinveanerlunisuslaalngng

¢ o

yueade lFun Uszaunsalmsiamsssy Uszaumsaifivinlvidnaudu anuduiusseninayana
Uszamduia uagmsinwauam daAnuidelinsesideyalasldadfifemssamn (Descriptive
Statistics) wazlUsunsudniagy PSS lumsiiasevaadalaun Armud (Frequency) Afesay
(Percentage) Aady (Mean) LagA1ALD8aULLATEIU (Standard Deviation :SD) Tngldunnsn

dudndudurasalATy (Likert’s rating scale)

NaN15ANYNIIY

Toyad Ui eI MOULUUABUNNTILIL 400 AU WuI ngudegradumandgunniiagn
(63.5%) s0saaiduiwave (36.5%) drurrsengegszning 40 - 49 Tunndiga (42.5%) sesaauniy
¥2901958%314 30 — 39 T (23.8%) FunsAnuszdiudTyaniuiniian (35.3%) sesasnduszeiv
Ua./U7a. (23.3%) druerdmduisnisinniian (27.8%) sesasnduninauie (22.5%) fu
selAegs¥1I19 10,001 - 15,000 UIN/ifou ma‘ﬁﬁ@ (34.3%) 5998911 15,001 — 20,000 UIW/LRaU
(23.5%) wazgaineaundaniul wuln ﬂf]ﬂmi’uaamﬁmmﬁammﬁqﬂ (69.3%) so%a3uduna

N84 (12.8%) AILAAILUAITIN 2 WaTAINT 1
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215815391150 159NN ANgU NIV
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Foyaluvesinaunuusouny 3119y Sowaz (%)
1. LA
1.1 %18 146 36.5
1.2 e 254 63.5
394 400 100
2. 91
2.1 #n31 20 19 a8
2220-29 1 78 19.5
2330-39 U 95 238
2440 -49 U 170 42.5
2.5 50 Yauly 38 9.5
39U 400 100
3. NSANEN
3.1 Useou 51 12.8
3.2 W58y 85 21.3
3.3 Y1v./Uq. 93 23.3
3.4 USeyyea 141 35.3
3.5 gandnUIyaes 30 7.5
3.6 3 9 0 0
39U 400 100
4. 1IN
4.1 \neAsNS 79 19.8
4.2 \3104535nd UM 66 16.5
4.3 WiinusgIamng 27 6.8
4.4 WINUUTEN 90 22.5
4.5 dniseu/dnAnw 27 6.8
4.6 U1519A"3 111 27.8
4.7 3 9 0 0
39U 400 100
5. 579§
5.1 laltAiu 10,000 v/ifou 79 19.7
5.2 10,001 - 15,000 UN/LPau 137 34.3
5.3 15,001 - 20,000 UIN/LPau 94 23.5
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foyavluvasneunuusasuany I1U7Y Jowaz (%)

5.4 317nA77 20,000 UIN/LADU 90 22.5

39U 400 100

6. logtaqliu

6.1 NANLD 28 7.0
6.2 NMARzIUeDNIALIilD 277 69.3
6.3 NIANATN 51 12.8
6.4 NIANZIUDDN 42 10.5
6.5 ANARZIUAN 0 0
6.6 NALA 2 5

39U 400 100

635 % 365 % dnir1200 adwsuanes ..,

50 Uiuly 48%
5%

40-40 0
20-29 0 425% USrynrad

195% g as2%
.

2 1A

75% 128%

Tiifiu 10,000 nin/ifou 10,001 - 15,000 KIn/ifou 15,001 - 20,000 LIn/ifou  VINN3Y 20,000 un/ifou

swia

fswnis
27.7%
dmiSou/dnfnu
6.8%
mi‘nmuuhh

= o @ o P
i 1 Jeyamluvestinvieiien

nmmiuaan

n\muﬂu

l’IIIIM'lﬂ
fog
Jouu
mne.-:mumiwmﬂn
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weAnssuNIsNTEUSNIsueIMslngnmiuedse anenuadse J9UInvaULAY

HANNTANTIAENBUEM AU M INENIMUBUSTRINENBULUUARUN LTI 400
AU nuIn nauiIegdinligsmuesFeanifieusnndian (59%) sesasundunseunsy/aniftes
(32.5%) FUMUUMTALUNIG NUI LAUsAui ousnfiga (59%) sesasundunisiiuniadu
AsOUAT1 (30.8%) srumvugdldlunindunis wudt dnsidunialaesadiuiannian (65.3%)
sosmauniunislnssatavesuisninien (24.3%) Sruaundsiifumaniuemsligimuesie
WU Nﬂﬂ%\iLLiﬂm’]ﬂﬁE‘jﬂ (53.3%) g090911 Ao 1Nndn 3 A (21.5%) gULLuumsLﬁaﬂﬂiaqmqmi%a
lrghmuaade wud1 Wumenfisudenuesnniian (94.5%) sesamniunisdseuuuindines
(%) yaravediidvinadenisuilnaligrmusaie wui Wunulesnniian (44%) sesaauniiy
Weuvsonuidn (26%) Jadeiiduawngmdnlunisidenuslaeligrmusase wuit susaniun
fign (75.5%) 5093 Ao anaduiifon (15.3%) Frsnattumsiiumaniiuewns lndgrsusade
i Wuduens - enfinduniian (48.8%) sesasmnduiunge/dndngne (32.8%) mldielaeiade
Tunsldusnsusazads wuth agflutsldifin 500 mwmmﬁqﬂ (54.8%) s998931AYI 501 — 1,000

U (29%) AILAAILUAITIN 3 WAZAINA 2

A15197 3 weAnssunsunlgusAsiuemsingenuese

a Y a v 1 =) o ¥
wqmnssunqsuﬂﬂmsmssﬂumm{lnsm‘mumLsa IMUIU 9882 (%)

1. fAnlAgrmusaFeanuvasdoyaln

1.1 AsauAsY/aRfitios 130 325
1.2 ey 236 59
1.3 AovneBuwmesiin 31 7.8
1.4 8u 9 3 8
39U 400 100
2. fnwaznsumanidiuonmslddgnamueade
2.1 AUNNAULAYD 36 9
2.2 Humaniuiiiou 160 40
2.3 lAUNNNUATIUATD 123 30.8
2.4 unnafiun3uviag 81 20.3
253U ¢ 0 0
39U 400 100
3. gruwnuziildlunsiunsaniduenmsldgnsiveade
3.1 snguddIu 261 65.3
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noAnssunsuldUsnsiuemsingnanuesise U fouaz (%)
3.2 salagasuszanig 3 8
3.3 30491 39 9.8
3.4 spUavesUT IV LTien 97 24.3
3.5 3 9 0 0
39U 400 100
4. wedumanitueinsligrvuesSenamaiaie (Justundeiigae)
4.1 a¥ausn 213 53.3
4.2 p%ait 2 69 17.3
4.3 p%ait 3 32 8
4.4 3100 3 A 86 215
39U 400 100
5. mndasnisuilnalignausaiiosndendelasliislaundige
5.1 umaniisusenuies 378 94.5
5.2 Forutemoalay 1 3
5.3 dsdeuvuaddiati (naned) 16 4.0
5.4 3 9 5 13
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6. srunalumsinduladeligrsusedonatola
6.1 AULBY 176 )
6.2 gRfitios 72 18
6.3 Lilouvideausdn 104 26
6.4 Uyhy/Aausa 29 7.2
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7.2 anaunduiifey 61 15.3
7.3 AUAMIIATUING 15 3.8
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7.5 3 9 6 1.5
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8.1 Jussua (Fums - and) 51 12.8
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noAnssunsuldUsnsiuemsingnanuesise U fouaz (%)
8.2 s - o¥ing 195 48.8
8.3 Junee/indngny 131 32.8
8.4 3u 9 23 5.8
394 400 100
9. Aldsnelneiadelunislduinsluurazade
9.1 laitAu 500 Um 219 54.8
9.2 501 - 1,000 U 116 29
9.3 1,001 - 2,000 uwn 42 10.5
9.4 11NN 2,000 UM 23 5.8
394 400 100
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LLsagﬁwmﬁ'f\ViaaLﬁm X  sD. ulaannuviang
1. Uszaun1sain1einiusssu (Cultural experience)
1.1 Wiedunusasfemnsiasdu 4.14 512 11N
1.2 Wiodunvemsiesdulng q Aunndieainiiesdiu  4.08 668 3170
AULDY
1.3 ileifiuyuauiifeniuiansssufiuandaiy 3.98  .709 1N
1.4 vhanandlausssudiasdu 3.94 689 3170
EXLY 4.03 .644 unn
2. Uizaumiﬂjﬁﬁﬂﬁiﬁnﬁmﬁu (Exciting experience)
2.1 msmueimsuentiugislindnniainuquinean 404 628 h)
FinUsedniu
2.2 f9an1slUTTaUN1Talasa 3.94 687 170
2.3 WANARINe N SAAuUNG 398 711 1N
374 3.98 675 11N
3. AMUFUNUTTENTINYAAA (Interpersonal relations)
3.1 WledheneaUszaumsaliieaiuemsviesduuiyana  4.06 595 Gl
u
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LLsagﬂwaaﬁnviaaLﬁm X  SD.  wlaArnunung
32 n13ldA usaemsesdi utaeiiun U nWuLAE 398 695 el
finsnnlunsounsy
3.3 nMsoenumiuemsviesd uaswdufduwusdu 413 661 1N
AsaUAILazifiow 9
394 4.05 .650 Pl

4. Yszamaula (Sensory appeal)

4.1 lAghmueaSeinduiivindy 414 613 1N
4.2 lngavuesiolisavin 412 625 1N
4.3 lfgramueaseldduisuuseniu Awaaium 4.15 691 1N

33U 4.13 .643 ann

5. N133Ne1EUAMN (Health concern)

5.1 ngAvaniny 4.08 621 Tl
5.2 {AAMNALATUINTS 3.98 709 UN
5.3 laldawaidusioguaim 3.97 767 Gl

59U 401  .699 uMn

1nA151997 3 Msd1Tussgslavesiniead ealunisuilaandndusilngamuesie
mulsraunsain1inusTInvenauwuudeunuegluseduin (X = 4.03) lnsfinrsandusede
Fosddiuainunlutes wuin freuuvuasunudulvgfigauszasdiilodunusarfonisviesdu
(X = 4.19) ieAunuomsviosdulyig Auansrsainyiesiumues (X = 4.08) ielfiuyuaiug
Rerfuiamsssuiuansnsiu (X = 3.98) wagvimnuidnledamsssuviestiu (X = 3.94) muddu
sudszaumsaiiviliRusiusgluseduan (X = 3.98) lnsfinsandusedaiosdiduan
wnludae wudn nsminemisuentiudiglinannianinuiuineandinuszdndu (X = 4.04)
LANFAN99INENIARLUNR (X = 3.98) wagdeansiivszaunsaiaTa (X = 3.99) amadiu
AuanuduiussEnInuanaegluszivin (X = 4.05) lnefinnsadusedeisesdidiuain
unluties wuin fgauszasdnisesninmuevisviesduts U jdiusiuasounsiuaziious (X
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o

wud Ingraueaiefidduursuuseniu fMagaaien (X = 4.15) lngramueuieiindunuiuiu (X =

4.14) wazlng1arueaseilsavda (X = 4.13) auaiau
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asnwavamegluseduain (X = 4.01) neRnsandunedeesdduanunluldes
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naMTIATEdnvaznsiumaniuesligimuesde wuit dnvieadierdnilng3an
lAghmusaFonniiiou Anfiudesay 59 Ussneuduinmaidumanduiiousnniian Yesay 40 3
tvioafledmannidumdagsagudaius esay 653 Inmsidumanidnligimusadenniian
Huafousn Anduforay 53.3 Tufunmaniifudenues Sosas 94.5 srunalumssinduladelisng
yuoai3e e ieunienuidn Anduiesas 26 aveiiliiAumanlduing Ae savdvesliene
wuense favay 75.5 ludiuvestisiarlunisiiunisdnnduiuiuans - eiind Seuay 48.8
waAldanglunisliuinisiulngrmussdediuunnliiiu 500 v Anduiesas 54.8
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'
1 A

WY NguLitau duiusiunsAunanldusnstnvieaieszunfunguiioukazATauASININ
f

2

D

=

flan sdsnddvswalumsdadulalduinmsiuligimuoase uonandidnviendieaesud Safingu
o uazgdfidesiifidvinalunsdndula fadunshnagnsnisusssnduiug waslavandla
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Aoutnan auvmudniitvieniisndenuilanligimusae Ae savi wasdoniFumanlduing
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1399719113 Y TuITe04 Richard and Athena (2018) fidnwaAgfunsyianudiladiunis
vslaremsvesinvieaiien annyuuesvesinvieuiidandludsusedng fnsseynueny
ANANEAVBIBINTT 7 Usian LakA Autnfegala savid muAuAy 35n15vikavaIunay Ay
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Abstract

The systematic review process undertaken in this study adapts from Pickering and Byrne
(2014). This review aims to seek a greater understanding of the trends and focuses of the
Community-based tourism (CBT) area of research, in particular to the southern Thai context.
In this study, the literature search is conducted utilizing only TCl research database and only
a TCl indexed journals with the primary purpose of tourism and hospitality publications is
selected. The reviews indicate the CBT researchers utilize several communities of selected
provinces of the southern Thai region as a research context, including Chumpon, Ranong,
Phangnga, Nakhon Si Thammarat, Satun, and Narathiwat. The reviews also indicate four
outstanding areas of research focuses, namely, 1) an investigation into potential of CBT
management in a selected context, 2) factors influencing travel behavior in the CBT attractions,
3) sustainable success of CBT management, and 4) impacts of CBT management. This
systematic literature review suggests several gaps for further studies. For example, an
application of the ASEAN CBT Standards for the development of Thai CBT should be

investigated.

Keywords: Systematic literature review; Community-based tourism; Community-based

tourism management
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Abstract

The aim of this conceptual is to discusses the current phenomenon of wellness tourism
through the sound healing therapeutic practice. The paper will discuss some significant
information, including; the important of sound healing and wellness tourism, then describes
about Asia’s wellness market, wellness tourism and sound healing therapy, and
recommendation for future research. Sound healing can be using music or Tibet singing bowl.
The benefits of sound can heal people mood, anxiety, stress and increase peaceful spirituality.
Hence, this paper provides some important literature review in related to wellness tourism

through sound healing practice and recommendation for future research.
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Introduction

The purpose of this conceptual paper is to discuss therapeutic practices of sound

healing and current study related to wellness tourism development.

Wellness comprises sense of well-being and sees a person as consisting body, mind
and spirit (Konu, 2010). It is believed that the term wellness has emerged from the WHO notion
of well-being and the concept of fitness (Koncul, 2012; Price & McCallum, 2015). In term of
well-being usually lacking in clarity with the same meaning; one example; it define as an
individual’s physical, mental, social, and environment status with each aspect interacting
(Kiefer, 2008, p. 244). Wellness in some countries like Germany, Austria and Switzerland
considerable emphasis on medical wellness (Voigt & Pforr, 2014). In the Central and Southeast
European countries enhanced on sunshine, sea air, and thalassotherapy(M. Smith & Puczko,
2014). Whereas, Asian countries, especially spiritual activities, including yoga, meditation, and
massages are considered important daily activities (Kelly, 2012; Stausberg, 2014). The popular
spiritual retreat activity are such as; meditation, yoga, and attend silence talk program at

ashram or in temple (A. Ashton, 2018).

Particularly, the sound healing can help spiritual and mind retreat, especially using
Tibet bowl as an instrument to perform therapy for mind soul since an ancient time(Beaulieu
& Perez-Martinez, 2018; Goldman, 2017; Longdon, 2020). Sound healing refers to sound bath,
sound therapy, or sound meditation (Goldsby, Goldsby, McWalters, & Mills, 2022, p. 2). Sound
healing or sound bath basically utilizes specific bell-like vibrational musical instrument called,
singing bowls, or can use gongs and other vibrational musical instruments (Goldsby et al., 2022).
Sound is fascinated therapeutic because it impacts on our nervous system and balance our
health well-being (D'Angelo, 2005). Whenever possible being in a sound environment in tune
with our nature in whatever form will lead toward liberation and true happiness, in turn give

well-being life (D'Angelo, 2005).

The paper will discuss some significant information, including; the important of sound
healing and wellness tourism, then describes about Asia’s wellness market, wellness tourism
and sound healing therapy, and recommendation for future research on wellness tourism

destination development.
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The important of sound healing and wellness tourism

People have been traveling to different places that have specific natural resources
since early historical ages with desire of relaxation (Goodrich, 1993). Relaxation might infer to
physical; mind, soul and spiritual well-being and it is one of the motives of tourists among
others while taking a vacation (Pearce & Lee, 2005). Tourist motivations elucidate the factors
which influence a tourist to travel. Motivation is the impelling and compelling force behind all
behavior (Crompton, 1979). The motive of many vacation makers is in a response to
psychological depletion and is an opportunity to allow the tourist to replenish, restore, an
provides the opportunity for ego-enhancement and self-recognition (Dann, 1977). Henceforth,
there is always a kind of motivation behind tourism, such as to relax and experience spiritual
wellness (A. Ashton, 2018). Growing needs of relaxation and wellness in current scenario has
increased the demand of tourists with wellness purposes. Wellness tourism product can be
included, spa for health, yoga and meditation (Suetrong & Ashton, 2021). It is important to heal
with sound if experiencing faticue, feeling anxious, or having trouble sleeping, vibration of

sound will heal (Goldman, 2017).

On the other hand, wellness tourism as the powerful intersection of two large and
growing industries: the $2.6 trillion tourism industry and the $4.5 trillion wellness industry in
the inaugural edition of the Global Wellness Tourism Economy report (Global Wellness
Institute, 2013). GWI also estimated that wellness tourism will be growing more than twice as
fast as general tourism in future. In 2018 in the report of Global Wellness Tourism Economy,
Global Wellness Institute, wellness tourism is slated to grow at an average annual rate of 7.5
per cent by 2022. This is higher than the projected 6.4 per cent rate for the annual growth of
overall global tourism. Wellness tourism burst into the consumer consciousness just a very
few years ago, and it’s hard to grasp the speed of its growth and evolution. Wellness hospitality
and travel are now converging in unprecedented ways, from the healthy hotel concept going
utterly mainstream to airports, airlines, and cruises injecting so much wellness programming,
to the profusion of ever-more-creative wellness destinations, retreats and tours. The wellness
concept is transforming almost every aspect of the travel industry and wellness tourism will
only grow faster in years ahead, as it lies at the powerful intersection of two massive, booming

industries: the $2.6 trillion tourism industry and the $4.2 trillion wellness market” according to
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Global Wellness Tourism Economy report (Global Wellness Institure, 2021; Global Wellness
Institute, 2018a, 2019).

Our body feels the need to get away from stress and the weariness of long and
monotonous hours of work. However, wellness tourism is not restricted with merely few
theurepatic measures like spa, meditation, yoga, sauna bath but there is other spiritual retreat
like sound healing and healing with music, are also getting attention in recent time

(A. S. Ashton, 2021; M. K. Smith, 2022).

Sound healing which is considered as a traditional therapy but it is becoming popular
and an effective tool for mental wellness. Poor mood and elevated anxiety are linked to
increased incidence of disease. the effects of sound meditation, specifically Tibetan singing
bowl meditation, on mood, anxiety, pain, and spiritual well-being (Goldsby, Goldsby,
McWalters, & Mills, 2017). As compared with pre-meditation, following the sound meditation
participants reported significantly less tension, anger, fatisue, and depressed mood. Tibetan
singing bowl meditation may be a feasible low-cost low technology intervention for reducing
feelings of tension, anxiety, and depression, and increasing spiritual well-being. This meditation
type may be especially useful in decreasing tension in individuals who have not previously

practiced this form of meditation (Goldsby et al., 2017, 2022).

Asia’s wellness market

According to the report on, UNWTO/GTERC 2019, Asia and Pacific region has been one
of the fastest-growing tourism regions with 208million international arrivals in 2010, increasing
75% to 363.6 million by 2019. Much of the growth has been led by Northeast Asia, which grew
from 111.5 million arrivals in 2010 to 172.2 million by 2019. Southeast Asia also grew
substantially, nearly doubling from 70.5 million to 138.6 million. Other regions also grew
substantially, but with fewer arrivals Oceania from11.5 million to 17.5 million and South Asia
from 14.7 million to 35.3 million. International receipts also showed impressive growth with a

12% increase to $442 billion from 2017 to 2018 overall and increases in every subregion.

However, Asian travel had dropped precipitously because of the COVID-19 outbreak.
Wellness tourism will undoubtedly also experience declines in the region, although it is

expected to recover after the crisis passes. Over 99% of the COVID-19 cases and most of the
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deaths had been concentrated in the PRC (Abiad, Arao, & Dagli, 2020), but this changed rapidly
over the following months as cases and deaths increased faster and in greater numbers in

several other countries (Sohrabi et al., 2020).

The impact on the wellness tourism sector was not yet known, but since flights
throughout the region have been severely curtailed, this sector and every other tourism sector
has been negatively impacted. One can only hope that the virus will soon stop spreading; that
a vaccine is discovered and distributed rapidly; and that the tourism industry, including

wellness tourism, can resume its growth trajectory.

As consequence, wellness tourism has been a high priority in Asia. Recently, Asian
countries saw major growth in the wellness industry with the PRC leading the. From 2015 to
2017, the PRC increased their number of wellness trips by about 22 million and India followed
with an increase of about 17 million wellness trips. Travelers to and within Asia accounted for
$136.7 billion (21.1%) of total wellness tourism revenue and a 10.9% compound annual growth
rate. For the PRC, the wellness tourism market is mostly internal and not yet considered a
main attraction for international visitors. The popularity of wellness tourism in these countries
is not surprising since, historically, these societies have emphasized mind-body connections,
such as traditional medicine, meditation and Ayurveda in India, and the deep spiritualism and
oneness with nature of Buddhism (Global Wellness Institure, 2021; Global Wellness Institute,

2018b, 2019; Sohrabi et al., 2020).

Among these countries, as reported by the GWI report, wellness tourism is included in
their national tourism strategies (as of 2018): the PRC, India, Malaysia, Viet Nam, Thailand, the
ROK, and the Philippines. India and Thailand are profiled in the case studies, as well as Sri
Lanka. In addition, wellness tourism is a target for national investment promotion for all these
countries and for Bhutan; Fiji; the Maldives; New Zealand; and Taipei, China. India, for example,
set up a National Medical & Wellness Tourism Promotion Board to provide policy advice and
measures to support wellness tourism, such as guidelines for quality and training, financial
assistance, and investment promotion for wellness centers catering to tourists. Other countries
in Asia and Pacific that include tourism in their national tourism strategies are Bhutan and the

Maldives (Dam, Sabacan, Sim, & Thirumaran, 2021).
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In summary, markets (demand and behaviour), destinations (development and
promotion), and development environments (policies and impacts) emerged as the main three
research themes in medical-health-wellness tourism (Zhong, Deng, Morrison, Coca-Stefaniak,
& Yang, 2021). Medical-health-wellness tourism will integrate with other care sectors and
become more embedded in policy-making related to sustainable development, especially
with regards to quality-of-life initiatives (Zhong et al., 2021). In order to industrialize wellness
tourism, it is necessary to increase the healing effectiveness and product value of wellness
tourism by organically linking wellness resources specialized by region (Kim, 2021). There is a
need of awareness towards sustainability and societal impact. Evaluation of land-use suitability
can prevent problems, such as environmental disruption, wastage of resources, and ecological
disruption, when unsuitable tourism-based exploration is undertaken in an area (Pan, Yang,

Han, Lu, & Liu, 2019).

Wellness tourism and sound healing therapy

Wellness tourism has tremendously become popular amongst tourists in current
scenario (Anannukul & Yoopetch, 2022; Kunaviktikul, 2022). Now many tourist experience
wellness tourism due to increasing stress in today’s life style, such mental health problem,
hyper tension, stress and anxiety (He, Liu, & Li, 2022) . There has been always a social
phenomenon across the culture and society in the world that if a person is sick or ill, he or
she is always suggested by doctors to take a break from usual routine and visit some distant
place for healing (Braveman & Gottlieb, 2014). Hence, tourists have been traveling since long
with the aim of receiving specific healing treatments or enhancing their mental, physical, or
spiritual well-being. Wellness tourism has experienced rapid development in recent decades
(Cohen, Elliott, Oates, Schembri, & Mantri, 2017). Based on the transmission model of
inspiration, to explore the antecedents and consequences of tourist inspiration in the context
of wellness tourism, wellness tourism experience, which in turn has a positive influence on
tourist engagement (He, Liu, & Li, 2021). Quoting “openness to experience” as a moderating
factor, it uncovered significant and positive relationships between experience and inspiration

when tourists have high levels of openness to experience (He et al., 2021).
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Nevertheless, wellness tourism is a novel concept and proposes the idea of wellness
of tourist which also constitutes health preservation, sports and recovery, medical healing, and
aged nursing, integrated and generated from South Asian culture (Pan et al., 2019). Hence, Post
pandemic make a big change in the practice and approach of wellness tourism, such as
participate in spiritual tourism (M. K. Smith, 2022). Inclusivity, and business resilience are the
prima facia, and the tourism industry transform itself into a new global economic order
characterized by sustainable tourism, society's well-being, climate action, and the involvement

of local communities (Sharma, Thomas, & Paul, 2021).

Wellness tourism is not merely defined by the practice of spa or beauty wellness, but
also it is largely associated with healing especially mental healing through various measures,
such a sound healing (dos Santos, de Oliveira, Tomelin, & Tricarico, 2022; Rocha, Falco, &
Leitdo, 2022). Especially, sound healing which is a traditional therapy; it is becoming popular
and an effective tool for mental wellness (Goldsby et al,, 2022). Poor mood and elevated
anxiety are linked to increased incidence of disease, the effects of sound meditation,
specifically Tibetan singing bowl meditation, on mood, anxiety, pain, and spiritual well-being
(Koncul, 2012). As compared with pre-meditation, following the sound meditation participants
reported significantly less tension, anger, fatigue, and depressed mood (Walter & Hinterberger,
2022). Tibetan singing bowl meditation may be a feasible low-cost low technology intervention
for reducing feelings of tension, anxiety, and depression, and increasing spiritual well-being
(Tsuei, 2022). This meditation type may be especially useful in decreasing tension in individuals
who have not previously practiced this form of meditation (Goldsby et al., 2022). In addition,
there has been a hidden importance of Himalayan Singing bowl as spiritual and healing therapy.
Sound vibrations have a profound impact on the body and the mind with evidence confirming

reduced anxiety and increased wellbeing, it is likely reason for relaxation (Landry, 2012).

Furthermore, amongst all the therapeutic measures, the Himalayan Singing Bowls is
used for intervention to enhance the individual’s emotional & physical wellbeing, may
facilitate faster and deeper relaxation as compared to simple, supine relaxation (Trivedi &

Saboo, 2019).

The various forms of sound healing such as sound healing is the practice of using sound
and listening in a mindful manner to transform and expand consciousness to enhance the

body's natural drive to regenerate and heal itself (Tsuei, 2022; Walter & Hinterberger, 2022).
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The mechanisms of action underlying the usefulness of sound as a healing/therapeutic agent
are derived from the nature and manifestations of vibration and consciousness and the effect
of that interaction on energy, matter, and living organisms (Wonders, 2022). Mindful listening,
mantra repetition, and other meditative techniques facilitate the ability to quiet or silence the
mind. An important part of sound healing practice is to develop basic sound making skills by
learning to use different musical instruments and/or sound making materials. Sound healers
often use instruments that are easy to learn and control, such as tuning forks, crystal and
Himalayan singing bowls, gongs, whistles, didgeridoos, flutes, frame drums, rain sticks and the

voice (Beaulieu & Perez-Martinez, 2018).

Spending time in natural environments can benefit health and well-being
tremendously but exposure-response relationships are under-researched especially when it is
sound therapy. If a tourist who is going for sound healing, merely lying down and listening to
the high-intensity, low-frequency combination of singing bowls, gongs, and bells in a sound
meditation could induce a deep relaxation response and positively affect mood and sense of

well-being (Goldsby et al., 2017).

A number sound healing techniques can be group in six categories, first self-generated
sound, projecting sound into the body, sounding the body, listening technologies, healing
composition, and sound environments (Crowe & Scovel, 1996). For instance, Australian
aboriginal tribes have used the didgeridoo as a sound healing instrument for over 40 000 years
(Goldsby et al., 2022). Ancient instruments have also been used for religious and spiritual
ceremonies such as Tibetan (also called “Himalayan”) singing bowls (Goldsby et al., 2017).
Tibetan singing bowls are metal bowls usually consisting of a combination of metal alloys and

originally used by Tibetan monks for spiritual ceremonies (Terwagne & Bush, 2011).

In summary, while sound healing is not a new concept, and it is part of wellness tourism
destination development. Significantly, the majority of singing bowl can be related to the
physics of these musical instruments, such as the sonic and wave properties, as well as
attempting to model the singing bowl’s acoustic characteristics (Burtner, Serafin, & Topper,
2002). Moreover, singing bowls were used for emotional healing with high-risk youth as part of
what was termed the best self-visualization method (Tsuei, 2022; Walter & Hinterberger, 2022).
The bowls were used in a psychotherapy model in combination with deep breathing,

visualization, and a loving kindness meditation. The authors reported that this combination of
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healing methods may be a catalyst for emotional and psychological healing in counseling

sessions (Schussel & Miller, 2013).

Recommendations for future research

As discuss in this conceptual paper, the future study should aim to research on interesting and

important topic:

® (Can sound healing be used effectively to positively improve a human’s physical,
mental, emotional and spiritual health?

® Will sound healing accepted as part of wellness program, such as Yoga, Spa and
meditation activity.

® \What are the possible effects of singing bowls and sound healing on mood, anxiety,
physical pain, and spiritual well-being, and to lay the foundation for a future more

formal randomized control trial?
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Abstract

The main objectives of this research are to study tourist behavior in coffee tourism in
Chiang Mai during the COVID-19 pandemic and to compare the differences in demographic
factors, Tourist behavior with 4E's modern marketing In coffee tourism in Chiang Mai Province
During the COVID-19 pandemic, Data was collected through the questionnaires using the
concepts of modern tourist behavior and marketing, 4E's (experience, exchange, everyplace,
and evangelism) and the sample were Thai tourists who visited Chiang Mai during the COVID-
19 pandemic was 385 samples of coffee (coffee shops) from Cochran’s (1977) formulas at the
reliability level of 95%. Data was collected through the questionnaires of 297 Thai tourists
under the convenience sampling technique. Data was analyzed by descriptive statistics and
one-way ANOVA was used to test the hypotheses, representing 77 percent of the tourist
behaviors. The result were showed travel duration 3-4 days (49.1%), travelling by private car
(65.6%), visiting about 3 coffe shop in one trip (28.3%), choosing a coffe shop because of
follow-up from the media (40.1%) and following friends (34.4%), having an average cost for
coffee of 101-200 baht (44.8%), activities being photography (32.6%), spending time an average
of 31-45 minutes (39%) in a coffe shop, and period time to visiting of 10.01-12.00 (33.7%).

Access anywhere (x = 4.35 S.D. = 0.73) is the most important, followed by experience (x =

4.23 5.D. = 0.83) as well as exchanges (x = 4.18 S.D. = 0.80) and ( x = 4.06 S.D. = 0.85)

Keywords: Tourism behavior; Coffee tourism; Modern marketing perspective; Coffee shops;

Chiang Mai
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Introduction

Several tourism destinations in the world have been actively competing for the
gourmet tourist over the last decade (Assiouras, Liapati, Kouletsis, & Koniordos, 2015). The
recipe for their success is simple: a combination of local ethno-cultural exotics and ethno-
gastronomy within the conditions of simplification of formalities, transport logistics and the
cost of travel to these destinations (Chen, Lee, & Hyun, 2022). There are fewer and fewer
“white spots” on modern gastronomic tourism maps (including wine and coffee tourism) as a
result, and newly fashionable destinations outside the EU and the US are increasingly
pressuring traditional gastronomic travel destinations in other economically developed
countries (Rutynskyi & Kushniruk, 2020). Coffee production has not only become the source of
export revenues but also the foundation for unique and interesting tours that can be
established in tourist destinations with the agreement of the surrounding coffee producers
(Ferreira, Ferreira, & Bos, 2021; Leewellyn & Palupi, 2020). Among the varieties of gastronomic
tourism, coffee tourism has been continually displaying one of the fastest developments in
the last twenty years (Jolliffe, 2010; Mak, Lumbers, & Eves, 2012; Setiyorini, 2018). As indicated
in Table 1, coffee is one of the most common and favorite drinks across the globe and world
coffee exports amounted to 11.4 million bags in February 2022, compared with 11.2 million in
February 2021 (International Coffee Organization, 2022). Moreover, generations of coffee lovers
have formed in the world. These are millions of consumers who choose destinations related
to the unique characteristics of the culture of growing and making coffee, to coffee festivals
and ceremonies, and there are even coffee SPAs (Rutynskyi & Kushniruk, 2020). Thailand is one
of the most important coffee exporters in the world, ranking tenth with Brazil, Indonesia, and

Ethiopia in the top three world coffee exporters (International Coffee Organization, 2022).

Table 1. World coffee consumption (in thousand 60 kg bags)

Region 2017/18 2018/19 2019/20 2020/21 CAGR
(2017/18 -
2020/21)
World 161,377 168,492 164,202 166,346 1.0%
Africa 11,087 12,017 12,024 12,242 3.4%
Asia/Oceania 34,903 36,472 36,002 36,503 1.5%
Central America & 5,273 5,431 5,327 5,364 0.6%
Mexico
Europe 53,251 55,637 53,372 54,065 0.5%
North America 29,941 31,779 30,580 30,993 1.2%
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Region 2017/18 2018/19 2019/20 2020/21 CAGR
(2017/18 -
2020/21)
South America 26,922 27,156 26,898 27,180 0.3%

Source: International Coffee Organization (2022).
* CAGR: Coumpound Annual Growth Rate

In addition to the situation of increasing demand for coffee production, there is also a
phenomenon of the increasing number of coffee shops, both small and large. Premium coffee
shops as well as foreign and domestic franchises have increased in the past 4-5 years due to
the popularity of coffee in urban communities in Thailand (National Food Institute, 2017).
Considering Chiang Mai province, besides having outstanding tourism potential, is also famous
as a city of coffee culture. Chiang Mai is a city with internationally recognized tourism
destination that has been ranked at the top of the list. In 2010, as seen in Travel & Leisure
Magazine (USA) Chiang Mai has ranked as the second-best city to visit in the world, also the
Lonely Planet ranked Chiang Mai as one of the top ten cities of the year. In addition, in 2011,
Euromonitor International ranked Chiang Mai as one of the 100 cities with the largest number
of foreign tourists in the world (Euromonitor, 2015).

Along with its outstanding reputation in tourism as mentioned previously as a ‘ coffee
city,” Chiang Mai has experienced a 100% leap in growth over the past 5 years. Every corner in
Chiang Mai city has all kinds of coffee shops to satisfy consumers at all levels. The province
has a market value of up to 1,000 million baht per year, Mr. Kraisit Fusuwan, CEO of Wawee
Coffee, concluded that “Business trends relating to coffee in Chiang Mai remain positive and
will continue to grow because people are now drinking more coffee with more style. A new
coffee shop that will open is not now an ordinary coffee shop but must have its own character.

»

It has to be more distinctive with a good location and easy accessibility. 7 As a result, Chiang
Mai is a city full of coffee culture (Tanitnon, 2015). Even though coffee tourism itself has not
been studied to a large extent there is a lot of prior research about the situation of agriculture
and farming in Thailand thus there is also extensive information to obtain about the subject
of tourism in this area. Accordingly, this study explores coffee tourism from the tourist point

of view, namely the behavior of Thai people towards coffee tourism in Chiang Mai, Thailand.
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Research Objectives
The objectives of this research are as follows:
1) To study Thai tourist behavior towards coffee tourism in Chiang Mai during the Covid-
19 pandemic.
2) To compare mean difference of the factors of demographic variables, Thai tourists’
behavior and the 4E’s Modern Marketing factors on coffee tourism in Chiang Mai during

the Covid-19 pandemic.

Research Hypothesis

Hypothesis 1: Thai tourists with different demographic characteristics in terms of gender,
age and monthly income) had different opinion level in the choice in choosing coffee shops
(4Es) in Chiang Mai during COVID-19 pandemic.

Hypothesis 2: There is a difference between the behaviors of Thai tourists in terms of
average expense, reason of consuming, facilities and the choices made in choosing coffee
shops in Chiang Mai (4Es) among Thai tourists during the COVID-19 pandemic.

Literature Review

Coffee Tourism

Coffee tourism involves travel experiences related to coffee consumption, history,
traditions, its position as an agricultural product, and its culture (Jolliffe, 2010). More people
are attracted to coffee plantations to get more experience, knowledge, and understanding
about coffee (Han, Nguyen, Song, Chua, Lee, & Kim, 2018). People wish to understand the way
the beans are nurtured and processed to make a cup of coffee. Manzo (2015) explained this
notion in his research as a ‘third-wave of coffee culture’. The first wave was positioned by the
most consumed and massed coffee products (i.e., Folgers in USA) in consumers’ daily coffee
consumption. The second wave involved an increasing number of cafés that provided premium
and reputable coffee from many parts of the world in a cozy atmosphere. Finally, the third
wave of coffee culture emphasizes gaining the experience and knowledge of how coffee is
being nurtured by the farmer, roasted, and tasted. People tend to give more appreciation to
local coffee and its production process. This is positioning coffee like wine, where people put
high appreciation on a particular vineyard and how the wine from it is produced. Therefore,
travel to coffee plantations and experiencing the farming, roasting, and sipping of a cup of
coffee near the field has become popular (Spence & Carvalho, 2020).

A coffee tour always culminates in a coffee tasting as well as shopping for products
and souvenirs made from coffee (Tucker, 2011). The definition of Coffee Tourism suggests that

it involves travel experiences in coffee plantations. Coffee tourists enjoy visiting such
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destinations and gaining educational experience regarding coffee farming and production
(Karlsson & Karlsson, 2009). Here they can join activities that they find most appealing, which
range from a tour of the coffee plantation and the study of coffee harvesting and processing,
to shopping for products and souvenirs made from coffee and traveling to nearby tourist
attractions (Son, Kim, & Kim, 2021).

Classification of coffee tourism destinations underlines the periods of travel and
diversity of these tourist attractions (Song, Bae, & Han, 2019). Coffee tourism destinations can
be classified into four categories. First, natural attractions which encompass coffee plantations
and their landscapes. These are the primary attractions for coffee tourists who are attracted
to traditional coffee farming areas showcasing the growth of coffee products and beautiful
views. Second, attractions that are human made but not originally designed to attract coffee
tourists. The attractions of this kind are modern coffee houses that also present the history
and traditions of coffee but do not only target coffee tourists but also contact other groups of
visitors. Third, human-made tourist attractions that are built deliberately to attract coffee
tourists. The attractions of this kind, such as coffee museums, are designed to educate tourists
on coffee in specific regions. Two of the world’s most reputable coffee museums are the Burg
Coffee Museum in Hamburg, Germany, and the Chiccod’ oro Coffee Museum in Balerna,
Switzerland. Lastly, there are coffee-related festivals and special events as some of the
highlights that attract coffee tourists. Such festivals usually take place in urban and suburban
areas. One of the internationally famous coffee events is the Tea and Coffee World Cup
Exhibition and Symposium held in various countries in collaboration with the Tea & Coffee
Trade Journal (Smith, Suthitakon, Gulthawatvichai, & Karnjanakit, 2019).

A Coffee Shop means a coffee-related business incorporating restaurants and bars
together and focusing on beverages such as coffee, tea, and chocolate, and bakeries, snacks,
and sweets, however alcoholic beverages are not for sale (Jang, Kim, & Lee, 2015). Coffee shop
consumption has a greater role in the life of all groups of people especially the new generation
(Suppachang, 2017). As a result, the coffee shop model is now changing according to the digital
lifestyles that customers use to share the experiences of each person (social media). Therefore,
the use of the coffee shop is no longer just for sitting, eating, and drinking, it has developed
design and atmosphere to be more attractive. Many coffee shops provide a beautiful corner
for photography. This makes the coffee shop a public space or a third place (Lukito & Xenia,
2017). As Green (2016) said, coffee shops are thus being classified as semi-public spaces
between home and workspaces. Coffee shops are thus informal social spaces that allow
people to use them for a period where they use the space to work or to change the

atmosphere of a group (Lukito & Xenia, 2017).
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The third type of coffee shop has the following characteristics (Odenburg, 1990): (1) a
central area where people can go in and out whenever they want, where no rules are needed;
(2) areas adapted according to social level where users of the space can come in and use it
freely and can create a society; (3) the main activity of the place is for customers to make
conversation; (4) it provides easy access and supports the needs of users; (5) it can
accommodate people who come to use the space regularly, which makes it able to attract
more people to the place; (6) it is a place that feels like home and welcomes all types of
users; and (7) it is a natural area, where there is a playful mode and no tension (Pannara, 2021).

Tourist Consumer Behavior

Schiffman & Kanuk (1997: 648) define consumer behavior as: "The behavior that
consumers display in searching for, purchasing, using, evaluating, and disposing of products,
services, and ideas". The consumer behavior is understood as the actions a person takes
towards purchasing and using products and services, including the decision-making process
that precedes and determines those actions (Zhang, Xiong, & Lee, 2020). Tourists are defined
as persons traveling away from their normal places to other unusual places (Palau-Saumell,
Forgas- Coll, Sanchez-Garcia, & Prats-Planaguma, 2012). They can be classified according to
their characteristics of travel or their so-called consumer behavior. The task of marketers is to
identify how each group of traveling persons behaves in a tourist destination. From all the
information presented, it is possible to say that knowledge about tourist behavior is not merely
of academic interest, but also proves to be valuable information for managers to be able to
plan effectively. Understanding consumer behavior is very useful for developing tourism
products. Itis also an integral source of information for promoting those products and highlights
how to sell them. This is particularly important in this globalized era, in which the patterns of
tourist traveling are highly influenced by global factors such as the mass media (Chen et al.,
2022). In short, the study of consumer behavior is not solely of academic interest, but it is also
substantially beneficial when practicing managers have the need to know and the requirement

to respond to tourists' needs and wants correctly (Choibamroong, 2006).

Marketing Perspectives
Basic marketing principles (the 4P’s)

This prototype concept includes: (1) product, which presents information on the nature
and strengths of products or services that can make a difference; (2) price, which is a strategy
to suit the image of the product or service as well as its competitiveness on price, (3) place is
the sales channels that are suitable for the target customers, and (4) promotion is to build

awareness and has various strategies such as discounts, exchanges, giveaways to make the
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product or service known to the target group as much as possible (Epuran, Ivasciuc, & Micu,
2015).
Marketing principles from the consumer perspective (the 4C’s)

A new way of theorizing about marketing was presented in the 1990s by Sathapanakul
(2019) and is known by the term the “4Cs.” This changed marketing from the perspective of
the company (and its products) to the perspectives and deep needs of its customers. This
approach includes: (a) Consumer: What consumer wants and needs is a perspective adjustment
from the production of a product or service based on the needs of the company to the product
or service that customers have a desire or need for. If the product or service is able to answer
or solve deep problems in the mind of the target customer, this will cause the product or
service to be well received; (b) Cost: This is changing the pricing perspective to not just looking
at the actual cost of goods and services. We need to look deeper at how much is the actual
total cost that customers pay and how does this change. For example, if a customer wants to
buy a type of product directly from online platforms or social media like Facebook or Line,
the company may be able to cut costs from middlemen. This makes it possible to sell the
product at a lower price or for a larger profit. If a customer wants to buy something for the
household, they do not just charge for purchases, but also for a lot of latent expenses, such
as fuel, parking fees, and travel time, and so on. As a result, a company or the department
store that is selling its products should find a way to motivate customer willingness to come
and shop even if the customers have higher total costs, otherwise their custom will be taken
away by online traders; (c) Convenience: The transition from having a storefront to having a
dealership for traditional product selling. It is important to find out how to make it as
convenient and easy as possible for customers to gain access to products or services and their
repair if necessary. For instance, adding channels for online selling, delivery service or
dedicated applications for targeted customers, and so on; and (d) Communication: This is not
just about creating promotions, public relations, or traditional advertising, where today’s
customers do not trust those, they see from the past, but believe in online data, social media
promotion and ranking from someone close to them. Nowadays, customers decide to purchase
products or use services as normal, but for the information they need they are always searching
for information on the Internet or from social media or by asking their friends before making
any decision. As a result, the companies or service providers should adapt themselves to the

way to their target audience communicates.
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Modern Marketing Concept (4Es)

This additional set of principles is more than just understanding the desires or needs
of customers (the 4C). The marketing principles of this 4.0 era must be accessible to the
customer and must allow them to build 2-way relationships and engagement with producers.
For the company to be able to connect to the customer’s heart, this era requires the 4E’s
derived from experience, exchange, everyplace, and evangelism (Epuran, Ivasciuc, & Micu,
2015):

(a) Experience: The experience of using goods or services is not just that the customer
has only used the right product or service, but they must be impressed. If they can feel ‘wow’
every time they use it, this will make them love the products or services. For example, in
sitting in a coffee shop, customers do not just want the right coffee favour, they also want to
absorb the experience, enjoy the pleasant atmosphere, access to the Internet, luxury sofas,
comfortable seating, and so on. Coffee shops that know the needs of customers will adjust
their service and atmosphere in the shop to suit the customers’ preferences, not just serve
the same coffee each time.

(b) Exchange. This results from prices modified to meet the price and total cost that
customers must pay for purchases of goods or services that customers are satisfied with. Prices
that may be cheaper or convenient through easy and better access to goods and services are
not enough, because in the end, many businesses face a major problem of price competition
or price cuts. Therefore, a new principle that will be reinforced in this regard is exchange, which
is to make the product or service ‘valuable’ in the customer’s view, so that they will pay for
the ‘value’ in a product or service that must be different and special than that of competitors.

(o) Everyplace: This is a deeper extension of the view of experience, not only do the
best shops have more trading channels, but everyplace also means a holistic thinking that
brings online and offline channels together to give potential customers information or the
opportunity to see and purchase services conveniently and easily, as well as the products
themselves. This includes having strategies to reach customers in new ways, adopting new
technologies and innovations, such as using QR codes to make finding information or payments
easier, being able to accept payments via a Line Pay service or having a company app to
facilitate customers, and so on.

(d) Evangelism: It is necessary to build loyalty to a brand whether it be product or
service. Nowadays, this is not just perception. Remembering is no longer enough to make a
product or service strong. Today’s customers are plagued by ads and a lot of information. It is
therefore important for a company to know how to impress customers and make them

become loyal to products or services, not turned off by the consumption experience.
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Conceptual framwork

In this study, the researchers can draw the conceptual framework as follows:

Demographics Factors (H1)

The 4Es of Marketing in
coffee tourism

Gender

Age

Monthly income ® [Experience

® Fvery place
Tourist Behaviour Factors (H2)
® fFxchange

® Average expense in ® Fvangelism

consuming coffee shop

® Reason of consuming the
coffee shop
® Facilities in the coffee

shop

Figure 1. Conceptual Framework

Research Methodology

This study employed a quantitative research approach, data was conducted from
August to December 2021. The target population was the Thai tourists who live outside Chiang
Mai and traveled during the COVID-19 pandemic. The research utilized a convenience sampling,
385 samples determined according to the Cochran formula (Cochran, 1977) at the reliability
level 95%.

The questionnaire was designed based on relevant literature which consisted of three
parts. The first part was a demographic characteristic for 7 items (gender, age, education level,
occupation, monthly income, and marital status). The second part of 18 items cover the
consumer behavior of Thai tourists in using coffee shops in Chiang Mai (the number of stays,
accommodation, transportation, previous experience in the coffee shops at Chiang Mai, reasons
of travelling to Chiang Mai, the number of visited coffee shops, the influenced factors to the

decision of visiting the coffee shop, media effected to the perception of choosing a coffee
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shop, the average cost spending for each coffee shop, selection of food and beverage items,
other reasons for use of the coffee shop, required facilities, period of use, visiting time, itinerary,
activities when staying at the coffee shops, accompanying persons, and the favorite coffee
shop in Chiang Mai. The third part of 33 items was followed the 4E’s modern marketing
perspective including experience, exchange, everyplace, and evangelism by using a 5-point
Likert scale (from strongly agree to strongly disagree scale). The content validity of the
questionnaire assessment, that reviewed by three experts had an Index of Item-Objective
Congruence (I0C) at 0.65. Additionally, reliability analysis of 25 pilot samples by using
Cronbach’s alpha resulted in 0.83. Data analysis conducted through the descriptive statistics

(percentage, Mean, Standard Deviation) and inferential statistic, One-way ANOVA.

Findings

Demographic Characteristics of Respondents

The total number of respondents were 297 participants (77%) due to restrictions from
the closure of the areas during COVID-19 pandemic situation. Most of respondents were
females (60.9 %), aged between 15-24 years, education level at undergraduate degree (66.7%),
single status (86.4%), business owner (24.4%), and monthly income between 10,001-20,000
THB (41.6%)

Behavior of Thai Tourists in coffee tourism at Chiang Mai

The data can be concluded that the majority of respondents planned a trip for 3-4
days (49.1%), stay at the hotel (49.1%), travelling by private car (65.6%), have been to the
coffee shop in Chiang Mai (90.7%), travel to Chiang Mai by the reason of coffee shop was the
minor reasons (51.6%), visit three coffee shops in each trip (28.3%), choosing the coffee shops
without being influences by others (35.1%) followed by friend (34.4%), personal media affected
the tourists” perception (40.1%), average expense between 101-200 THB (44.8%).

Considering the facilities provided, tourists are satisfied with the beautiful spots for
photographing (32.6%), duration of visit between 31-45 minutes (39.8%), time of visit during
10.01-12.00 (33.7%), visit coffee shop during the itinerary (60.9%), main activity is drinking coffee
and non-coffee (45.5%), often visit coffee shop with friends (46.6%). The favourite coffee shops
in Chiang Mai consisted of Tree Nakanik, Taste Cafe, Mangga, Cafe, Magad, Amazon, Oasis Café,

Starbuck, MuchRoom, Tomato café, Transit No.8, and Utsah homebrew.
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The 4E’s Modern Marketing factors in selection of the coffeeshops

Table 2 Coffee Tourism Behavior according to the 4Es modern marketing factors

Factors Mean S.D.  Level of opinion
Experience (X = 4.23 S.D. = 0.83)
1. Require the variety of coffee shop 4.20 .806 Agreed
experience
2. Desire to learn about the coffee 3.90 .983 Agreed
culture
3. Using a coffee shop in Chiang Mai 4.15 .853 Agreed
gives you a new experience
4. The design of the coffee shop 4.36 769 Stroungly
Creates a user experience Agreed
5. The design of drinks menu creates 4.35 781 Stroungly
experience Agreed
6. The design of dessert, bakery, and 4.33 187 Stroungly
food menu creates experience Agreed
7. Service and manners of employees 4.43 778 Stroungly
creates experience when visiting a Agreed
coffee shop
8. Demonstration of slow bar or coffee 4.12 .884 Agreed
roasting creates experience
Everyplace (X = 4.35 S.D. = 0.73)
1. The convenience of contacting with 4.32 .686 Stroungly
the coffee shop Agreed
2. The convenience of travelling to the 4.30 746 Stroungly
coffee shop Agreed
3. The coffee shops is seen by the 4.39 715 Stroungly
social media (Facebook/Line/IG) Agreed
4. Route searching through the online 4.41 719 Stroungly
map (Google Map/Apple Map) to the Agreed
coffe shop
5. Various communication channels 4.32 742 Stroungly
with the coffee shop (Website/ Agreed

Telephone/Page/Facebook/Line/IG)
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Factors Mean S.D.  Level of opinion
6. The coffee shop provided a variety 4.48 .688 Stroungly
of PR channels (Facebook Agreed
/Line/IG/Website)
7. The coffee shop has delivery service 4.23 .883 Stroungly
through various platforms (self/Grab Agreed
Food/Food Panda/Line Man)
8. Order system of the coffee shop 4.37 737 Stroungly
considered fast and correct Agreed
9. The coffee shop provided a various a.44 .706 Stroungly
payment method Agreed
10. The coffee shop offerd effectively 4.33 771 Stroungly
system to solve customer problems Agreed
Exchange (X = 4.18 S.D. = 0.80)
1. The service you received from the 4.16 810 Agreed
coffee shop is valued for money
2. The use of coffee shop service in 4.13 721 Agreed
Chiang Mai is valued for your
experience (s)
3. The use of coffee shop service in 4.19 772 Agreed
Chiang Mai is valued for the time spent
4. Each coffee shop has interesting 4.30 783 Stroungly
storytelling Agreed
5. The coffee shop with the 4.14 .840 Agreed
demonstration of coffee brewing or
coffee roasting are considered worth
visiting
6. The coffee shop should offer the 4.14 .845 Agreed
socially responsible campaign e.g.,
reduce global warming, using local
products, environmental conservation
7. The coffee shop provide enough 4.32 132 Stroungly
spaces for relaxing, working, private Agreed
zone, and co-working space
8. Location of the coffee shop is a.27 765 Stroungly
located near the tourist attractions, Agreed
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Factors Mean S.D.  Level of opinion
accommodation and provided facilities
such as car park, toilet
9. The coffee shop sells a variety of 4.00 132 Agreed
souvenirs
Evangelism (X = 4.06 S.D. = 0.85)
1. The coffee shop in Chiang Mai is 4.34 0.67 Stroungly
interesting Agreed
2. Experience in consuming the Chiang 4.27 0.67 Stroungly
Mai coffee shop should be conveyed to Agreed
others
3. Consuming the Chiang Mai coffee 4.02 0.90 Agreed
shop created the sense of belonging in
the coffee community
4. The coffee shop offers the 3.90 0.92 Agreed
workshops abot coffee
5. The coffee shop provides 4.04 0.89 Agreed
membership system or discount
promotion or special compliment
6. The coffee shop presents the route 3.81 132 Agreed

to the coffee plantations

The study revealed that the 4E’s Modern Marketing factors in coffee tourism in Chiang

Mai of Thai tourists appeared as highly agreed according to the mean score: Everyplace (X =
4.35 S.D. = 0.73), Experience (X = 4.23 S.D. = 0.83) and agreed in Exchange (X = 4.18 S.D. =

0.80) and Evangelism (X = 4.06 S.D. = 0.85), respectively.

Hypotheses Testing results

Hypothesis 1: Thai tourists with different demographic characteristics in terms of gender,

age and monthy income) had fifferent opinion level in the choice in choosing coffee shops

(4Es) in Chiang Mai during COVID-19 pandemic.

2155153910150 5viauig A ngunIvG
Journal of International and Thai Tourism

U7 18 avuil 2 nsngreu - SuatAN 2565



124

Table 3. One-way ANOVA of analysing the 4Es Modern Marketing factors by the

demographic characteristics

Demographic The 4Es Modern Marketing factors

characteristics | Experience | Everyplace | Exchange | Evangelism

Gender F=0963 |F=1562 |F=1370 |F=1697
Sig = 0.506 | Sig = 0.059 | Sig = 0.125 | Sig = 0.040%
Age F=0585 |F=1253 |F=1643 |F=1057

Sig = 0.915 | Sig = 0.208 | Sig = 0.035* | Sig = 0.396

Monthly Income | F = 1.144 F=1249 F=1.069 F=0.533
Sig = 0.308 | Sig = 0.211 | Sig = 0.380 | Sig = 0.941

From the table 3, it was found that Thai tourists with different gender had different
opinion on the 4Es marketing factors of coffee tourism in terms of evangelism with Sig. value
of 0.04. In addition, the respondents with different age range also had different opinion of the
4Es marketing factors in terms of exchange according to Sig. value of 0.035. While different
monthly income has no different opinion on the 4Es marketing factors in all aspects at the

statistically significant level as of 0.05.

Hypothesis 2: There is a difference between the behaviors of Thai tourists in terms of
average expense in using a coffee shop, reasons for choosing the service of a coffee shop, and
the choices made in choosing coffee shops in Chiang Mai (4Es) among Thai tourists during the
COVID-19 pandemic.

Table 4. One-way ANOVA of analysing the 4Es Modern Marketing factors by the behaviors

of Thai tourists

Behaviors of Thai The 4Es Modern Marketing factors
tourists Experience | Everyplace | Exchange Evangelism
Average expense in F=1.230 F=1173 F=0.938 F=1272

consuming coffee shop | Sig =0.233 | Sig =0.275 | Sig =0.548 | Sig =0.206
Reason of consuming the | F = 0.981 F=0.556 F=1.327 F=1.285
coffee shop Sig = 0.484 | Sig =0.944 | Sig = 0.150 | Sig =0.197
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Behaviors of Thai The 4Es Modern Marketing factors

tourists Experience | Everyplace | Exchange Evangelism
Facilities in the coffee | F =0.903 F=1.096 F=0.972 F =0.802
shop Sig = 0.580 | Sig =0.352 | Sig = 0.502 | Sig = 0.697

From the Table 4, the results showed that different behaviors had no different level of
agreement on the choices made in choosing coffee shops in Chiang Mai in terms of Experience,

Everyplace, Exchange, and Evangelism at the statistically significant level as of 0.05.

Discussion and Conclusions

Discussion

This study found that facilities that should be available in the coffee shop, most found
that the respondents wanted a beautiful corner to be able to take pictures and most often
came to use the café with friends. It agrees with Lukito & Xenia’s study (2017), which indicates
that the use of a coffee shop is no longer just for sitting, eating, and drinking, but it has
developed the design and atmosphere to be more attractive to longer stayers. Many coffee
shops provide a beautiful corner for photography. This makes the coffee shop a public space.
It was found that word of mouth and social media are two major factors that have influence
on those respondents traveling and using coffee shops in Chiang Mai. This also confirmed
Epuran, Ivasciuc, & Micu (2015) who indicated that in today’s world, when customers purchase
products or use any service, they are always searching for information on the Internet or from

social media or by asking friends before making any decision.

Theoretical Contributions

This study has combined theories and concepts of coffee tourism, consumer behavior,
and modern marketing perspectives. It was found that in the new era, to serve those customers
of the new generation it is very important for service providers and marketers to understand
their behavior and be able to act and serve them correctly. This study found that coffee
tourism is not the major reason for the Thai tourist to travel to Chiang Mai but is a minority
reason. Most respondents have had previous experience in visiting coffee shops in Chiang Mai
and they planned to visit at least three coffee shops during their trip. The new marketing
concept of 4E’s on coffee tourism suggests that (information from) everyplace is the most

important factor. The results show that word of mouth and social media has high influence
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on their decision-making in visiting the coffee shops in Chiang Mai. Most respondents indicate
to use the service of coffee shops with friends and spend at least 31-45 minutes with an
expenditure between 101-200 baht per visit. These results have confirmed the nature of coffee
shops as being in the third place (Lukito & Xenia, 2017).

Managerial Implications

The study concluded that for our sample of 297 people, the experience of using coffee
shops in Chiang Mai was not the only one experience looked for in that town. 90.67% of the
respondents gave the reason for using coffee shops in Chiang Mai as a secondary factor in their
decision to visit Chiang Mai. Media is affected the perception of coffee shop selection in Chiang
Mai is personal media (friends, family, lover, and own experience in the past). When considering
the 4E's marketing factors to choose a coffee shop in Chiang Mai, it found that the sample
focused on reaching out to consumers. Everyplace is at its highest level, followed by
experience. When considering demographic characteristics, the emphasis on shopping in the
coffee shops of Thai tourists visiting Chiang Mai during Covid-19 has been found to be a priority
for consumer access. It is important to consider the behavior of tourists who use coffee shops
in Chiang Mai. It was found that there was a different emphasis on experience when visiting
coffee shops. The reasons for choosing different coffee shops were found to be that there is
different emphasis on experience, exchange, and evangelism amongst respondents.
Recommendations from this research is that coffee shop operators in Chiang Mai should focus

on consumer behavior by focusing on marketing that provides marketing contributions.

Limitations and Future Research

As mentioned earlier, the data collection process has been carried out during the
COVID-19 pandemic in Chiang Mai province. Hence the researchers could not achieve the
number of respondents expected because of lockdowns at the survey sites as well as the
decreasing number of tourists during the survey period. Hence, there should be additional
studies on coffee tourism in tourist destinations, the brand image of coffee tourism in Thailand,

and the comparison study of coffee tourism in Chiang Mai and other provinces in Thailand.
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