NIDA > 1 V] @
WISDOM for Change [SINUEEAR i @

Uil 19 atiuil 2 (nsngrax - SurAu 2566)

https://s002.tci-thaijo.org/index.php/jitt

nsfdausanvasgusulumMINauINMsvisunetagedstuie “d1alinzmses” dunadutag
AMINGWITUYT
FIUNT LEATYITINA, DINT wasiigey, Uy Ysydl, 156vd doutiey, dvnsennsal eaiTeing uay

UNINT TUNTaE 1

wumensiauladafndnsvudaianisvieaiieauuul fseedaaindunisiturisuaudiuaing

k4
=1

anndsaluvnegnzienasvuinigeules

(Y aQ Y o (3

Ugunaw Slu, Usenouds Anands wazgsen duduns 25

9

a v 1

o ' °o < X v a8 v v
FauaIANdN5NgIRtauugunsulydIuinsasInanAvasiusznaumsiasutig
ysaliinn InGaai uaziiving A3ed

Uadenianuduiusivindiinnisnisviaaneananiseysndlrlulwaniawmile Uszmelny

g¥nT Aumils, Watinn Alauned, 13ud dseuugy wavariedins fuaes 65

v

Uadeasdusznaunienisvissiifidamananisandulaviesnefiuyanaudanvin nsaifnengud

YuvauRaUUNINA
ygen guInmsnans uaglvade anviauga 93

The behaviour of long stay foreigners as tourists in Thailand during the COVID-19
pandemic

Warach Madhyamapurush, Chompunuch Jittithavorn, Timothy Lee and

Nuttharin Pariwongkhu 117

Factors influencing Café h f cafes in Bangkok using the AHP approach

Tila Laohaviraphap 136

ISSN : 2730-3942 (Online)



M35a153vINsNsviasigdlneuIuvnf

Journal of International and Thai Tourism

o

ngUszaIALATYaULA

1158153 91n150159 07 2 lneuIuIY @ Journal of
International and Thai Tourism) tJua15a153¥1015INEULNS
‘mewaﬁﬂmm'iLLa:wmw?'imumiﬁﬁmmmﬂéiﬁmmgeﬁ i
Fogusrasdifiovannazduaiunisvinidoideavanuiingins

o I

(Multi-disciplinary) Wazlleuns1uTdeLd3Uszdny
gRAMNTIINSYioNTlen WunnHsunTasdaLd iRy
MnniTevienuinnisiiieitesivesduseneunasiifisngg
Tugnanunssunsvieniisnasuinis o1ty N3aRLLAY
ulsuiemsvieaiior msausulazimunsvieaiies nagns
g3fanisvieniieanazuinig nagnsnisnaiadmivgsfauas
gAmMNITINTViDAieauaz I uinnssunsiamnadn o
uazn1sUIAITMIoaiien nsdeansuazulaninuvangly
gaaEvnssuNsvieaiien ladafnduagnisviondies manszny
nnsvisaien guasinIsviouien Tamnuaiunsalunis
wisdulugnaimnssunisvisaiisanazuinis msfauinis
vioadieafidadu msdanisusanmatamsssuiionisvieaiion

wagdnnisnisvieniielneguyu usiu

AMUUANTSaN15a1s  Uay 2 adu
o a
AUUN 1 (UN31AN - Uquew)

auufl 2 (nsngau - Sunaw)

Hoyannsinde : AnznsiAnIsNsviealen
an1utufiniauudmaemans 148 o.1a3lne anosdu vrangd
NFUNNY 10240 Ingéwdt : 02-727-3678

E-mail : jitt.nits@gmail.com

Website : https://so02.tci-thaijo.org/index.php/jitt

v
LIVBY

ANLNNTINNTNNSYIBUAYY ganTuTuAnTRUUSISAERS

ABIVIIUIBNNT

Professor Noel Scott University of the Sunshine Coast

Dr.Giuseppe Marzano University San Francisco of
Quito, Ecuador

Professor Eric Laws Siam University

A.AT.0YY YIgUI5e andududiaimuuIsmans

IA.AT.AT UINNA andudnaiuuImMseans

SA.AT. VSN ManIYS aontuludiawauuimsaans

FA.AT.NUNATUA WYY anfulndinimuuimsmans

ueLaslngsd sudniunes  aondududieiauuimseans

HALAT.ITTEAY YU ausIng anndudadieinuuiiisemans

HA.AT SNYNIA 29Alsay antududiniauuImsmans
we.aslyady gryinuga anfulndnimuuInsmans
HA.ATANATY GINYS anfulndiaimuuImsmans

sA.AT.L304 nulwena  anntuludieiauuimsaans

SA.A5.AN ALATIUUA UYNAINYNRYTITTUFANENS
FnEUsIUNSN1ssasnsvin e lneuunvif
A0 UINNA

AusSnw

ANURAAMENISIANTITNISNB LN @aUUTMNANRILUSINSAERS


mailto:jitt.nits@gmail.com

UNUIIUIENIS

Tugravanenniunlssnalnglaussauiunisunsssuinves Covid-19 aunsensdagu

wisygasuuylunnaiadiulagianizegeddlugaamnssunisvsuniefivudluuian1enay

AINEIRU narunIndIuii 8ateslinudIAyIeInIsia T gInessuLLATegialnelaeLs el

[ 1

geavnssuvisaielneiuiegaiuasdulnliegaduuds InedunildlugnamnssudAgyse

o

szuuAsegialneiienngnisvesiisrssavunnninasidnanuaunsatunsudadulusseze
nesnsasveafisalneuumdud nuileniadiutazsiudnasddgaiuivinsiunssiusu
BIAANUSIAEHANUIANN N TVoLTET Wiln1AdIusingqanunsadillysannsiiiensiawinig

oudielnele

Y Vo1 v

Ausunsasivnisnisvieanedmeununvfatun 2 9 19 4 ledddaunanudnsunis

Y

NIIFUNINUIUNINLAZT 7 UNAMUNEIUNITRAITUN Weazunanuilidesudulssleviiazaan

[ Y

Sutivanunsailatu lidesduunanuifeidiunisiidiusuvesuyulunisiauinisiesies

1 ]

2819598U 91U 1 UNAINY UNANULNZINUBLLININITHAUIAFARNANITVUAWNDNITVIB I 87

a ¥ s

wuuliseesio 99U 1 unAd1n unAi edtuANdns9Ing SN a1 uug ursulyd Ty

v 6 o =

FeasTnaAudn 91191 1 A uiansiAefuaeduiusiuindiinneamseadisaiionns
ousnuUn $1uan 1 UnAL unANIIABIRUBIAUTENEUNINTYB Bafidenasionisdadula
vioaiivatuyarauUanuilungudduveuatiuinma S1uau 1 unany saudeunanaioady
naAnIsuYRIIIATIogsrazenlugurinvieuiiedlulszmelneludisnsunsszuinveshisa
1A30-19 $1u7n 1 UnAN wazunANUAITUEVSNadensdend I wslungaymamuasEn
$1uu 1 unanalagynunanuduyatulugiunisuimsdanisoniisreg g unasiiiy

anun1sallugadagdu

[

Tugrugfunuresnngnisinnisnmsvieniion andududieiauuimsmans de3uiaveu
auaNsanNTITIMIMevieafienlneuunnd lasveveunszangmssnandusziiiuunanuynyiud
aaznalunisussidiuunaramaunanailuaduiiinn o Tonad

wufuunaddsuazunmainnsifinuat uaulauaziduusslovddunisiaminis

yioungvealsewmalnatazununm A uesluaduntn

213 UINNA

PINUNINBIUTTUNTANS



The Communities Participation in the Development Sustainable
Tourism to Kareang Rice in Dan-Chang District,
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Abstract

This research is concerned with three main objectives as 1) to study the content and
the culture of Ka-Reang Rice, 2) to develop the tourism activities by creating the participatory
approach and 3) to develop a sustainable tourism model by using Ka-Reang Rice and use the
study method as conceptual documents and Grounded Theory and collect the data by
Participant Observation, In-depth Interview, Participation Action Meeting, and Focus Group with
associated network partners to verify the information by using Trianglulation Technique and

Content Analysis Method and presented by Descriptive Approach.

! Suan Dusit University, ** Corresponding author email: thira_s@live.com
2 Thailand National Sports University, Chonburi Campus
3 Network of Civil Society Organization, Suphanburi provice

* Suranaree University of Technology
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The research result indicated that Ka-Reang people from Ta Pheng Ki Village have the
way of life, belief and rituals about “Rice” a symbol of abundance of livelihood to create and
participate to the wisdom process of rice cultivation which is Ka-Reang culture to cultivate rice
with non-chemical and safe. For the important rituals about rice is called as “Kwan Khow”
New Marit Making and attend worship at Chulamanee Relics, etc. These two cultures will
encourage the tourism to participate according to the 12 months Farm Rice calendar. This
strategy can help to develop a sustainable tourism by using these three elements as 1) the
participation and job distribution to Ka-Reang people for their responsible, 2) Tourism
Management such as accommodation, food, tourism activities and transportation including

welcoming reception and selling souvenir products and, 3) Traditional rice conservation.

Keywords: Communities Participation; Sustainable Tourism; Kareang Rice; Rice Cultural
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Development Guideline Tourism Logistics seamless from Ban Huak
border to the double track train station Phayao

and the connecting area
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Abstract

The purposes of this study are to examine the current situation and transportation
logistics for tourism. To conduct the development of logistics transportation for seamless
tourism. From the route Ban Huak border checkpoint to the Phayao railway station and the
connecting area. The instrument used in the study were: Studies from documents and related
research, Explore the area, Semi-structured interviews, and small-group meetings with
representatives from government agencies, private sectors, and entrepreneurs. The results
reveal that tourists from China and Lao PDR can travel through the Ban Huak border checkpoint
and come to travel in Phayao Province, in which the area has continued to develop
accessibility. Especially the road network that is the main form of travel to connect with the
Phayao railway station and the link area. The route has utilities and facilities available on the
way, and public transportation, serving between the bus terminals in each area but there is no

service between bus terminals - tourist attractions. However, tourist attractions in that area

"Master's degree student, Master of Arts Program in Tourism and Hotel Management, School of Business and Communication
Arts, University of Phayao

2 Assistant Professor, Master of Arts Program in Tourism and Hotel Management, School of Business and Communication Arts,
University of Phayao

5 Assistant Professor, Master of Arts Program in Tourism and Hotel Management, School of Business and Communication Arts,

University of Phayao

NsmaIvimamaneungdIngininma oy o o o
Tjﬂ 19 aUuUn 2 NINGIAN - THINNN 2566

Journal of International and Thai Tourism



were found to have diversity in both nature and culture/traditions. The development

guidelines There should be systematic travel management.

By adopting the concept of seamless travel to be applied in service, as such as the
development of travel payment systems for public transportation to be able to pay through
a single system and developing an application system that integrates all public transport

services.

Keywords: Tourism Logistics; Tourism seamless; Ban Huak border; Double-track railway
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h¥alalsun (COVID-19) Fsvilviguuuumaiiumasvesiinviesisnudeuluainidu (New Normal) Tng
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3. ilethiausnumsnsiannladafndnisvuduiiensviesisanuul$sosseainidums
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NUNIUIITEUNIIN

wunAnuazngufeafunsvisailen

AMUVINEYBINITBITEY NMIviBaiien mnefls MaAusvesyARaanTiagedoUnily
faidudunisdansn Wunisidumssemnuaiasladensinioundeula Ansesszuas
Snquszasdla o Alg udlilifionsusznevodwnsemsield (World Tourism Organization, 2002:
22) aonadestuaniusesdnisduaiunviesiisrsninsUszima (UOTO) lelaumsnevesnis

visfieriazdoudunsvieniisiifouluwnuvdnaina 3 Uszns fe 1) deadunsifiunisainiiey
deUndludidudunistinsm 2) deadunisiunsieanuadinsla war 3) deadunsiduns
seinguszasdlag Anudidliieuszneverdnvieonsolalunisidumie (Goeldner & Ritchie,
2006) IngoeAUsEnauveINITvioniiss Usenaudie anuaunsalunisdnlusunsunisviosdion
(Available package) N15L9109 (Accessibility) ﬁlﬂﬁﬂﬁlﬂiﬁ] (Attraction) & 481U28A1NAZAN
(Amenities) N33y (Activities) N1511U3N15 (Ancillary Service) (Pike Steven, 2008) dwmsugunuu
navienfien asdnisvieniisalanldrmualived 1) gUnuunisvienfierluunassssumnd (natural
based tourism) 2) JUkUUATHBATi Bl uLMATTAILSI (cultural based tourism) wag 3) JULUY
msviauﬁaﬂummauhﬁt,w (special interest tourism)
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Organization United Nations World Tourism Organization: UNWTO) Iﬁjﬁmﬁﬂ"ﬁwuﬂzmwumi
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sunuunMsvieadisaluumasimusss (Cultural based tourism) wag 3) JUuUUMsviBafieluay
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1) Ynvisailsauvudsenda 2) dnviondisrvounanyde 3) dnvisafionfumesenineiunge @)
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Tnsnsvieaiiondenles iunnfunadnglasstneauuauianisnuy nesa mai uae
msorna meluszina uaveyniinia Wheefuuugdndnwalifedu eduadulmdugavane
Uaneynemsvieadiensiniu lnsunuusivnaneldgnsenansand 5 Useifiunisvieniion w.a. 2561-
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¥MIUTEINA

wurAnLaznnueatuladsfndnsvudaiionisiaaiien

Tadafindnisvudaiianisvieaiion nuneds n153AN15UsEAILIUIENIINAINTTUA 9
(Activities) 1l esilvinislnavesinvioniisrnndumsluguanemalaglifideiionain uassaivli
sununelagean (Infy fiyadsalsed, 2552) Famsdanisladaindnisdunisvieadion wie
Tadafndnsvieaiion WumsysanmswnfesumsiansladaindiuinAnnisdianisvieadisati
sefuladafndilemsvionfisniufuainnisvudainvionden Usznauluse msiadeuiinig
n18n (Physical Flow) way mil,ﬂﬁlauﬁéuaﬁauuaﬁdnmi (Information Flow) tJuwan (Lamsdon
and Page (2004) lng Audu g3y wavauy (S1ehislurdlan Wonsena wazane, 2558) lananilid
wwaAns edladafnddmsunisviendien (Tourism logistics) Ad1eadeiuidsanisaudsdngunis
vialien (Tourism and Transport) Tnsnsvudsdmiunisvieniienas aseuaguLanziiesnsvuds
tnvieaiisanay InnAwesintdu dulalafnddmiunsieaiisrazaseuaqunienii neaseunay
amiFedlvg Ao 1) n1sluanenienn (Physical Flow) 2) mMslvavesdayatnias (information
flow) uag 3) Mslvadiun1sidu (Financial Flow) Taedl 95wy uiideu (2553) I@lvlenladaind
dWensvendiedldn Wunsdanisnisuszaiuauseninefanssusi o (Activity) WieviiliiAnnis
Ivavesinvieaiivransumaluguaemslaglififeranaiauazdnillauanunelagen
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fdeyandnlunisinuiadsd Ao dumunnmbsnuiifiduiedeatuladafindnsuuds
dlemsvieadisauuulfsessennidunsiuneuautusingamsolinagnaeuasiufidosles
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1) mhenumasy liun vudsdmiangie, lesdnsuasiadesdmiangien, veailoauay
AmAamiangien, 99An1sUTmsdTminngien, nAuiaiameien SLnoLllaaneien, 83AN15UsIs
druiuainUIvng gnelilanzien, WAUIAAUAKINT BLNBLIBINELE, NAUIARUAYINTINes
gILNBDINELYN, BIANITUTMTAIUAIUAAUIU B1LABYNINENT, BIANITUSUITEIUAUATIUND
SN0NNEN, WALIaMUaTe I §11nequ, nALIaFUaEIY S1nBITBIA, BIFn1TUTMS
AUAUANTI SNNBHTI IUIU 13 MNBW/BIANS

2) wisumaenyu Iiua angravnssuvioniioadmiangien vensidmiamsien
WU 2 Mgy

3) fUsznaumsgsna IiuA guszneunstiiien guszneunsuuds wazdusznaunissain
U 3 83ANT

mﬂﬁ?wﬁwLﬁumﬁﬁ’ﬂLﬁaﬂ;ﬂﬁﬁagawﬁﬂimaluwtﬁwé’ﬂﬂawuﬁwazm'flu (Nonprobability Sampling)
1AEN15dUKUULA1EAA (Purposive sampling) %aﬁé’ﬂwmzLﬂuﬁaiﬁﬂawuL%&?%W@Lﬁﬂﬁﬁ’ﬂiﬁ%ﬁﬁﬂﬁﬂﬁ
yudauazniseniion Mndunssurswutusnganiisalingneewaziuiidoules
Mhguag 1 AU 534 18 AY
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wuudunwaifslasaaiie (Semi-structured interview) ALdunisiannudunwallinoy
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wuuduniwaliislaseadne (Semi-structured interview) Adunisnsunudunisallinou
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1) undavioaiion liun anuwdenlunssesiulinvieadien Jefiarsanainaniud
vioudign Idun An $rud/frudmuisvesiiszdn Suems uagninfunensluuvdsieaiien
Jusiu

5) Aanssumsvieadion len sUwuvAInssuASvisnie wanna Ussindl Aanssy
mMsnanLazSmneAuia ity veswnthu viendquiamAayury Anszanefieysenitadunis

1 d’ < %
N15VaWNYY LWunu

'
=

n133nUszyunquees (Focus Group) lnathussiiudAngilasuainnisdneinausliun
UsesmunuinwiuazaniznssumMsnuinuing inug Wiensiaasu uily wagaiun1suiuusm

Auuzih ndudeyaiuiluwduniauslunisdnussyuszaurnuAniuswiudlideyanan

N3 IvimanmianeangdIngininma P o o
1]71 19 aUun 2 NINGIAN - THINNN 2566

Journal of International and Thai Tourism



nsAATIzvidaya

Ansesiteyalnginiafansaain (Descriptive Analysis) uagn1sias1esiiion (Content
Analysis) il ot iauenan1s@nwianunisaiiagiuvesladafindnisvudafionsvisaisanuuly
sesseNduIAUTsLuTIusINg anndsolinisa neieuasiuiid exles uazwanisfinw
Tadafindnsvudaiionsvioaianuulisesseludumsinuneuautuginganisaluymagnzion
uazdiuiidoules

M3AAs1zsiuuUgUle (Analysis Induction) 91ntuasunanIsAny LAz EUDILIMINS
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"From The Wayside to Department Store"

Narrative of The Success of Crepe Par Cheuy Entrepreneur
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Abstract

The objectives of this research were to study narrative of success of a wayside crepe
that grew into a department store in the crepe par cheuy business. The main source of information
is provided by Phornpimol Jeerarattanabanphot, the founder of the crepe par cheuy business and
franchise. This study was a qualitative research by using Life History Narrative Approach and
Life History interview. The researcher deploys the method to verify the reliability of data with
Triangulation and Narrative Analysis.

The result revealed that the entrepreneur initially started the crepe par cheuy business
to replace her closed tailor shop and bravely took the risk, despite being old. The nickname
"Par-Cheuy" came from the time-honored and meticulous approach to making each crepe. As
the business gained reputation, new customers continually increased. The entrepreneur saw
an opportunity to further develop the business and began franchising the products. The study
identified seven aspects of successful business operations, including passion, knowledge
integration, lifelong learning, good listener, relationship, problem-solving skills, and time

management.

Keywords: Ways to Success; Franchise Business
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neAnssuLuslna (Customer Behavior)
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Jadeadnundnudsa (Critical Success Factor)

ANuFBINsTiarUstaunadlsa (Need for Achievement) Ao ussgdlaiiyananddasnis
nspviddladanidvifluinsgiuiianae (Standard of Excellence) #osn1sannuniagilalunuLes
wdaduiunues McClelland lfasursmsadinandugszneunsdeiiavinaunannsdninaimis
&ap1nATEUA (Family Socialization) uazifiuinduFeswesnsgdanslu (ntrinsic Motivation)
11NN I1FBIN9TL (McClelland, 1961) Haduuisanudisadunesdeduniwesiuimsluns

a o w

IPa1AUANUAIAYYRINITINNITHAENNTATUEIAY FeuenmilaainnsisesduaudAyuLa g

% A
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Ifndsgnsmaninismanndia mslinngvitadouisanudisa (CSF Analysis) Wudsiinadnssadli
arudndny weldidunusilunisenssdunausznaunisligsiiu (Higher Performance) Bsusiiuil
FadudildTauseansamlunisfinmiuna n1sanfiunis (Monitoring System) d1wsuiladouna
arudSaannsouusld 7 Ussngsd

1) A asiu (Drive) ludiinasaudanisssiuganududn (Personal Mastery) liuwala
dfnyUsznsusn MmnaudesUsengAuFoR Welaudiosegilvu eudsadensgiitu fuseney
gsRannAumsisandliianedn ifinnmduiasuddvglag fagldnananufiesmeisandes
Ueeiln

2) nilayay (Knowledge/Wisdom) lidnazillupanus aruanunse vinwe andumeaie

D AgY)

v

LAEANUNISUSNSNB9Tla819ASUAIU

a [

3) N13L38U3AaeA%3n (Lifelong Learning) Lﬁ"aLﬁmmuquwaaum{]iyzywagimaamnm UL
1hin@s Tonannsgsiveeannangsea
4) A3 SUAS19E55A (Personal Creativity) é’mﬁaﬂmmﬂgmwuﬁ%ﬁm (Mental Ability) i
grolvlAn tuseauUans Tnq (New Paradigm) flusndnaluangdu lifafnfusuuuuifueg anse
flazuaiamnlenia (Opportunity Seeking) Lﬁaﬁmw%mﬁLLazﬁwuﬂﬁLﬁmLﬁuﬂmmmqﬁﬁwamu
fislud1urean1sufutgssrunau 1l seUunIEdn TEUUNIAAIR LAYTFUUNITUINITNAT
MADAIUITUUNITODNLUULASRAILNER U
5) mqwﬁlﬁmﬁuﬁ‘ua3‘171’ﬂ‘1%mi?1|ami (Hurnan Relations & Communications Ability) &

'
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druiiddey drusunishadedeans TiusnisungnAtuasusnisiinauvuadn Tilinnnuyadudy
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'
a a wva A

dunilsdudiortu fannudila lufiens nagnd waz BUFTR Adululufiemadoafuogisasnndes
fu Tngiuguiiddydmiumsiianduts idmesiants wasddanslunanfeaduiy Ade w1
915ua] ¥38 ANIRAIAINN9@1sUal (Emotional Quotient - EQ)

6) vinwzn1suAtyninazsindula (Problem Solving & Decision Making Skills) Tun1suszne

o U
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wazaum1 Usn1s Aanuila Tusitynm wellan1siesizsdyn nsmuuanisdentunisanaula
nasnIuNTIAIEANAuALiadnduly ssiluinveiissdigliussauanudnsaniegsialidu

2819A

]

7) M358 (Time Management) ANuefAssuLiesUsEN19ReINUsINgaguulani A
Ao a1 YnAull 24 Faluawing fu Fuegivitlasagldlimualuludnvugle andwiudvesgsial

ANANES egelsdeay innnuUselor ungndn uniAseuATy wavkiaunwdluda (Department of

Industrial Promotion, 2012)

s2iguIFIY

nM33dides Feaararudusalunisduiugsiennasudisount uginausuled veq
JUszneunisiasUdndos 10un133dede3518sqmnn (Qualitative Research) Tagld353nen
mﬁwwﬂsmgmaaﬁ%ﬁ Ao nsfnwIUseIRuasiSeadn (Life History and Narrative Approach)
mMsfnwUsziRTiavieiseaaUsraunsalinduGesiyanaideniazidnfsaiutinnues Tass
o mmmsaidndy Uszaunisal wazanuidnlutiedinfesisoadndotiu dnddivinldtindsed s
uarlunndunouvesiiniduatisls (Atkinson & Delamont, 2006) iFasidn (Narrative) ithiAgnandls
flagylHlasus ansidesamvesyaranis uazansnmevonmansaiianiessmfiiatutuyana

uld Wi eaa18venl3 09313909YAAANS DNFUUARE LI D8 NTALIN NI B BBTUNETA1LAVEY
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anunseivideimansaling o MAeduld (Flick, 2014) FBinerilldidndeisfniugusoadoadian
Usgaunsal wagnsimunanuvsngluisasdsuifumuinguszasdnsdnu Taofidothizeasn
#1g 7 iingnsruaumslieneitasinuanaoumsainuveunnsing Sneandeadeoluil

1) voulvadaion TnsAnwdszaunisainmssiugsiveslidoyandn wasuuimis
AudNsuNIAEUEINa

2) veuinduiiuil $runsuihides fanulszneumsiiegil wane a1qu ( Plaza Lagoon)
ouw Tvade 4 UYAIANs1 LWARIANSTY NTUNNLIUAT 10230

3) vaulumduglsitasandn (Key Information) Anmsfina 33snuussne frefsgsRaasuih

osuazunsulyy

4) vaulwnsnunal MsfnwasatlafiusuTndeyalutiafounnsiau 2566

BnsiusuTndeys

N

[y

I <3 ¥ 13 ada [ L4 v va . . . [ VY [
Weiuteyameisinerdunualiuudndiusedn (Life History Interview) fiuglvivayanan

e
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mMuuawuIAaslIneusyanawuunaln (loosely Structure) aunsausulldeulaniuminuuiigeas

anwauzresnsiiudeyaldunmsuiuliglideyaiansauiisaienenassnanudisalunisaniy

1
= VYA o
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/&1 (Triangulation) Tnsuvaidu 3 esdusznaudsdl 1) dunsandeudoyaanunaadian tdun 1
Yoyavan 2) fugise THiIdefiinnni 1 au lunsBuduteyaigndunulunngnisel Tasende
Anulasiengud] (Theoretical Sensitivity) :MnUsgaun1sallun1sidevesusiazau 3) A1UN1IATIVERY

Va v Y

WAV ud Jaidunedlduuifnnguding o iethuildlunisiansaniudeya

Y

QI

NAN13398Y
HIdediaszidayalaenisuisenainudnialunisaniugsfavesdusenaunisasiih
Woe lnswuimsdasizidoyasenidu 3 diu laun nsisudugsinasudiaes gsiawnsulydnsy

ey uaziumsganuaudniavesusznauniaasutiles

a v a =

nsuAugshaasudues

AuNsiNa 355auussne vedwa Jagtueny 75 U wnelindudadeninay wiilasain
wilnuivhauduuudein1siagndululddiafssdnia inliaansivadeslniudnde
MRIINUU AunsRsafsYemarasungldilomninuiiegiviinu wasiinaudnnisi
gsnanensy angne Auwsisalidseunisitasuraneuiawanlivszaunadissauioudnay
AUASLA LilEeRBINTsNiavurAMaUUsENmMIINATHADY Warausaul vhlvdndulaawmudewmnd
wAndwesivlusavateniivum wsnsunumsivadilufiansuduluveswmuedddisnsasiiia
aosgningasanratewisUssgndidugnsvosnuies uallaldanglunismgasgansedesnisuddn
[ 1o & [y 1 o = o [ 2 aAve = =
lddisanniu Tutwsniuasudndesdslideslunidn esnulaasuiinnuvey Anunsey

Y

AuaTesd bimileulas wazn1slinywedunusavesnunsiiva vilvlasunisuendeaingnan

9 Y

NsmaIvimamaneungdIngininma oy o o o
1]71 19 aUuUn 2 NINGIAN - THINNN 2566

Journal of International and Thai Tourism




(%
[y

70157 Aamsiivainerisudndedainnuusde wazanuidnduyilildoaatlunisviiesdusasiu

Y Jlasuangntiee

T Sy
Lol V1 lidoririaeg;

MW 1 Aunsiiva I5TuusIne uavdnegaasuiiles M : Ryoiireview (2019)

gsnaunsulydiasudnies

= 14

WegsiuasulndesiveduiavignArseluiiiinduedwaifios vl Usenaunsla

Y

waugemstunsisogannegsna Jdlasuduasiegsnaunsulydienisiaunulagldisnis
doansnisnaindunialuidgailinenig Maulaamuaiiugsiaviensy juiuunisigsiaty

Wvewsulydiasuiiaesiluidndwlaasy uarussyiarniluseddasuiinsdudlalidnies

Y

Tifudzaunsulyd nellfamudeunsulvdaunsausuvsemuiurlinvedldinsdldmuiisens uag

ansareiuuiuniasnuvesmuels Jagiuiunngavmumunas Sunsulvdiasutnles 5 uis

}%

11 2 usegluisassndudilonouaeny (lconsiam) kagag1unI15INaU (Siam Paragon) vilvignAn

£
=

180 1kars18luny i 6 99n15UustamAsUU 2 e 1099 89n19n1susiaala azaindu

s Ivimanraneaied Tngininmia ya o o o
il 19 aijui 2 NINGIAN - 5HINAN 2566

Journal of International and Thai Tourism



i 2 giauiulydiasudnaeanan iconsiam 7117 : Wichak (2019)
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AjsuLaEA LM (Knowledge Integrated) vinezmsuitym
(Passionate) (Problem Solving Skills)

v w € 0o &
ANUAUNUD AUANIIVDY MSURINsa

(Relationship) ﬁﬂﬁzﬂaumsmiﬂﬂnﬁaa (Time Management)

s iledia maieuiaaontin
(Good Listeners) (Lifelong Learning)

7l 3 pudnsavesussnauniaiasutiles 7iun : Boonpipop Phosing (2023)
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Abstract

This study aims to study Factors related to tourism consciousness for forest
conservation in the northern region of Thailand using quantitative research methods. using
tools: Questionnaire to collect data from Thai tourists visiting in the northern region. A total of
400 people using statistics to analyze the data include: percentage , mean , standard deviation
, use of Independent Sample t-test statistics, one-way analysis of variance and correlation
statistics. Pearson's Simple Product Moment Correlation Coefficient.

The research found that demosgraphic factors include gender, status, occupation,
income, travel characteristics and travel frequency. It is a factor that has a relationship with
tourism consciousness for forest conservation that is not different. But the age factor Education
level Travel time Vehicles used and costs vary. It will have different effects on tourism
consciousness for forest conservation at the significance level of 0.05 Factors that are related
to tourism consciousness for forest conservation as a whole are at a high level (x = 4.18) (S.D.
= 0.74), with the aspect of knowing the value and cherishing of resources at the highest level

(x=4.40) ( S.D. = 0.63), followed by the aspect of sustainable resource utilization at the
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highest level (x = 4.38) (S.D. = 0.66), the aspect of participation in resource preservation is at a

high level (x = 4.13) ( S.D. = 0.65) and the regulatory aspect is at a high level (x = 3.83) (S.D. =
0.92)

Keywords: Factors , relationship , consciousness , tourism , forest conservation
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s21guIFIY

n93deafeiidun1sideiiaiunn (Quantitative Research) lngl#iadasilolun1sidufe
LUU#BUNY (Questionnaire) 1uadaafielunsifiudeyalaglifnouluuasuniuifenuies 3
Audeyaluraaieunainy — Sunau na. 2565 1uszeziian 3 WweulasUszana Uszansiildly
nsfnwassilde nduinonflsmnivefidunasnboulwaaiuiinmamie Tagldnsdmun
YUINFIDE19MLgNTUBS W.G. Cochran (1953) Tnefiszfumnuidosiufifesas 95 uazdadiuniy
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U89y (Accidental Sampling)
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Index of item Objective Congruence) #3oAviiANNIEE Tmaiﬁ@%wmzy U 3 MU lana
ARTlANERnAd (Index of item-Objective Congruency: 10C) AuaA1lAsEWINg 0.66 §1 1.00
NN INAFEUALATIWENE s sz AU as ety Feaaindidaiaudenados
(Index of item-Objective Congruency: I0C) LY1AU 0.78 U@ 19n1531m512 Wi em (Content
Analysis) wazaf@danssauulunsinsieideys waninar1iauay (Percentage), Al (Mean),
dnudeauunnsgiu (Standard Deviation), MINAZOUANNAFILNAGOUATILANAITEHINIA AR
yeanguiieg1s 2 nquiitiudaseiu Ineldaif ttest wuy Independent Sample , MNAFBY
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N4FE7 (One — Way Analysis of Variance) lngga1mnuulsusiuan Homogeneity of Variances
wazldaiAilAs1z1a1nAT One — Way Analysis of Variance hazadaandunusog1si1gvasnysdu
(Pearson Product Moment Correlation Coefficient) lmnanmnuduiusvossuys 2 drdiiiudasy
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ausnyl

LA n X S.D. t df Sig.
618 168 4.21 0.53 1.245 366 0.214
WY 200 4.14 0.58

o w a

nuewme: * Iluddgyneainnsesiv .05

o

INANTI9N 1 wudn dnviesiigdidmeasnsiuddndrdnmeanisvieaieienseusngUal
WANANSAY (t = 1.245 , Sig = 0.214) waneIn wekanateiuliiinaseseauindinnienisvieaiien

Weanseusnyin

NsmaIvimamaneungdIngininma oy o o o
Tjﬂ 19 aUuUn 2 NINGIAN - THINNN 2566

Journal of International and Thai Tourism



M3797 2 uanaansiIguiiguauuandesynivengiinanedndriinniinsesigitents.

ausnyln
Indrilnneansvisaileaitanisay i S df MS F Sig.
JEMINNGY 4.597 5 0.919 | 3.098 | .009
elungy 116.931 | 394 | 0.297
34U 121.528 | 399

o w

nuewme: * Iduddgyneainnsesiv .05

o

NPT 2 WU dnvisaiendengsaiuiinadedIndriinnnanisvesiguiveniseusng
.05

a v

Uruaneneif (F = 3.098 , Sig = 0.009 ) egaditaddoyniaadaiise
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o w VA v =%

wansinsruegivedAgyvneadn gIdedaldvihnsegeuselagldisnisnageuaruunnsiiadusey

Y

Ae35 LSD (Least Significant Difference) Usinguaninisng 3

M50 3 LanaNanIsiUIeuiguALLANA1IYeRndinn e svieaieion1seusnEtn

F1UUNAND"E
21g 218

<200 |20-29%U |30-39U [40-49U |50-591U |=>60%
<201 - 05352 -.02842 33481* 04227 -11652
20 -29 ¢ - -.08194 28128* -01125 -.17005
30 -39 1 - 36322* 07069 -.08811
40 -49 Y - -29253% | -.45133
50 - 59 U - -.15880
> 60 ¥ ]

o w a

nuewme: * Iluddgyneainnsesiv .05

o
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AN 4 LEASHANISIUS U UAULANG NS EUINFDUNINAUINAITNNIINNSDBNLNDNIS

ausnyln
Indrilnneanisvisaiteaitenisay i S df MS F Sig.
FEUWINNgY 255 2 | 0127 | 0417 | .659
melung 121.273 | 397 | 0305
34U 121.528 | 399

o w

nuewme: * Iluddgyneainnsesiv .05

o
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INANTIN 4 W dnvisaiiedIndlaniunainssiudIndrinnanisvieunienieniseusny
Unldumnenaniu (F = 0.417 , Sig = 0.659 ) uanein anunmansiulifinasedndrfdnnenisvieaiien

Wonseusnyin

AN 5 LEAIHANISIUSE U UANULANANNSENINTEAUNISANWINUINEIRNNNITNOUNE NS

nseusnEn
Indrilnneansvisaiteaitanisay i S df MS F Sig.
FEWINNgY 5.271 5 1.054 | 3573 | .004
elungy 116.257 | 394 | .295
34U 121.528 | 399

o w

nuewme: * Iluddgyneainnsesiv .05
A5G 5 WU UnvieufiedIndseaunisAnuwisnaiulidndrinnisnisvieaiienivenis
ausnEguanaeiy (F = 3.573, Sig = .004) eegiltduddgmnsatansesu .05
Aei ielvimsuisanuuandasendndndidinnienisesieaiieniseysnyiiiusedu

nsAnwuanaiueg1elidedAyneada fiTedslavinisvegeusielasldisnsmaaeuaiiy

wansinaluseeaie s LSD (Least Significant Difference) Usnguaninisnan 6
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Components of Tourism that Affect the Decision to Travel with

Strangers. A Case Study of a Korean Fanclub
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Abstract

This research is quantitative research. The purpose of this study was to study the
tourism factors in making travel decisions with strangers among Korean artist enthusiasts. The
sample group in the study was 125 samples of Korean artist lovers who decided to travel with
strangers by Purposive Sampling. The questionnaire was used as a tool to collect data from
the sample, and the results obtained were used for statistical analysis. Descriptive statistics
were used: mean, standard deviation, and inferential statistics by testing the difference
between group mean by Independent Samples T-Test and One-Way ANOVA.

The results showed that the level of tourism components in making travel decisions
with strangers among Korean artist enthusiasts included attraction, accessibility, facilities,
accommodations, and activities as a whole were at a high level in all aspects. In addition, a
comparison of travel elements affecting the decision to travel with strangers in a case study
of Korean Fanclub. Classified by demographic characteristics, it was found that those who liked
Korean artists with different occupations had significantly different levels of opinion about the

components of tourism in terms of attraction and accessibility. The results of the study can
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be taken into account for strategic policy planning or activities to promote tourism, including

developing tourism to be more suitable and in line with tourist behavior.

Keywords: Tourism elements; Tourist decision; Stranger; Group of Korean artist lovers
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Y

(Hinn1seaulat, 2563) wazn1siilusiandlawan “Korea Asks You, Have you ever?” sauiufiatiu
29 EXO RIUN15ULauaUseifmans Tausssy 33nUsEaTu09AuNITa wagnsekani1ua (Korea

wave) (WATE, 2561) dswalintul w.a. 2562 Junviauiervilnenunisludslssmaninanin

fa v Y

558,595 AU (AUeI8A

Y

Aatunuasnminadudnvieaneinidneninlunistuindaunisveaiedusgnauin unussine

wNsRaInvieniied, 2563) andeyalutduasvieubiiuiinguiiuveu

InglvimnudAgyiuinvesfisanguiazneliiinUsslevdsonianisvisaiisnvesineliduinives
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iesnnussmalnedulssmaifinguiurevAatuinvasiuiuann swdainineinsuazandoy
melulssmaildzudvinaninmalidnezduluFowesnisudame ameuns o1vnsuasiniesiy
sndadulssmaiisalunndidonindnrewdsmdudsunsn 9 FoduUszmelnedsfinnuannse
Tunsisgeiinviondsnduilliviesdledlussimmiioatayariasughadunsviondeld
nauTuveuAaTuNvATINgAnssunshmdsnilansiuninguyaraUsEnau nanfe
annsadIiAangIusing q vieusinszsiinsviesfieriuyanautanuiiid uveuatiumileudy
naAe yarauvanviifuyaraililldfinnuduasvielilsdinduinnou udldinisairsufdusius
esa1n? uveudaduinmdmiieuduliinaziunisresmisesulad nnswuiseduluau
Buusieng 4 vieudnseiiseinafumeislulssmalneuazinssene lnengudiureudatu
inmaansnsavieniisasvyarauvanmildlaglidndudeniumsisniieatuauddn eu vie
AsEUATH 917l MIviBaisInusesAatiu Msvieafivanusesn meunsTiiTodes nsvieadieIny
nszuadioy viouwinseansviendienluanuiidy q Afanuduiuazdlafisgludeny Faans
WiuinnstwvevAaluaudeduneliiAanisainladusdrann sgrdlsAinunisveaiienu
yanautanuiiludesnedadubesidoutrdlml iesnnyanadilvgdedmuinaluFowsi o
91 MSAUN1 wiaiendien Avnssunisvieaiien wasiinnusy fudussdusenavdfnydiureas
oaiienaziosd Inennnsinunewnii U eussneunsveaiisaaduledefiddaly
msdndulaiiunisvieniien (@3ns 1duga uazlaugsie qusenss, 2565 yunsd e1nsalfiena,
wWivsnsal dvnavaeuia uasnssuind ennsaliiana, 2563) lnslanizee1sdafuyanaulanii
nanfe Wnvissiisroadenidunslanuilaanuiinddeliifunislugianuiladunan
MnesAUsENEUNINMIeiel Ingmnesdusznounensvisniienfinrumieuuazaeuaussay
dioamsliegnamssgaiagdadulafundusanuiity lunmwmsstudsmnaauidulddamson
fogliidumdlugsanuiiu andeyaludrsdusandiinguduseuAatunmiidutnvionie
naulmifiddnvazidunanianizngs (Niche Market) Amslinnudifyuaziannnsvieaiiedls
pouaussAuFoInIsAunauiundy nslanzogadsnsiamuiesdussnounianisvoniien
melutszimalnedaduesdvszneuiiuguinglumssionfiodasunadsnisfifiosuisany
avan seuAuBIATIFEINT wasaiuanudeiilfuddnrieadleanduilidulaldinimvieadent
yanaulanuiluafaiuazussgluldsed Fanmviadeafuyaraulanviesndudiureudalu
inviamelulssmalneazannsaaiadinfumudsunslulssmalfegmmena Wosnidungu
fdufTreiensveafisviertnsanfanssusine q naensunieniiagldinarinslufuativayuuay
MadBunuuinssdvinaviefatufidureu MeddudenlsslufinininerInuazsUuuugsiald

£ |

asluienauausinuieinsvestnvisaisinguiilagiang ilvdnsisnilugnaivnssunis

Va v = 1

Y109 N8IMNUTUABIUNY AIUUEI LI WUUANYTI809AUTENBUNIINSTVIBNEINEINARBNTS

Y 9
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andulalfunvisuielfvyanawlanminveng U dureuAaduniva tienn1asy e
WNeates wargldmlidudsiiiedesiunsisaigraunsaimalyusznounsiansaninnagns
wleue viiefanssulumsduasunisvioaiien suudsinuinsveaniedlivinsauwazaennaediu

nauTuteURaluNMETINSouzRUN i uYARaLUaNIT LA

o

AQUITANAYRINIIIY

1) Wlefnwiedusznaumsmsveaiieaidaasensindulaviesisafuyanaudanvthues
naNgTuveUAatuN AT IMY
2) WlailSeuiisussduszneunensvisafisdiidmasenisindulavieadisriuyanautan

wiweinguitureuRalunivavnilve duunanudnuaeUssansmans

NUNIUIITEUNIIN

eAUsENBUNINTYiBuY?

psAUszneumsvisaiivndudssnduiiundwioniiemsegiifiosuisaruazaanliun
tnvieaiiefiiumanibeuluanuiivendieniu fidosdsznoumamaeailendatiadeiiavina
sensfndulavesinvieniisununnngy swlufangugfureuAaduninddae deusdldan
uansAnu T mnnduseiinuiatiagiiu (Xiaoming & Thitiyapramote, 2022; 43091 19
wazlaugvio qusenss, 2565) Ingldiindvnisvateviiunaniaesdusznounanmsvieniioal foens
varnviane lid1azidu Collier & Harraway (1997) na1391 wnawieufieafifidneninusenaudae
sAUsENaUNan 3 fu (3 As) 1duA 1) fudsiisgala (Attraction) Tiinanaanuiiviewnnisal Tng
anuiienaifnnndsiiinansssumniviedsiuyudainetu wingnisaiddeliiAnanuuseiulaifn
Mmyuddufaing 2) Frudesuennuazan (Amenities) Ao fufiuarlnssasnaing q dgnasiedu
WiesessuRanssumesinviondien uardrneanuazmnluunasieniion lnemsneassiladoiiugm
917 srULvUAs sruudeans szuvasislan dadudsdududmivinveniien iesantaeli
nveud ealdsuauazainavisuazidunisadsawanuaivesuna svisalii vasae
3) gupua1n1salun1sdde (Accessibility) § 19z oafl sruuANLIAL UsEnausievdunia
sIuNIMUE warUTEnounIsYuds il oandesnunard wesludeganunsvatonis lusmed
Cooper & Boniface (1998) l@nanfiufudesdusznounisviondienin unawesadisnduaoiud
ddiiazaussmnudesnsvesinvioniioniulsznouludae 4 du @ A's) Tdun dudsdsgela
sumnuannsalunaitngs dsduneemaznn wagnsliuinsvesuvasioniion asuiuleing
AULANA1930 Collier & Harraway (1997) lug1uvesnisTiuinisvesunasviondion (Ancillary

[

Service) Faduuinmsiasuiauluosdudud damvuniies Feunawionieinsinassuiniseiu
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s q Wivtinvieaiien lnsdmhenuiliedesaznagsiansiesiisrdeaduniidisu et
SrsATuazmn aiumulszivla uassgalaliivieaiieufumeandanuivionsundidy
wona N Dickman (1996) Tourism Western Australia (2008) wagliinung 4381134 (2552)
§e3u18inesdUsznauntsvieaiisatsenaudsfusionnn 5 du (5 A%) Idud dudsiagals
FUAMLEAISAlUNITIENEY A1uEISIUIEAIINAZAIN FIUAIUTAIRD wazduRINTIN TefiAdn
wanaga1ninisnnisiinaniludnediusiuau 2 dau leun 1) @aufiin (Accommodation) &y
aoufi Wnreuvesinviaad sadlalfunisuvisadion Tagaauf Wndsuiuiissnes os 1w
Unviendien 8naiin1susnisiimnyeay daunainvatesiusia waziaulasase uay
2) fuAanssu (Activity) Tngluwnaaioaiiensing q msiifanssuiithriesdienaunsarilalugaea

v o

WNeABLazIDen a uwawieuelty 9 Waiuamudiaulavesnivieaien dudunsidelu

=b.

$9il {Adulevinisidentadeesdusenaunieinsvieaiie I NTANUMENEaNiUUS UNYBINISANYININ

g sadun1sidgluadeiliveMrunasduseneunianisviesngiilanumanzauiuusunves

o]

¥ = I

n1sAnel {378 onlduuIAnves Dickman (1996) Tourism Western Australia (2008)
waziinye ¥38Un3e (2552) inldiduudsiusddsenaunianisvieniien 91uiu 5 esdusenay
Lo Audranals Auauaunsalunisdide AuEIEIuIgANNaEAIN MUAATUAIND Lazauy

AANTTU

nsingulavieaiien

nsdaduladunszuiunisnouiifuilnaesdedudiviouinig Tasdunisdndulasin
arwddnvideuszaunisaivesfuilnaies fafufusznounsadesdnuinagyianudlaisaty
Tumeunisindulad evosfusine Fadudsiddguind niufusznounts saustaazaeli
Fusznaunsanansausunagnsnisueladndae Johnston, 2013) dwmsunsdndulaviesiiondy
Asfitimanaunulineudisihegeding lidzdumsidenaniuiivieadien @ondiinusy ailud
nsidendeduduarusmsmenisviesitensy q sufunsyuaumsindulaveninvieadionsdlaladed
Aadunlnglaiiunisansunudsmiin (Swarbrooke & Horner, 2007) Tnsn1sdndulavieadieray
Andudetnveadisafienudesnisviossnasdunsluianuiilaanuiivis uasilosuifan
Feansvioniien dnvieuiierazvinisdaduladiasifunaldvisaiioddila 1Wnnsusnsgiuuule
wagIuIuTEEEIaIv e nd sautuilug (Uada TadeTaun, 2543) Feaennd ey
Swarbrooke & Horner (2007) uinendogsiatuding (2551) uay algiun §ReUslund (2654)
$ein nszvudaduladumaviondieassnaude 5 Funouiiiendes Iiun n1suianusionis
nswanemdeya MsUseidiumaien msdndulaiuniwarn1sussduniendnisiiunig sutun

Fensusznounisdndulalunisvieunienrely Tuvaey Lunenburg (2010) lananadn asguauns
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v a

dndulavesiuilnm Usznouludae 6 duneu ldud msszyligm nisfmusmiaden nsusediy
Maden NMstdenmadan Msviinsdnaula wagn1sieseiuseansuandanisenaula agralshany
fans@nwinszuaunsdndulaviesiisavesngudiurevAatunmadudulssifuiidlallffuany
Tenunntin vhldnamsinueuiisiuutios fitesnsanuilulssdiunisinauladoduduazuinig

'
a v a a o

Uselnndu 019 Unsmewidsn dumnseinineitesiuAalu wavdurgulnauilae (Feoly avudu
Tawn, 2557; gansau susi, IR M03IRN WATSITUTIA AULAD, 2563; audl 997, 2562) e
nszuIunsanauladessnaniaiudaenndesiu Swarbrooke & Homer (2007) Lunenburg (2010)

U € aa

WINeNdegsiatuding (2551) wazealgiun §Reuslung (2654)

ngugfguvauRatuiniua

wnAnEenauETureUAaty %3 uwiiuadu Mt "ui’ Tuweuynsuetusvdadineaniu
W.A. 2546 Mg Jluruvey 919 wunmeuns uwiliwas unuing uazurluues Tnfriuiuiiy
flgaEudunndninwsangudin Fanatic wai yaraiituveu viadlya niendsladlusynaa
visonguyana sIudsian1suiseds delusaznauarlimbenuiiunnsaiuly Tneudadusmsosos
AuupnLazaLesesauly 017 nuifureuRatiy :nyuNesvesAULEN NazgnuesiuLLARd Al
18w (Mass Socienty) Aifysmawionguiuvevluniau Tnsuesinguiiuveuatiudenauauiign
vaenlsineniennagnelidvdnaladvsnanils ludnmiavils & "nufureudaliu’ 9rnyunedves
aulu fiuesiuuuiAnresiausssunw (Culture Studies) aArumaneasidudnguuuunils Ky
F111 "nauiureuAady’ asdaumneesslstued fuyuueswesyanauioniurasusdazyana
(e inABanan, 2556) utannisAnwwasdoyanyi wiuns ioninua waensfing Sullangais
( 2563) Usiin nquifiureuAaliuinvd Aendueuliimuiureuuariunluivesiaunmd las
nauAuIarteathsuuuunsliFinvesatiunmaidusuiuulunsdisdin sudmioutiy
atuayulunnnanui dadui audureurinesnin uan91nl McOuail (1994) laduunuenngy
Hauveudatiueanitu 2 nau Téun

1) naugTuveuAaliu v3e il (Fans) 1unguauidureuyana fnsfnmunanuainie
Tasannsadsunlasmnudureuldnasanan Wenarulumananuiiaeiamuidsuudadly
Mnfasinnu naudduseumariagdnfnniuiui Ssaudlunginlaisimueseglungui g
vnadinguaumaiiiondldsuusinssdunnde suddenuifilauaradinslafiorrunduriu

2) ngugi§uansdeanavy (Meduim Audience) iunguauiiiinusindsedevinlavdemis
pgaTads Beonafiusanszduandesns 4 e lavansaudesa q fussnsgduluguuuuiagdans

WinqueSuansinegivdeladenileguiuniariinuasinging anvagvenguiyuveulssinnilay

JUYDUBHNYNIUIULALDIIILONIT
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Jenson (1992) l&usi4n TusssiosduidsinenguduseuAatudunguauiildsuamumnd
Mnanaladiiesne TnefimguainAanssusing o veenguiduvevAatudumilounisvawemasiiy
Ininenegnamis FeldsusvinannAdeuvesdinuuazazeg meldnistiiivesde Tasasiinginssu
Ansafuyarafiddeides odunmsmaunuaraildidismeludin nduifureuAalugnuasiiielauan
\lonouauDITTUUANT (Star System) figninaussndanguvesnulaoriudonis 4 lnefdnvuznis
dsa wiseanidu 2 nwase loun 1) {Tuveuusiiiesdnis (Obsessed loner) fmnudunguiiosas
desnnfinnudFnitdosnisenuuandinauiu yaramaniazidineglulanvesiunuinist
wanAalu a9 waziindesidureuuargnpdoniududuedd sudduusadansiendieanain
AsouAfa iitou viodnu Tasaunduilazgnaeaildionareraiineinmsmedndlaanuisausnlan

Y

Jumunsuaglanainuaiele uay 2) ngudduveunuutads (Hysterical member of crowd) tu
nauAuiiaudednd fndderuinuiureu fanuvaduasdseaduaylifivena Ssnduaunguil
aggningaldirendeniodvinalaesey o naudduveuAaluiinaninginssuesnundienis
$odlit viondnfesauduaudonefuinfewdefatuiinuiutey nquaumariingnussindugid
AU URUNR waziisatoufiunnAuly naensunguidureusinazgnuesindumnisunse uay
fagvaslnandsladautiluganugunss Feemauansnsszrisureunuusssuauasdunguiiu

YOUIUAUNDR AT upgiUIMNGUTUreuAaTu 9 aglulanAnuaswsedunuinisuinvsetoy

Y

N3MNU

yAnawUanutii

yanauvanuiiduyaraidasduiusililnduaglilnasuiuly Mlndfuduludeslidy
yarawUanut usdlnanuiuluienaeaanuduiussenisisdeiuly (5101 2518ugv, 2556)
vidsenananliinyanaudanniiidunguenilillignuesindumnifetue (essawa ASviug,
2565) Ineludsailnegnnszuiunismedenuvasviasy (Socialization) TWiaudeinyanaudan
wihAeyaraiifusunsededinuazningdu fauinazdnalunariifesedlndfuyanautanwih
desnlimsudeyadiuivesyanatu uaglinsuamuniuiaiwesyanaiiu G3dnval quatan,
2561) MefiaTaudyaranlanuinAdenusssuanduidsatunsiisnduyanauanmivesaudy
(Syay s MAnf, 2564) aufsgadidemilangnunsnussdae ‘Feesiloiues’ IRaunanwosunisdoans
#ina 9 AVl eulddnsinmeiuyanauUanuiiiisnes Wugasudusesnsiiufauiussy
yamauanwih @3dnwal quatan, 2561) dwunguiiuveuAatiunmainginssunsthsudsan
fuyaraudanwihlnauninguuanaussiamdu Tasannsasiuviiianssusing q viousinseianis
vieufisrfuyanaulannifidureualiumiloudy Tnensiuveudaluauierduazneliiinnis

atnlanuladnedy
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FUNAFIUNITIAY

nquiureuAatunmaidunguinviesieingulmindanuirauladuegiwnn feewnd

[
v A =

Mdsdeuaziinaninafionsdrsmfanssudinuesauls egsinanluisfunguiTuveudaliu
nwadngAnssunndiudanilandu ewinaiunsasiusiAanssusie o vieudnseiang
vieufisrfuyarautanuiififurevAatumiloutuls Feanisvieadisrtuyanauvanuiniudsd
Asudhsuvanluailudsanlng egrslsimalutagiuldfiyaravaronguidufumsiondisrtuynana
wdanvd i unndud wiuldanunauiiadunisvieniien 879 Blockdit.com, True ID wag
walkwaygo.com dmsuluymosinmsmsanuludsziiumsviendisrfuyaraudanmilnenseds
fireuinetios mirdivarsaidsldnandimsviendieniuyarauvanniilumeden o1fi aiggdlasel
Vau wawaniy (2563) IHsid dhvieafieafgeorgiiumeioadiorlusigneuuisniinilvgjd

Tngflasudsgaunisalnisnudeyninsiuyaradunseunnawlanvtiludnuauenisuanauanidey

[y a

Uszaunisalvazanusisaanisvisaiisanaznsinniaiu Tuvaeiaidu degausenda (2561) 1

Y

na1731 lutagugaugeunaimuszaunisalulaninisgamadiinyfnlawia Mdulsausuansd

Y

dladlaninuane wien1seysauiesinduauwlannitluiesfediuegaiiniaadia uegelsh
munTsunvisaigfiuyaraLlanutivesefeanuiiiete anulaendiy suutinnuazainly
N15NsvRIUNaMiaLNEITUAIY NE1NAD BIAUTENBUNIINITYBUTEINHAIUNT DULAL AN

aseanudetiuliinisieaiisrsinduyarawlanninazussalulaned lagannisfnwinuiden

'
a

Wgpanundliinudnulanannteesrusenaun1anisvieanelnisnsnasenisanaulavie e

[y

fuymrauUanuinvenguiiuseuAatiuinndyalng damuiisanisAinwilungudnrieaiienduy laid

= = a ) Y ' I3 ] a
suiduainnsfinevesaing Mdues uaslaugiie dusenss (2565) WU 9AUTZNOUNTYBTET

A1un1suinsialldsmaseanisandulalunisiiunieieniendsivivesigeetgviinely

Yy Y

=

namnunIuAs TuvaeANysInsal Asgna, 435501 aliu wavdasd Reeiiwanl (2562) Wuin

aeAUsznaUMUANNAAlIdmasan sideniAunw s uigTinnssuiui e Smingassil

]

UINAGA T0909UIABAIUBIAUTENBUNITUTNT haga1UudIduIEANNaEAIn a1uany Tuve
algns wgwia (2554) nuidadenidvsnasenisindulavesinvesiefiiunainesdminnssd
g AolaTua1UANUAIYIUVDUNAW BT INETTUYR Fednoglussdusznaunia

v U

MIvidgInudRgala Fannuansidelutrsiuanunsaduduliitesdusenounienisvisaiend
dngwasiensindulavieuiien dwugidedeivuaanufigiuiiemaneululssifiuedusenay
NaN1TvieigIkarNIsVe e vyAnawlaninveingu dureuAaduining welvlauds

asAnusTasah lUsesenuarUssendldiungudtuve uRalunnalangs fsil
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H,: §3uvauAaluinmandanyazyseynsmaninunnd19iuaslseauasausenaunianis

vieunefidmasranisandulavieigriuyaraulanriuansaiu

= = O
NIDULUIANNTIINNY
‘:l =\ s o
AINN 1 NIFDULWIAANIIIVY
3 1 4: 4{ 1
Ny B 29AUIENOUNINIINDIN UM AINA
anwmwelszr1nIdIans . o a o4
fan1IfnanlaviasnaInuuaaa
1. LNEI o s
wdanunin
2. 918 2 a
. 1. Fadvaala
3. TTAUNTIANTAN 4 o =
. 2. NURINITD NI
4. DVTN 2
o A 3. FIBWILANUFZAIN
5. 918 LA GaLAan e
4. FDIVWNNWN
5. NANITY

521U8U35N1539

Useansuazngualagig

nM9deilivszrinse fiurevAaliunmdvlneddeavlarensisafuyaaantanndn
nanAelungutinvisadisrrmlnefiiumaioadioaludiaandiing q lihagseinguszasdlafam
fuyaradillddanuduasiuintouudlsdinfumszdamuduveulufadunvamiloudu dady
nauiilinsuwiuuduey fadunisimustuangudiesisideldnsduimuniuuuaAnes

Y Va o o

Cohen (1977, 1983) aaglUsunsy G power Feagdeliiduanansaimunvuiavesnguiiegale

Y

2819 NADINUNGNN1TIVINTT I Ran1TITedanuwofen1ndu (Hngnus adnvioy,

Y23 @SS AL EYIAN une13ne) laglanuuae Input parameters #3il Effect size f = 0.4 (A1

Partial R2 9nUUVABUATN 30 A20819 =0.095) taz X err prob = 0.05 Power (1-PBerr prob) =

[
a Ya o

0.95 AsduTalavuiangusted1eduiy 125 dreg1e NediIdelaldmatianisgunqudlegiawuy

Y

191239 (Purposive Sampling) i alsilaund sfirag1eiidinnumanzauiunis@nwiuiniian laed

vaa 2 vaa

vaninasilunisdadennguiiegna 3 Usenns de 1) (Jugfidenglisinit 18 U 2) 1wl
FuvevluAaduinmalidiazduisansy (Girl Group) Uesuuus (Boy Band) vie@aliulien uay
3) fienuaulavdelneiiunmeiesdientuypeandanuihiidureufetumioutuisluy ssmalnouas
AeUseIne

inTsileflilunside

wiesflaifiuiunudeyalunisisendeide uwuasuomifouansaudiuieadu
psAUsENEUMIMIeafienfidwmaiensindulavieadisriuyanaudanviivesngusiureudatiu

WNaENe TRgLUUABUINUIENBUAIETEAIAININLIL 2 @1 AD d@IUfl 1 anuyasUsEannSAEns
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e e 918 sERUMSANY 91dn wazseldveiieu Fsdnvazvesmamiduuuidensey uavdau
fi 2 eadUsERRUMINMIViBnIdmadonsiadulaviesiisaduyarautanuii Tiun defegale
Awansnsalunsiinde Assueauazain aauiivin wazfanssy dadunuuasuanatedavie
1nsUszidiudn 5 s 91nsedu 1 (Heefign) aufesedu 5 Gnnfian) munuAnves Likert (1961)

£%
N VYA v

MalgdelavinnisAuamateds Weliudnvugvesoyalivinzauiunsinieideyanagnis

nadeUANNAFIUNTITeNINSY Inedddelaldszaziianlunisinusiusiudeya 2 Weou fusifou

AANAL 2565 DupBuUNgAINIEY 2565

nsATIIEBUANNNIATED

wuaeunudaduadesdiolumafununadeyansideluaded §3seldvinnisnsaasy
ATNMANLMANN1TATINERUALNILAT DI Bd M UNTA T 19 LLIAAYEY DeCosta, Crowther, &
Maloney (2019) l&ur Armnsadaidom (Content Validity) iilensiaseunnumnzauvasdoran
TunuuaeunwivinguizasAvesnside Tnglifidormaiidauianudlalusuesduszney
memsvieadigfidwasiensdadulavionien S1uau 3 iunmeseuamgndBsuaziauIUiUYTe
wuuaeunliianuaseuaquasuitunouinlld Fauvuaeunuisatufieiaunsadaden
Wi 0.87 Faunnda 0.5 anuuwunAnesUsd nandayas (2559) fivadiuvvaeuanumsAdi
fanamsnnd 0.5 nnde uenandsildiuuuasunulunndeumaiaiisnss (Reliability) lag
Tnquifidnuarlndifssiunguiiegne 91u9u 30 g1 NAaediLUTABUALLAYAIUIAIAT
Cronbach’s Alpha Coefficient YBIUVUADUN LT 12U & IldAIAU 0.97 AruuuiAnves A
WWIAAUDY Taherdoost (2016) fikanslfiiuiwuuaeunIuIuITeA258TA1 Cronbach’s Alpha

£
[y

Coefficient laitlosnin 0.7 Asuisdioliinaseilonldlunsidellinauninsuniuinae

nmsaneideyauasadanld

nsisemeildlusunsy SPSS (Statistical Package for the Social Sciences) Tun1sUszunana
wazidonldainlunsiingideya neinguszasdnisideded 1 ldmsimsesidoyadanssamn
I¥un Aade wazdrudonuuninsgiu dviuinguszasdnmsidedon 2 Wmsiinegsideya
\Beeynu InnNTMAABUAIAILLANGITENINANAREVRINGNFIBENS 2 NUAIEAT Independent
Samples T-Test LagNINARBUATANLUANANTEI9AZLLLRA BTN U188 T dIRIue 3 ngu

U Tnensias1esinnullsUTIunafeImea One-Way ANOVA
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HAN3ANEA
dauil 1 nanTinsevideyaneiudnuazUssuInsmans
NNTIATIENTBY AT N BT UTEYINIANENSVDINMBULUUADUAINTIUIU 125 AU WU

=

Anauwuvasuaudlnglunends Souaz 88.00 fvwengeglu Gen Z (AnT 2536 - 2553 uaxil
91glidaenidn 18 U) Seuar 89.60 aun1sAnwseaulIaqin3 sesay 68.80 Usznauadmlu
wifnauuT¥niesay 44.00 uaziiseldladedeifoustlurasminnia 10,000 - 20,000 vm Yeway
47.20

dauil 2 namslATIzsiesAUsENEUNINsiouisluidssasensindulaviendivaiuyana
wlanwih

NNNFIATEiTeyansAUsneunamsvieafisdiidarenisdndulavieaiisdrfuyana
wanwihvesnguiduveuatiuinmg $1uau 125 AU wud eadUszneuyansvisaileiuddisge
Talunmsimeglusefvann (X=352) WeRtarsandusiosunuin Buflifunesieadfisdrfuyana
wanuth fiRanssufiaiaussaunisaliihauls (0= 3.78) Wuussiduiilsziumnudndiuinniian
sesasunAe dgemngUaemsiiniuinaule (X = 3.71) wasBuddumadiiigamnedanemei
a8 (X= 3.58) audiv dmiussdUsznounenisviendisrdiuanuaiansalunisidnily
amsueyluseduunn (X=3.73) Wl e arsund usiedunud fufdunisviead sy
yanaudanui dfisaansisazuinisasinane (= 3.89) uussuiifissfuanudniuninign
Je9eNAe dnsiAunIsdIfeninevatenisladieiazagain (X= 3.86) wasiranimauula
LIATFIULATAYAINAUY (X = 3.78) nud1dy uenanfesdusznaunienisviondieadiudss e
anwavannlunmsmegluseiuann (X= 3.87) Wefimsandusesnunuit Bufdunsieaisaty
yanaulanvih dvesihavenauasifisanerenisldou (X= 4.08) uuseiuiidseduaruAndiu
1nfige se9aende dflguduimstiemdstinioniien (X= 4.02) wazdifruduaziuems
Wivsnodmiutinvieadien (X= 3.82) muddu

dmfvesduszneunamsvieaiisasuanuiinlunmsameglusefuinn (X= 3.93) iilo
finsandusiesunui Budifiunsisaiisriuyanaudanuiin aawiinlfnasgiu azein was
Uaende (X= 4.12) iluusziiuiifissiuaudniivinndign sesasnfe danudiindsiamsnzas
(X= 3.92) uagdnanudiniusseniaiia (X= 3.90) mudfy LagosAUsznounanIsviouiion

aufanssulunmsmegluszaunn (X= 3.73) WeRinrsanduseiiunuii Bufidumesvieaiediu

upnawlanni d1fanssulinnudasads (X= 4.11) Wudsziiuidseauanufaiuuinian
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I~ 4 a IS el i4 4 ] a =
TIIUNADB EHE‘ULLUUﬂ%ﬂiﬁMNﬂ?WNLM@JWSﬁ@J (X=3.69) LALA5TYLLIAINITHYITIUNIATIUY

AMUINNZEL (X= 3.65) AUSIRU AN 1

A13197 1 LanAiafelasdu et uuiInsgIuYeIsERUBIAUIENaUNINSYiBaTieINdnase

nsinaulavieuneivyarauUanrtvenguEtuveuAatunvg

a9AUIZNaUNNIIMSTiRWigNdwNasan1sdnaula oL dwubsauu
L4 e Y ALRRY wawna
vieafigafiuyarawlanitin NINTFI

yavngUanemslinusssuilanisu 3.26 0.96 Uunand
nngUaneneiienanual 3.30 1.02 Uunang
nngUanenedanuiaula 3.71 1.08 ly
eraneUanenalinLaILy 3.58 1.11 1N
AanssuanunsaaisUszaunsaininala 3.78 1.11 ly

3.86 112 an
fidumadntiagavuneUanennelavaneiduni 3.38 1.15 Uunans
anmauuliunsgIusazasaInaule 3.78 1.20 1N
fisnansnsauzuinisainiaue 3.89 1.18 ly
fidumadenlosilundsieadiendu « 3.75 1.22 3170

Suuazuemsiissnedndusessuinveadion 3.82 1.11 170
anuiivensafissnedmsusossutnviondien 3.63 1.13 170
flusnssasu-deinvieadien 3.78 1.07 170
Yonhavenuaiiiamesanisldy 4.08 1.10 110
fgudusnmstemaetinvieadien 4.02 1.06 1N

anuiinldnmsgu avenn wazdasnde 4.12 1.04 1
aouiiinlndfuurasieadien 3.83 1.11 110
anufiinilussenniedia 3.90 1.11 110
aouiiinTiieswedmsutinvioiies 3.88 1.10 110
anufivnsn ey 3.92 1.10 170
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a9AUIZNaUNNIIMSTiRafigNdwNasansinaula oL dwudsauu
D4 e Y ALY ulana
vieagafiuyanauwlanuiin UINTFIU
sUwuuAInTIHdAIIgay 3.69 1.05 170
SEELIANNITNTINAINTTULANUALN T AL 3.65 1.12 170
Aanssuilmnulasnsne 4.11 1.08 170
Pnvinaiienleidiusiuiuianssy 3.57 1.11 1110
Aanssudveakauvisesaianuiaula 3.62 1.24 1110

d9uil 3 NaNIIVIRFRUANLATIU
A5199 2 LUSUTIEUANULANANUBISEAUDIAUSENBUNIINSYIBUNeINdINasan15enaula

vieuenfivyaraLUanntiveInguEtureuAatuNmME Juuna1me

L A
29AUSZNAUNIINSVIDUNEINEINAADNTS

o4 , ¥18 (N=15) e (N=110)
andulavieaieanuyanawlanuti t p-value
x SD. x SbD

sudsisgala 365 102 351 092 570  .668
ANUAINAILNTATUNTLUNE 387 112 371 105 521 820
FUAISIIEANEZAIN 409 093 384 097 961 882
FuanuTiR 407 113 391 099 562 611
AUAINTI 391 1.02 370 096 772 764

* p-value < .05

INAITIN 2 NMSUT U SUAINULANAN9YDISEAUBIAUTENDUNIINSY DN BT dINARD

n1sdndulaviesigfuyanaLUaniiIveINa UL Y UBRUAATUNINE TIWUNAILNA WUTT LNAT

¥

wansiedudsraliseauasAUsznounnsvienngllun1sdndulaviesnerfvyanawuanmi

C)

TalpinaffupgnetidudAneannnseau .05

o
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AN57199 3 WIULTEUAINUBANANURISEAUDIAUSENBUNINNSYIBLNeNdINasan1sAnaula
ViougInuyARaLUantvenauuYe URATUNIMA FIUUNANDNE SEAUNITANE

213N wazsele

aedUsEnaUNINISe e afidamasenis anwurUTzTINIAEAS

dndulaviendientuyarautanyth 91y LAUMIANY 87N s1eld

sudsisgala liuaneine ldueneine uensiie ladueneing
F=.87 F=.88 F =353% F=1.03

Sing = .42 Sing = .45 Sing =.01  Sing = .39

ANUAIINAILNTATUNTLUNE launnsne  Tadusneng uAnENe  lueneng
F=.21 F=.15 F =293 F=.72

Sing = .81 Sing =.93 Sing =.02 Sing = .58

U IIEANEZAIN launnsne  lduensne Llusndns Llusneng
F=.14 F=.54 F=197 F=.65

Sing = .87 Sing = .66 Sing =.10 Sing = .63

FuanuTiNn launnsne  lduensne Llusndns Llusneng
F=.70 F=.84 F=175 F=.77

Sing = .50 Sing = .47 Sing =.14  Sing = .55

AUAINTI launnsne  lduensne Llusndns Ldusneng
F=.11 F=1.29 F=200 F=.91

Sing =.90 Sing = .28 Sing =.10 Sing = .46

* p-value < .05

31NM1199 3 NITUTHUIEUAUUANAIIYBITEAUBIAUTENBUNINTVIB N BN danasie
nsandulavisaneiuyanalUanninveinqud TureuRaluinma 9uunmueny seAun1sAny
917 wars1eld WU 918 SEAUNIANYT wavTelaniuand1eiudnalissdvesdusenaunig

mMavesiigfdmadonsdndulaviesieivuarawanuiilisiieiu luvae o infuandsiudma

[y

IsgauesRUsznounImMvisuigtndwasian1sinaulavisuiierfuyaraudanntinuiwiagala

'
o w a

uazAUANLEILTalUNTNRANAA U 1l AR NSERATNISE AU .05
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A5199 4 LUSUTIEUANULANANUBISEAUBIAUSENBUNIINSYIDNeINdINasan15enaula

ViougIfuyARaLUantIUEIRIgalakarATUALAIN T LUNITIINE ThUNA1Y

TN
I's v v a CY% (R
29AUsZNBU . .4 UnGew/ Susms/ §sie winew waidnu
4 1IN ARdy .. G . o
N9N5YIBTIEN nAner  $§dewna douda usEm /Wetnu
audsnagala  dnSew/
o 4.30 - 87* 93*  .90* 42
YnAnw
SUs1WANS/
o 343 - - 06 03 -44
FIamia
§INREIUM 3.37 - - - -02 -.50
NUNNUUTEN 3.40 - - - - -.48
WUt/
o 3.88 - - - - -
Nauu
AUAMNANNITD  UNLSEL/
o o a.54 - 74 1.05*  .91* 57
Tunswnia InAnN
SUs1WANS/
o 3.80 - - 31 17 -18
FIamia
§INREIUM 3.49 - - - -14 -.48
NUNUUSTEN 3.63 - - - - -35
WUt/
NaUU

INENTNN 4 NAIINNITHATIERAILHANANTIEAVBINIUERIRATY TIMUNAINITN WUT
AauveuAatunmanilendndniseudndny (X= 4.30) fisyduaaiussdisznauniinsieaiiedi
danananisiadulavieanierduyanailanaudafagalauinnidg i usenaue¥niusivnis /

$PIamAa (X= 3.43) 559dusia (X = 3.37) wagninauusen (X= 3.40) dmSumuAuauise

'
a = o 1 =

Tunsinie wudn gruveuAatiunnandedninisew/dndnw (X= 4.54) fisgsuAladeunnniigm

o w

UsENauanTngsna dus (X= 3.49) uasntnauuium (X= 3.63) egelideddgyvneadiniszau .05

o
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anUseNan1TANe
Aeufl 1 a3dUsznouNeNsvisndieafidmwasionsindulavieafienfiuyanautanmth
naufTuveUATUNMABUAYe LUy ARALUANTT MnesdUsENBUNINYiDTlE Y
dsrsgelafifanssunmeluvawieaiisrmunsnaiissraunsaiiuiauls nudafuumdsioadiend

a

asnuilTausIsunlaauasnoulAIunenaN Yl danRaaITULLIAAYDY Dickman (1996) Aina1n

11 dsiegela ferlussduszneuifianuddapduegienn mszdudeiifsgeliinvieaiioniunis
umieaiirluwndsieaiioaty 4 lnsuvasioudieaiidedewinaeiasigalaliinviondeadun
Douvy dmiussAdsznaunsnsvieniion suanuaunsolunsidnis wuin nguiiduveudaliu
inviddaduladumsisadivaiuyaraulanuii mailsnarsisazuinisedisainiaue lagannsa
ddagamneUaensldieuaraznin Snvisanmouulunisifunsldimsgiu uasanmnsoduma
W wmaioniondonlesdu o I¢ JeaenndostunuiAnuas Tourism Western Australia (2008) 7i
na1791 uawionfienazdedszuuauuiay deUsznevlddieidunianisiiumns anuniouveq
grunvuy nuuagluanindd nnfumeiidfelding uazanuazenaute Sndadisauluienis
AunmsanuealagiSnsdu o fidanuaznin nasnauguszneunisvuds WesuleauayAIN
Tiduinvieniisaludagamnevatene luvasiiosdUsznouniamsvisaiion dudssnuisaii
agan WU nauAdureuAaduinmadadulafumeisadisrtuyarauannii mafinisuinig
AssruaanuaraIni « Mifteanoromsldou 00 Feahaven Suduasiuevnsiitnaam
anuilsensaiifinnuasafonavazaan suddlquiuinmstiemdetinveaiiediifiuszansnin lne
dawreauazaIneng o Tuwndwiondisamdteuazdvrowanitniau denndestunIAnves
Dickman (1996) fina1vi1 dsduieanuazainfiddayusenaudie anuuinisiliuiniseng q ded
AunMLAETiBmesiarLiessYesinvieniisy AnamaInuaneYesies uazdoyanisuing
vipafien mavinsinilsardaamerd sudduifisyinvesundmoadioatu q Tnsdsd e
agmnnenisviesisndudsistiglidnveadivaldfuanuazmnauisnaziiruaulunsiduma
vigaiflen

UANANUBIAUTENBUNNINTVIBUNLT AUaDIUNNN WU NfunTuveuAadunmadndula

[
a v

Aumaviosiisatuyaeauvanui winaauiinldunnsgiu daunm aze1n wazlasnsdte Snis
anufiinisaumnzauuaziifismed mivinvieaiion swdediusseinaiia aenndesiuuudn
vown WasUsuiass (2550) Idndnininviendedlienuddyduanuiinludowesnmamidy
og1a11n TnslannzluiFosvesnuarenveeiosin A9 8ANNAZAINGN 9 LagauUaon e
sAUsENOUNINSYiBafie) Mudanssu wud nauiidureudalunmadadulaiumesvioniieaty

yaraulanmin mnfanssudanulasnds FegUuuufanssuuarszesiia1n1sinsinfanssuilay
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=

wanzay TnsAanssuidsisgaluveseiainala sudadufenssufifinnarivaiouazannuas
aeandastualstius §Ae1Uslamd (2564) nd1271 unasieaiisafinsdafanssunisvieniiend
Uaenfouaziiuaty Sniilanuvannvansuazihalalunsidenyhianssy dwaliinvieadieaiidn
FruAanssunsei oaldaiiuguazszaunisallug 9 Lazaennd oatuLLIAATDY
Puad Mat Som & Ader (2011) ldina1i1 Wnvieasadeanisfanssunisvieniisivainvanglu
sTriumsfunsisnisviedeuvuuvamaaien lngdnviouielnruaulofanssunnniinig

WuLNevULUURal

paudl 2 WisuifsuanuuanensesTEAUBIAUsENaUNIMTYe L iBaTidwmasonisinduls
vieaieafuyanautanyiivesnguiuveudatiuniva

MsiSeuIfisuAuuANAeasERUBIAUSENBUNINNS B B fidawasionisindvla
visuinrfuyarauanrinvesnguiTureuAaliuinIva Suunaame o1y sefunsAng wazsele
seieuvaInguliureuAatiunmanunndaiulsifnaessduszneumansvionieiidmasions
snaulavioadiortuynrautanudwidududsisgala arwannsalunindids Asiwearuaznn
anudiin u,axﬁaﬂsiuLﬁaqmﬂmilﬁumwiaqLﬁaﬂﬂé’mwmaﬂmamaﬁ?u N190139UNINTINVRY

Y]

Unvisaiieraunsainsuliianewaznge saudnsiumadiangaganalgUatennanineannie

9

ansaaununle anvisdagduanunindnisimuasavesiniviainualedu dnvieaie?

aunsadan bz aufuANNARINTwars I8 lAURIlniaaen NedelidenuiennuasaInusnIsi

o =

Ailsiannuvasafonazanumngauuiinvioniion lasdunsuinisilifnnsuiueninasdy
weln 01gvinlvg Msfnwnsedula saufenelduiila fanistiRenssunasnisuinisivanzanuay
aendpazfunsaiuaisauiulauadliinvondienfumaioniisrtuyeeautanmiunndstu
Fslaiaonndesiugua 1gasedna (2542) IinandaneuAnsulssansindunguinlivdnns
vosanudumaduna nafengfingsusng q vesyudiiaturnnsidussisduannisuanin

v A LY a A

nzeu neAnssUvetYAnanilenyeyluufeifuasiinginssunuuinedny wasgvdglanuueildy

o

= a

LAZNOANTIULANANIINEYE yrAaTidiauaudivisssrnsuanaiuiiilonianasingfingsud

9

LLmﬂGmﬁ’uIUé’astmJLmemﬁm'fmaﬁquwﬁndmé’mmaﬂ Defleur and Bcll-Rokeaoh (1996) i
osutgimAnssuesyanaiisadeatudnuneing 4 madszeins ednvasmaranusoeiuield
AeyanaiiingAnssuadnendstuinazeglunguifady asuldiyanafifidnuazniaszang
pdpfiu axdinsAumaiondlendiedetu Snvdldaonadosiuasissn lvsavsuina (2558) Al#
Mn1sfnsnszuaunisdaauladunisluvendierdenuied (Freelndependent Traveler) 04
nveadisynlng na1nin dnvagmalszansmanifisnstudssadenisdndulaiumsioniion

waneneiu seaunsAnwkagglandnsiutudmareisnisuasdemslunismdeyalunisiiiuni
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vioafienisnetu liiezdulubesweanadenyiianssusiis q wazgemnedanemaiiaziiumaly
vipaiflen

dwsunsisuiisulnsduunauerdnvesngui JuvevAatiuinmaiuanssiuinase
pafUszneunsnsviesfiiidsadenafndulavioaisatuyanauanutivislugudsiagele ua
suanuasnsalunsidfdiuansetu TaenguinGsuuasind@nuldlimuddalufudsisgals
Ypsunasvissfiganarmaiiumadifuvasissiionduddgminninguedndy 4 aeandeiv

PWieSaY viueden (2557) levinnsAnwifetadeninanenisdndulavieaietlsemadaalusvas

dnvisudierynilve wuin odnidiulinasenswginssunisvisaiieauazsindulavesinvisaiien

Paauauuzdmsunmsinluly

Tolauauuznnan1sise Jadeesduszneumsvioniieafidsmasionisdndulavieaiisaiu
yarauUanyii nsdiAnunguddureuatiu lihnamsidenausuusdall

1. fuszneumsmeluuvamieailen mstimsiannasisgelalaglinsmnuduendnuaiuas
fausssuillaniduresaniuiivesiisaduly itofsgadnieadeafuidou Sniuianndsiagalals
wanzauduinviefisaudaznguerdn TnslawmizegsdanganiniFeuuazindnn dadungudild
auddyiudsisgalalumsdaduladumsissiieiuyarautannii Tngmsiaundsiagaly
sUkuUrRINSvia s unan Sy (Fungeds, 2564) Aanssulanlau 09 wislnafs wagtuadus
viofanssufiaiuvinue nadndsauvasinvieaiioangud E¥annsooulay, 2565) ludanisata
widnduntenisanusses wemsnuneluuvawisadion ielidnvieuflsannsadesuuasnadag
defifeld osntiveaiivanguinFeunazindnudnivgazegluianaumeisiu Z Ssiuveu
mamegU Tasnsveadisusiarafrdionimnnnd 50 amsietu Tasre UL AL Y
vudefifiy (brandbuffet, 2562) uananigusznounisnieluwasieaiisrmsiinsdaiansaunis
vioadipalidauvannuatsunngsdu TnedRanssudinniaserganunsadisuld WedeliiAnnis
dnalafumavieaiisnaenaunsnduiiieisn

2. mhonuiifedesiiguanisvieaiion mslianuddgiunmsimundsneanuazan
lisnduduomsuaraniufitensofinsialfifeamedmivsesuinvoniior Henhfifanu
avenn sulufsnadhdauvasiondisafiferwasmnddsldietomssnswarsndini fudu
AsfitnvieaiieanguiiniSeuinAnulimnuddydusdrsannlunmsindulaveaiisafuauuanmth
Tnganmounlumadhfuvawieafiemslfinassu ansodumadedlssluumdsioniiondu
dmiusaansisaiasiiuinisessasiae

3. fseneunisnsluuvasieniion Tullagtuinvionfieniinnudesnisimunszezaly

ASLHAUNIIAYAILDY LAgEILNTALEDNLNAIVIBLNEIN e INLRUN Ll UVBNY) L @N31U1MISHR8N
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Sutsenu Natiluiugusgneunisunieimsiniilusunsunisiesiedlnl 4 ludnvieaniealaiden
muAuRens neanglulusunsumsiiiudaselviinvieunemSeunsiudeyanisiiuniamesiiies

ielitnvieaiigiinanuayniazausuluianssuminvisangtee s

Forauauuzdmiuauideadedely

1. mefeluadsdimuntafofidmaniion 5 Frusiniu fe adedudsiela dadeduns
Wi dedesnudssruneanuazain Yadusuanuiiin uaztadesufanssy deenaasdeiitade
frudu q fidmasenisdndulariendisn lnensdnwiladeiidmanisvesdioslududuazainge
vilviearhlulsuiudy o fdsmadensdndulaviesiisiuyarautanmiile

2. msimsnwiamgAnssumafunsisniistuyaraulanveanguiiuveudaluiniva
diethuansitesnliusslenflunmsiaundunsiesdiedlimeulamdinvionisnguiandedu

3. mshmaiiudeyalasnsdunualiinviesfisniieideyailfnatuayudeyadesua
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Abstract

This study looks at (1) the travel behaviour of long-term foreigners living in Thailand,
and (2) investigates the influence of demographic factors on foreigners’ travel behavior in
Thailand. It is quantitative research using a self-administrated and online questionnaire survey
of 560 long-stay foreigners in Thailand. Both descriptive and inferential statistics are used to
analyze the data. The results are that most respondents in this study have lived in Thailand
for more than six years for work purposes. They rent a condominium or serviced apartment.
The family members are two-three persons. And they travel once in every four to six months
for relaxation and sightseeing. Hypothesis testing shows that these demographic factors have
an influence on travel behaviour. As a result, tourism authorities and businesses can adopt the
results from this study for their marketing plans to help stimulate the tourism activity of
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Introduction

Thailand is target country for many international tourists for travel and long-stay
tourism. It has many things to attract them, such as nice tourist sites, cultural interest,
reasonable climate, and low living costs. As a result, the trend in tourism in Thailand shows a
continuous increase. Tourism is an important income contributor to Thailand (Kummaraka &
Jutaporn, 2011). Thus, the amount of long-stay tourism can be used to predict the changing
patterns of travel behaviour to provide more knowledge of, and experience of foreigners in
Thailand (Kummaraka & Jutaporn, 2011). Thus, there are many past researches on tourist
behaviour in Thailand for example; Pimwipar Trachuwanich and Nattapong Punnoi (2022) had
studied tourism behaviour of quality tourist in Thailand; and Kamonwan Choeichuenjit and
Watcharapoj Sapsanguanboon (2014) on foreign tourists’ demand on thai cultural tourism
supply chain. Therefore, the study regards the tourism behaviour of long-stay foreingers has
been neglected. In addition, many studies had been conducted on long-stay tourists such as
the opportunities and difficulties of long-stay accommodation in Thailand (Muthita Phiromyoo,
2011), Model of Long Stay Tourism for Korean Tourists Visiting Thailand: A Case Study of Chiang
Mai Province (Chonthicha Rungsattra, Keerati Trakansiriwanich, Weerapon Thongma, &
Yutthakarn Waiarpha, 2021); however, the context of travel behaviour of those foreigners who
stay in Thailand for more than 3 months in a year had been neglected. As a result, this paper

will fill the academic gap of such lack of study on this particular group.

Recently, the coronavirus pandemic (COVID-19) has occurred (Choe, Wang, & Song,
2021; Yu, Park, & Hyun, 2021) and critically affected the global tourism industry (Gc;:ssling, Scott,
& Hall, 2020). Since the start of 2022 however, there have been some measures taken to relax
travel and tourism restrictions by further defining important measures such as social distancing
or frequent cleaning, and always wearing a mask (Qiu, Park, Li, & Song, 2020). While these
activities adversely affect life behavior and tourism, they are inevitable until the pandemic is
declared finally over (Warach Madhyamapurush, 2022). Hence, tourists are at the heart of travel

and tourism industry. If the industry continues to grow as projected, it is imperative that tourism
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professionals who are responsible for serving the tourists understand their needs and

behaviours (Chompunuch Jittithavorn, 2007).

Literature Review

Tourist behaviour

Travel behaviour can be defined as the physical movement of persons outside their
reference locations for any purpose (Axhausen, 2007). The other basic elements, which need
to be fixed or chosen by the traveler, are: the purpose of the activity, the timing of the activity
and by implication of the associated movements, duration of the activity, location of the
activity, which is normally requested at a level of detail convenient for its recall by the
respondents, participants in the activity, and the expenditure on the activity. Poon (1993)
believes that tourists are the products of changing population demosgraphics and are more
experienced, flexible, and independent-minded. Tourists can change their values and lifestyles,
which affects tourist demand (Choibamroong, 2006).

Schiffman and Kanuk (2009) assumed that studies of consumer behavior should focus
on how people make choices to spend their resources, including period of time, funds, and
work on items. Also, these actions are directly concerned on selecting, obtaining, using, and
removing of goods and services and perceptions to meet their satisfaction, including the
purchasing decisions that preface and follow these actions (Richard, van der Pligt, & de Vries,
1996). But social factors psychological factors, marketing and consumer characteristics are also
important in understanding the criteria effects on customers (Karantinou, Hogg, & Lewis, 2006).
According to Karantinou, Hogg, & Lewis, (2006) marketing criteria should cover the activities
and inputs of manufacturers and distributors in terms of marketing mix, brand, products price,

place, and promotions.

Therefore, the mentioned theories are the foundation for this study in order to
understand into the travel behaviour of those foreigners who stay in Thailand for more than 3
months annually since there are very few studies on this study on this particular group. It is
undoubtedly that the travel patterns of this sroup might be different from those tourists who
visit Thailand for short period.
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Long stay foreigners in Thailand

The history of the Long Stay Foundation goes back to the “Silver Columbia Plan ‘92”
launched by the former Ministry of International Trade and Industry in 1986. This was a
government-led project to promote residing overseas as a way to live a prosperous second
life after retirement (Ono, 2008). Intararat, et al. (2006:10) stated that long stay tourism is
different from general tourism, in which the former must develop the following: 1) preparation
of standard accommodation and it must be inexpensive; 2) preparation of accommodation
equipped with convenience facilities suitable for long stay of aging people; and 3) preparation
and collection of convenience facilities on health care and for various activities. This is not
only for relaxation it is also for physical/emotional aesthetic reasons. Also, the following
facilities support long stay programs: good transportation services, language support, good
communications, suitable visa programs, banking, self-development opportunities, and so on
(Rungsattra, Trakansiriwanich, Thongma, & Waiarpha, 2021).

The Thai government has passed a cabinet resolution to establish the Thai Longstay
Management Company Limited, with the Tourism Authority of Thailand as a joint shareholder
with the private sector to provide convenience services to foreign tourists wishing to stay for a
long period of time within Thailand. The Cabinet had a consultation meeting on September
15, 2020 at which it: (1) agreed to the guidelines for the exposure to special tourist categories,
the Special Tourist VISA (STV) as proposed by the Ministry of Tourism and Sports; and (2)
approved the policies of the Ministry of Interior on permission for certain types of aliens to
stay in the Kingdom in a special case. According to the Ministry of Tourism and Sports, it can
be offered for 90 days at a time, and when the permission is expired it can be extended for
two more periods of 90 days for a total of 270 days (Ministry of Tourism and Sports, 2020).
This research has paid attention to foreigners who stay in Thailand for more than 3 months

annually regardless their retirement or long-stay employability.

COVID-19 pandemic

A new coronavirus disease known as COVID-19 was first introduced to the world in early
January 2020 in Wuhan, People’s Republic of China (PRC) (Abiad et al., 2020, p. 1). On January
30, the World Health Organisation (WHO) declared the coronavirus outbreak an international
public health emergency, and the disease was officially named COVID-19 on 11 February
(Coronavirus Disease [COVID-19] — World Health Organisation, 2020). Tourists to the Asia Pacific
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Region was the first to suffer from the impact of COVID-19 after a 35% decrease in arrivals in
Q1 of 2020 (United Nations World Tourism Organization (UNWTO), 2020). Thailand detected its
first domestic case on 20 January 2020, when a 51-year-old male taxi driver who had
encountered Chinese tourist passengers in his taxi and had no history of travel to China
presented with the symptom of frequent coughing (Pongpirul, Pongpirul, Ratnarathon, &
Prasithsirikul, 2020). Even though the World Health Organisation (WHO) declared the
coronavirus outbreak a ‘public health emergency of international concern’ on 30 January,
Thailand announced that tourism in the country was taking place as usual, and reiterated that
the country was working closely with the World Health Organisation (WHO) to ensure that the
situation was controlled (TAT Newsroom, 2020a).

From 25 February, the Tourism Authority of Thailand provided the clarification from
the National Communicable Disease Committee of Thailand (NCDC) regarding a move about
declaring Coronavirus Disease 2019 as a dangerous contagious disease (TAT Newsroom, 2020b).
This declaration was essentially to step up the safety measurement, which subsequently
affected the next step of implementation from Thailand as related to travel restrictions
(Asunee Na Ayudhaya, 2019).

The objectives of our study were to:

1. study the travel behaviour of long-term foreigners living in Thailand during COVID-19
pandemic; and
2. investigate the influences of demographic factors on foreigners’ travel behaviour in

Thailand.

Research hypothesis is: Demographic factors influence foreigners’ travel behaviour in
Thailand:

H1. Demographic factors influence foreigner travel behaviour in Thailand (main purpose
of stay in Thailand).

H2 Demographic factors influence foreigners’ travel behaviour in Thailand (frequency
of travel within the country while staying in Thailand).

H3 Demographic factors influence foreigner travel behaviour in Thailand (favourite
region to travel).

H4 Demographic factors influence foreigner travel behaviour in Thailand (favourite

activity while travelling in Thailand).
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H5 Demographic factors influence foreigner travel behaviour in Thailand (greatest

concern when planning for vacations in Thailand).

Conceptual Framework

» Gender « Main purpose of stay in Thailand
+ Marital status - Frequency of travel within the

. Age country while staying in Thailand
+ Occupation « Favourite region of travel

« Income « Favourite activity while travelling
« Family member/s in Thailand

« Length of stay in Thailand - Greatest ceoncern when plan for
+ Region of origin vacation in Thailand

\_+ Mainly living in Thailand ) \_ J

Research Methodology

This study uses data from questionnaires designed with reference to our review of the
literature on related past research. In this study, the questionnaire was used to measure the
behaviour of long stay foreigners as tourists in Thailand during the COVID-19 pandemic. The
population is foreign tourists with long stay status in Thailand. The respondents of this study
are those who live in Thailand for more than 3 months annually or those who considered
Thailand as his or her second home. Using statistics, referenced in December 2020, there were
6,556 people in this category (Ministry of Tourism and Sports, 2020); therefore the target
sample as of the calculation using Taro Yamane table is 375 with confidence level of 95
percent. Within this research, the researchers planned to collectthe questionnaires by using
the non-probability sampling technique convenience method.

The researchers distributed a total of 600 questionnaires in six provinces in Thailand
through domestic travel agents who serve foregin tourists as well as through accommodations

for those long-stay foreigners (as addressed below), but the response was low. As a result, the
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researchers had to change the questionnaire distribution to an online survey through the
networks of the reserchers and snowball of the respondents’ networks. The number of
respondents was 560 in total both from questionnaire distributions and online survey and was
thought affected by the decreasing number of foreigners living in Thailand due to the COVID-
19 pandemic (shown in Table 1). As a result, the researchers could not clarify the number of

response from each target survey sites.

Table 1 Sample size and response

Survey site Sample size Response size
Bangkok 100

Pattaya 100

Hua Hin 100

Phuket 100

Chiang Mai 100

Khon Khaen 100

Total 600 560

The research tool was in closed-ended question format for which the researcher
reviewed the literature, concepts, theories, and related research to create and develop the
guestionnaire in accordance with the framework of this research to completely able to answer
the objectives of the research. The questionnaire was developed then submitted to the
University of Phayao for the ethical in human approvals. The questionnaire was submitted to
3 scholars are the college of management, the University of Phayao for content validity test.
Then, the researchers distributed the questionnaire to 30 samples as pilot test for the reliability

of the research tool. The overall result of Cronbach alpha coeeficiancy is 93 percent.

The analysis of the data is divided as follows: Descriptive Statistics including frequency
distribution, calculating mean, percentage, and standard deviation, and inferential statistics.
analysis of the data from the study was used to test the relationship between the independent
variables and dependent variables to know the relationship between these variables more

clearly.
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Research Findings

Demographic characteristics

NsmraIvmanianeungd nginunna

Journal of International and Thai Tourism

Table 2 Demographic characteristics of the respondents (n = 560)
Demographic characteristics Frequency Percentage Rank
Gender
Male 203 36.3 2
Female 343 61.3 1
Not specified 14 24 3
Marital status
Married 203 36.2 2
Single 266 a7.5 1
Divorced/Separated 48 8.8 3
Not specified 43 7.5 4
Age
Less than 20 years old 21 38 4
21-40 years old 259 46.2 1
41-60 years old 224 40.0 2
More than 60 years old 56 10.0 3
Occupation
Self-employed/Business owners 133 23.8 2
Public servants/Government officers 49 8.8 5
Private company employed 175 31.2 1
Freelancers 91 16.2 3
Retirees 21 3.8 6
Students 84 15.0 4
Unemployed 7 1.2 7
Income
Less than USD 1,000 63 11.2 4
uUsD 1,001 - 2,000 224 40.0 1
UsD 2,001 - 3,000 84 15.0 3
UsD 3,001 - 4,000 105 18.8 2
usD 4,001 - 5,000 42 7.5 5
More than USD 5,000 42 7.5 5
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Demographic characteristics Frequency Percentage Rank

Family member/s

1 person 63 11.2 [
2-3 persons 203 36.2 1
4-5 persons 7 13.8 3
6 persons and more 21 3.8 5
I am alone. 196 35.0 2

Length of stay in Thailand

Less than 1 year 42 7.5 4
1-3 years 154 27.5 3
4-6 years 161 28.7 2
More than 6 years 203 36.3 1

Region (Continent) of origin

America 161 28.7 2
Africa 77 13.8 4
Asia 168 30.0 1
Europe 119 213 3
Oceania 35 6.2 5

Mainly living in Thailand

Bangkok and surrounding provinces 413 73.8 1
Central region 42 7.5 2
Eastern region 35 6.2 3
Northeastern region 28 5.0 4
Northern region 28 5.0 4
Southern region 14 2.5 6

From table 2, we see that most respondents are female (61.3%) whereas their
male counterparts were 36.3 %, and 2.4 percent chose not to specify their gender. Most
respondents (47.5%) are single, and 36.2% are married. Respondents (46.2%) are aged between
21 - 40 years old followed by 40% at 41 - 60 years old. The respondents of 31.2% are private
company employed, 23.8% are self-employed or a business owner, with unemployed at 1.2
percent. 40% of respondents earn between USD 1,001 — 2,000 followed by those who earn
between 3,001- 4,000 of 18.8%. Many respondents live in Thailand with 2 — 3 family members
(36.2%), followed by those living alone at 35%. 36.3% percent of the respondents had lived

in Thailand for more than 6 years followed by those who had lived in Thailand between 4 -
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6 years (28.7%). Most respondents are from Asia, America, and Europe (30.0, 28.7, and 21.3 %

respectively). Most of the respondents (73.8%) live in Bangkok and its surrounding provinces.

Tourist behaviour

Table 3 Travel behaviour of long stay foreigners in Thailand (n = 560)

Travel behaviour of long stay foreigners in Thailand Frequency Percentage Rank

Main purpose of stay in Thailand

Work/Profession/Business 308 55.0 1
Married to local 77 13.8 2
Study 7 13.8 2
Health and medical care 42 7.4 5
Holidays, leisure, recreation 49 8.8 4
Others 7 1.2 6

Frequency of travel within the country while staying

in Thailand
Once every 4-6 months 238 42.5 1
Once every 2-3 months 175 31.2 2
Once a month 112 20.0 2
Twice a month 7 1.3 [
Three times a month 7 1.3 4
Every week 21 37 3

Favorite region to travel

Bangkok and surrounding provinces 203 36.3 1
Central region 70 12.5 3
Eastern region 49 8.8 4
Northeastern region 35 6.3 6
Northern region 42 75 5
Southern region 161 28.6 2

Favorite activity while travelling in Thailand

Relaxing/sightseeing 238 42.5 1
Enjoy health and wellness 49 8.7 3
Shopping 21 3.8 8
Enjoy cultural activities a2 7.5 4
Enjoy eating Thai food and beverages 77 13.8 2
Enjoy sport activities 35 6.2 6
Enjoy nightlife/entertainment 35 6.2 6
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Travel behaviour of long stay foreigners in Thailand Frequency Percentage Rank
Enjoy adventure tourism activities 42 7.5 4
Others 21 3.8 8

Of greatest concern when planning for vacation in

Thailand
Safety & security 63 11.3 3
The attractiveness of tourist attractions 119 213 2
The price 147 26.3 1
Easy access & transportation 63 11.0 3
Cleanliness & hygiene 21 3.8 7
Destination reputation 35 6.3 6
Tourism activities 56 10.0 5
Others 56 10.0 5

When considering the travel behaviour of long-stay foreigners in Thailand, the results
show that most respondents stay in Thailand for work or profession, or a business reason
(55.0%), followed by being married to locals or for study purposes (13.8% each). 42.5% percent
of the respondents indicated that they travel within Thailand once every 4-6 months, followed
by those who travel in Thailand once every 2-3 months and once a month (31.2% and 20.0%,
respectively). Bangkok and surrounding provinces are their favorite destination region followed
by the central region (36.3% and 12.5% respectively). Respondents of 42.5% said that they
enjoy relaxing and sightseeing as favorite activities while travelling in Thailand followed by
those who like to eat Thai food and beverage at 13.8%. Most respondents said that their
greatest concern when planning for vacations in Thailand are the price followed by the

attractiveness of the site (26.3% and 21.3% respectively, as shown in table 3).

NsmaIvimamaneungdIngininma ya o o o
Tjﬂ 19 aUuUn 2 NINGIAN - THINNN 2566

127




Hypothesis testing

Table 4 Demographic factors that influence foreigners’ travel behaviour in Thailand.

Demog Foreigners’ travel behaviour in Thailand

raphic factors Main purpose of  Frequency of Favourite regionto  Favourite activity —Greatest concern

stay in Thailand travel within the travel while travelling in ~ when  planning
country while stay Thailand for vacation in
in Thailand Thailand
Chi- H Chi- H Chi- H Chi- H Chi- H
Square test Square te  Square test Square test Square tes
st t

Gender 29.029* 72.300% 73.410% 84.401* 104.451*

Marital status 137.767* 149.461* 176.952* 242.007* 190.529*

Age 273.397* 157.037* 109.366* 357.439% 190.984*

Occupation 796.317* 130.254* 198.743* 460.556* 420.238*

Income 284.313* 219.037* 197.239* 359.439*% 308.009*

Family 226.021* 78.521* 130.067* 444.525* 137.058*

member/s

Length of stay in  177.849* 121.222* 137.373* 217.878* 168.686*

Thailand

Region 377.285% 150.398* 316.221* 365.588* 330.715%

( continent) of

origin

Mainly living in  256.050* 51.975% 120.343* 475.880* 186.964
Thailand

Hy: Demographic factors influence foreigners’ travel behaviour in Thailand (main

purpose of stay in Thailand).

From the Chi-Square test, demographic factors, and the main purpose of stay of
foreigners are related. Since the significance value is less than 0.05, it is considered to accept
the hypothesis and we conclude that demosgraphic factors influence foreigners’ travel
behaviour in Thailand (Main purpose of stay in Thailand). Thus demographic factors influence
foreigners’ travel behaviour in Thailand (frequency of travel within the country while staying

in Thailand) (shown in Table 4):
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H,: Demographic factors influence foreigners’ travel behaviour in Thailand (frequency

of travel within the country while staying in Thailand).

From the Chi-Square test, demographic factors and frequency of travel are related.
Since the significance value is less than 0.05, it is considered appropriate to accept the
hypothesis and conclude that demographic factors influence foreigners’ travel behavior in
Thailand (frequency of travel within the country while staying in Thailand). Demographic factors

influence foreigners’ travel behaviour in Thailand (favorite region to travel).

Hs: Demographic factors influence foreigners’ travel behaviour in Thailand (Favourite

region to travel).

From the Chi-Square test, demographic factors and frequency of travel are related.
Since the significance value is less than 0.05, it is considered appropriate to accept the
hypothesis and conclude that demographic factors influence foreigners’ travel behavior in
Thailand (favorite region to travel). Demographic factors influence foreigners’ travel behaviour

in Thailand (favorite activity while travelling in Thailand).

Hq: Demographic factors influence foreigners’ travel behavior in Thailand (favourite

activity while travelling in Thailand).

From the Chi-Square test, demographic factors and frequency of travel are related.
Since the significance value is less than 0.05, it is considered appropriate to accept the
hypothesis and conclude that demographic factors influence foreigners’ travel behavior in
Thailand (favorite activity while travelling in Thailand). Demographic factors also influence

foreigners’ travel behaviour in Thailand (greatest concern when plan for vacation in Thailand).

Hs: Demographic factors influence foreigners’ travel behaviour in Thailand ( Greatest

concern when planning a vacation in Thailand).

From the Chi-Square test, demographic factors and frequency of travel are related.
Since the significance value is less than 0.05, it is considered appropriate to accept the
hypothesis and conclude that demographic factors influence foreigners’ travel behavior in

Thailand (greatest concern when plan for vacation in Thailand). The hypothesis testing for
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demographic factors influencing foreigners’ travel behavior in Thailand is accepted, the

alternative hypothesis in all aspects of the significant value is less than 0.05.
Discussions

The results suggest that the tourist behaviour of long-stay foreigners in Thailand is
secondary to the main purpose of their stay in Thailand, which is to work. They travel in
Thailand once every 4- 6 months, while their favorite travel region is Bangkok and its
surrounding provinces. Their favorite activity while travelling in Thailand is relaxing and
sightseeing. Their greatest concern when planning for vacation in Thailand. was the ease of
access to tourist attractions and transportation. However, Xue & Zhang, 2020 suggestted that
among the factors that influence tourist behavior, travel distance has been found to be a
critical one that is directly related to tourists' choice to visit a destination and their behavioral

patterns after they arrive.

The hypothesis to answer this research objective is: Demographic factors influence

foreigners’ travel behaviour in Thailand. The results are as shown in the table below.

Table 5 To investigate the influences of demographic factors on foreigners’ travel behaviour

in Thailand

Hypothesis Accept Reject

Demographic factors influencing foreigners’ travel behaviour in Thailand
H1 Demographic factors influence foreigner travel behaviour in v

Thailand (Main purpose of stay in Thailand).

H2 Demographic factors influence foreigners’ travel behaviour in v
Thailand (Frequency of travel within the country while staying in Thailand).

H3 Demographic factors influence foreigner travel behaviour in v
Thailand (favourite region to travel).

H4 Demographic factors influence foreigner travel behaviour in v
Thailand (favourite activity while travelling in Thailand).

H5 Demographic factors influence foreigner travel behaviour in v

Thailand (greatest concern when planning for vacations in Thailand).
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It was found that demographic factors (gender, marital status, age, occupation, income,
family member/s, length of stay, region of origin, and mainly living in Thailand) have an
influence on foreigner’ travel behaviour in Thailand (main purpose of stay, frequency of travel,
favorite region to travel, favorite activity while travelling in Thailand, and greatest concern

when planning a vacation in Thailand).

Theoretical Contributions

This study makes an insightful contribution in the impact of COVID-19 pandemic by
investigating demographic factors influence foreigners’ travel behaviour in Thailand. It adds a
value in one of the strategic niche areas in the tourism industry in the country, long stay
foreigners. It offers a valuable guideline in the consumer behaviour of the tourists who stay
for a long period in the massively damaged periods in the tourism industry. Since, the travel
behaviour of the tourists has changed tremendously as a result of the pandemic. As seen from
the result of this study that the long-stay foreigners in Thailand paid particular attendtion
towards the safety and security of the third rank followed the attractiveness of the tourist

attractions and price.

Managerial Implications
The results of this study have benefits for different stakeholders and delivers a

managerial recommendations as follows:

First, tourism authorities and businesses can use the results of this study to plan their
tourism campaigns. It can be seen that most respondents travelling in Thailand for relaxation
or sightseeing travel once every four to six months and are more concerned about accessibility

and transportation to tourist destinations and attractions.

Second, Thai tourism industry practitioners have to investigate the primary reasons why
overseas tourists want to come to Thailand to stay for months of period. They should establish
strategic examination on what are the unique attractions and motivations that make overseas

tourists want to stay for a long period during the pandemic period.

Third, each region in Thailand needs to develop its own unique attraction to attract

overseas tourists in different destinations so they can stay not only in Bangkok areas. Fourth,
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each tourist destination in Thailand have to develop and promote diverse range of leisure
activities in each place so overseas tourists can stay for a longer period of time. Fifth, tourism
planners need to identify what have to be improved in order to have overseas tourists more

satisfied while they stay in Thailand.

Finally, academic institutions can use the results from this study as case studies for
their students, not only in the tourism field but also business administration. In addition,

researchers can use this study as a reference for their future research.
Conclusion

It was found that demographic factors (gender, marital status, age, occupation, income,
family member/s, length of stay, region of origin, and mainly living in Thailand) have an
influence on foreigner’ travel behaviour in Thailand (main purpose of stay, frequency of travel,
favorite region to travel, favorite activity while travelling in Thailand, and greatest concern

when planning a vacation in Thailand).

Limitations and Directions of Future Research

Due to time limit and the COVID-19 situation, the researchers were unable to conduct
intercepted questionnaire surveys at those survey sites as planned. Hence, the researchers
hadgathered the questionnaires through online survey instead. Therefore, it is suggested that
the future research of the same should have done through qualitative research methodology
for more in-depth details of the behavior of long-stay foreigners in Thailand. Moreover, the
comparative research can be done by comparing the behavior of those foreign tourist and
long-stay foreigners in Thailand to provide more data for the stakeholders in the tourism

industry.
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Abstract

The objective of this study was to determine the factors that contribute to customer
satisfaction in café establishments, focusing on café-hoppers in Bangkok, Thailand. The data
was collected through a combination of purposive random sampling and snowball sampling,
with the sample group being individuals who regularly visit cafes. The results showed that the
main factor influencing customer satisfaction is price, with a score of 28.24%. However, when
considering the sub-factors, Uniqueness of experiences was found to hold the greatest
significance, with a score of 10.60%. This was followed by Impression with a score of 10.43%.
The study also found that the sub-factors of Giveaway Promotion and cleanliness play an
important role in attracting and delighting customers. The findings of this study highlight the
importance of considering unique experiences, creating a lasting impression, and maintaining a
clean appearance for café owners to attract and retain customers. Café owners should
prioritize these factors in their management strategies to increase customer satisfaction and
drive long-term success. The study used the Analytic Hierarchy Process (AHP) method to

analyze the data collected from the questionnaire survey.
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1. Introduction

In recent years, the café restaurant industry has experienced significant
growth, particularly in Thailand, as a result of the increasing café culture among Thai
consumers (Pairoj, 2021; Phetpan, 2021; Suksomwat, 2022, THOMYACHATI, 2012).
Café restaurants offer not only traditional meals, but also a variety of alternative
services such as light meals, snacks, and drinks. These establishments also provide
spaces for individuals to socialize, work, and even serve as a working space for those
who do not have to go to the office or for freelancers seeking inspiration.
Additionally, many cafes provide visually appealing spaces for customers to
document and share on social media platforms(Lee et al., 2018). Despite the various
reasons customers may have for visiting café restaurants, there is a specific group of
customers that is particularly important for the growth of the café restaurant
industry in Thailand (Phetpan, 2021; Suksomwat, 2022). This group of customers,
referred to as "cafe hoppers" in this research, is characterized by their behavior of
visiting multiple cafes within a single trip or spending a significant amount of time in
a single café (“Cafe Hopper,” 2022; Pannara, 2021; Sansomedang et al., 2021). This
behavior is distinct from the typical customer who visits a restaurant to fulfill a
specific need and spends minimal time in the establishment. Furthermore, this
group of customers may have different expectations and experiences when using
the service of a café restaurant compared to the service of a general restaurant
(Banerjee & Singhania, 2018; Hansen, 2014; Pairoj, 2021; Sansomedang et al., 2021).
Therefore, it is crucial to understand what factors influence their decision to use the
service of a café restaurant. Through this research, the key factors that influence

customers with cafe-hopping behavior to use café restaurants will be examined to
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gain insight into the service characteristics of café restaurants and how they differ

from other types of restaurants.

1.1 Research Question and objective

The research question seeks to identify the primary factor influencing satisfaction
among cafe-hopping customers who frequent multiple cafes and examine its impact on their
decision-making process when choosing a cafe restaurant. By exploring this factor, the study
aims to uncover what drives customer satisfaction among cafe hoppers and understand how
it shapes their choices when selecting a cafe. This research question delves into the specific
preferences and considerations of cafe-hopping customers, providing valuable insights for cafe
owners and managers to tailor their offerings and attract this customer segment effectively.

1.2 Significance of the Study

This research fills a knowledge gap by examining factors influencing satisfaction among
cafe-hopping customers, advancing theoretical understanding of consumer behavior in the
hospitality industry. The findings have practical implications for cafe owners, aiding in tailoring
services to meet the unique needs of cafe hoppers and enhancing customer satisfaction. It
also enables comparative studies across cultural contexts and inspires future investigations
into niche customer segments and foodservice establishments. This study expands our

understanding of consumer behavior, bridging theory and practice in hospitality.

NsmaIvimamaneungdIngininma ya o o o
Tjﬂ 19 aUuUn 2 NINGIAN - THINNN 2566




2. Literature review

2.1 Overview of Cafe business in Thailand

According to Cambridge Dictionary(2022), a cafe is a "restaurant where simple and
usually quite cheap meals are served." In Thailand, the cafe culture has seen a significant
growth in recent years, with the number of cafes in Chiang Mai, the second-largest city in the
country, increasing by more than 100% over the past five years (Pairoj, 2021). The market value
of cafes in Thailand is estimated to be 23.4 billion baht in 2020, which is driven by the high
coffee consumption rate of Thai people, averaging 300 cups per person per year
(THOMYACHATI, 2012). The popularity of drinking coffee has led to the development of unique
and modern cafes, with various types of beverages, food, and snacks. This has led to a change
in the behavior of coffee consumption in Thailand and has made the country one of the
world's highest growth rates in the coffee and cafe industry. However, the cafe business is
considered challenging, with a high turnover rate, especially in the last five years due to intense

competition for market share.

2.2 The Café-Hopper

With the rise of social networks, individuals have become more expressive of their
personal identities. Platforms like Facebook, Instagram, Twitter, and TikTok have led to a
change in consumer behavior in coffee shops, as people use these spaces to express
themselves through these online networks (Scissors, Burke, & Wengrovitz, 2016). Additionally,
there is a growing group of people who make drinking coffee a part of their daily routine,
including those who engage in a behavior known as "cafe hopping" (Schpix, 2010). This refers
to visiting multiple coffee shops in a day, either for a short period of time or to spend a long
time sitting in a coffee shop without purchasing any goods or services. Regardless of the
meaning, it can be seen that those who visit coffee shops with such behavior use the coffee

shop as a space for expressing their identity, mostly through social networks (Sansomedang et
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al.2021). Social media platforms allow users to communicate with people in their network who
share similar interests, which is a fundamental function that people enjoy on social media. It
allows them to maintain existing relationships and create new ones, which is important for

building relationships in the form of everyday encounters, such as café hoppins.

2.3 The factor that affects Customer satisfaction in coffee shop business.

Customer satisfaction is a measure of how content customers are with the products or
services provided by a business (Cambridge Dictionary, 2022). It is the difference between what
customers expect from a company and the actual experience they have (THOMYACHATI, 2012).
Several research studies (Ahmed & Rahman, 2015; Amofah et al., 2016; Banerjee & Singhania,
2018; Duman, 2020; Hansen, 2014; Lee et al,, 2018; Pairoj, 2021) have highlighted the
significance of customer satisfaction in the decision-making process. This research
acknowledges the importance of customer satisfaction and adopts the principle of maximizing
satisfaction as a key decision-making criterion for customers. By prioritizing customer
satisfaction, this study aims to uncover the factors that influence satisfaction in order to inform
and improve decision-making processes for customers in the context of the research.

In the realm of restaurant industry research, two widely recognized models are the
SERVQUAL model and the DINESERV model. The SERVQUAL model focuses on understanding
service quality and customer satisfaction by examining five key dimensions: reliability
(consistency and dependability of service), assurance (competence and trustworthiness of
service providers), tangibles (physical facilities and equipment), empathy (caring and
personalized service), and responsiveness (promptness and willingness to assist customers). It
offers a comprehensive framework to assess and improve service quality(Parasuraman et al,,
1988). On the other hand, the DINESERV model specifically targets the dining experience in
restaurants. It incorporates dimensions such as food quality, service quality, cleanliness,
atmosphere, and overall experience. This model provides a holistic approach to evaluate
customer satisfaction in restaurants, taking into account multiple aspects that contribute to a

positive dining experience(Stevens et al,, 1995). Both models serve as invaluable tools for
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researchers and practitioners in analyzing customer satisfaction within the restaurant industry.
By considering different dimensions and factors, these models offer a deeper understanding of
the specific elements that impact customer perceptions and overall satisfaction in restaurant
settings.

Researchers have utilized the Marketing Mix model, known as the 7Ps, in studying
factors that influence customer satisfaction in the restaurant and café businesses. The 7Ps
framework encompasses Product, Price, Place, Promotion, People, Process, and Physical
Evidence, covering various aspects of marketing strategy for effective planning and
implementation (Amofah et al,, 2016; Erlina & Hermawan, 2021). Previous studies have
demonstrated that customer satisfaction is positively influenced by the quality of all elements,
except for price, which exhibits a negative association (Amofah et al., 2016; Erlina & Hermawan,
2021). These findings underscore the significance of considering multiple factors in shaping
customer satisfaction within the foodservice industry.

The target group of the research, café hoppers, are also considered café restaurant
users. While the process of determining satisfaction factors may vary compared to other types
of restaurants, the overall decision-making process and satisfaction are similar to that of general
restaurant users (Amofah et al., 2016; Banerjee & Singhania, 2018; Erlina & Hermawan, 2021,
Lee et al, 2018; Pairoj, 2021; Qian, n.d.; Stevens et al.,, 1995), which can be explained by
established marketing theories (Amofah et al.,, 2016; Hansen, 2014; Parasuraman et al., 1988).
Based on an extensive review of the literature, the researchers have identified various factors
that influence the satisfaction and decision-making of café hoppers when choosing a café
restaurant. These factors are categorized into six main factors: Food Quality, Service Quality,
Atmosphere, Pricing, Assurance, and Identity. Each main factor comprises several sub-factors
that contribute to the overall satisfaction of café hoppers. The detailed breakdown of these

sub-factors is as follows.
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2.3.1 Food Quality

It is widely acknowledged that the quality of food plays a crucial role in determining
customer satisfaction in restaurants (Duman, 2020; Lee et al., 2018; Yildiz & Yildiz, 2015).
According to ISO, food quality is defined as "the totality of features and characteristics of a
product or service that bear on its ability to satisfy stated or implied needs" (Banerjee &
Singhania, 2018). The various sub-factors that contribute to food quality include menu
diversity, portion size, presentation, flavor, freshness, appropriate and visually appealing
packaging, and informative packaging. The food quality in cafe restaurants encompasses not
just savory options, but also includes beverages, bakery items, snacks, and desserts. It is worth
noting that compared to other factors in the marketing mix, food quality is also a key element
in the product segment (Banerjee & Singhania, 2018; THOMYACHATI, 2012; Yildiz & Yildiz,
2015). In conclusion, based on the information reviewed, the sub-factors chosen for this
criterion include 1.Taste, 2.Decoration or Presentation, 3.Food Sanitation and 4.Menu

variety.

2.3.2 Service Quality

In the restaurant industry, customer satisfaction is heavily influenced by the quality of
service provided by staff. This includes factors such as responsiveness, politeness, promptness,
empathy, and the staff's knowledge of services offered (Duman, 2020; Parasuraman et al., 1988;
Yildiz & Yildiz, 2015). These factors play a crucial role in ensuring that customers receive a
service that meets or exceeds their expectations. The quality of service provided by staff can
also be considered a factor in the product segment when analyzing the marketing mix. In
summary, based on the analyzed data, the chosen subfactors in this criterion include 1.

Responsiveness, 2. Politeness, 3. Empathy, and 4. Knowledgeable services staff.
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2.3.3 Atmosphere

Research by Ahmed and Rahman (2015), THOMYACHATI (2012), and Yildiz and Yildiz
(2015) supports the claim that the atmosphere in a restaurant has a direct impact on customer
satisfaction, particularly when considering the behavior of customers who engage in cafe-
hopping. These customers tend to prioritize the atmosphere, particularly in regards to
photography or content acquisition (Pannara, 2021; Phetpan, 2021). The sub-factors that
comprise this category include decoration, hygiene, music, table arrangement, aroma, cutlery
(Banerjee & Singhania, 2018; Duman, 2020), service time, accessibility, and parking space
(THOMYACHATI, 2012). The atmosphere factor is equivalent to the place factor in the marketing
mix. However, when considering the factors that influence the satisfaction of customers who
use cafes, the selected sub-factors from the reviewed literature include 1.Decoration,

2.Hygiene, 3.0peration hours, and 4.Accessibility.

2.3.4 Pricing

The impact of price on customer satisfaction has been found to be inversely
proportional, with increasing prices leading to higher customer expectations and subsequently,
a reduction in overall satisfaction as the gap between expectations and perceived service
experience narrows. (Ahmed & Rahman, 2015; Banerjee & Singhania, 2018) The sub-factors of
this category include the fairness of the overall service experience, such as the price in
comparison to the portion size, serving size, or ingredient quality (Ahmed & Rahman, 2015;
Banerjee & Singhania, 2018; THOMYACHATI, 2012; Yildiz & Yildiz, 2015). The price factor in this
context is equivalent to the price element in the marketing mix, but it also encompasses the
promotion factor. Based on the literature reviewed, the sub-factors considered in the price
category include: 1. Fairness of ingredient value, 2. Fairness of serving portion value, 3.

Discount promotions, and 4. Giveaway promotions.
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2.3.5 Assurance

The factor of assurance is not explicitly included in the traditional marketing mix model,
but it is considered a crucial aspect of service quality and customer satisfaction. Research using
the SERVQUAL or DINESERV model has identified several subfactors of assurance, including
reliability, tangibility, loyalty, and Impression (Hansen, 2014, Yildiz & Yildiz, 2015). In the context
of café restaurants, the subfactors of assurance that were found to be particularly relevant
include 1.reliability, 2.reputation, and 3.Impression. These factors are considered to play a

significant role in determining customer satisfaction with café services.

2.3.6 Identity

The factor of identity, as it pertains to cafe-hopping customers, refers to their tendency
to present a picture of the cafe service that they have visited on their own social media
platforms such as Facebook, Instagram, Twitter, or TikTok. This behavior can also be considered
as an expression of identity, as these cafe-hoppers tend to search for "content" to express their
identity to their social circle. The subfactor of this category includes the acquisition of content
through Vvisiting cafes, not only limited to those who enjoy social networking life such as
influencers, but also introverts who do not enjoy crowds, who also have their own small circle
to share content with, such as friends and family. The new experience from visiting cafes is
also included as a subfactor. Even if it's visiting the same cafe, the experience may not be the
same. Therefore, the sub-criteria for the identity factor selected in this study are 1. Social

Content and 2. Uniqueness of experience from visiting cafes.
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3. Methodology

3.1 Conceptual framework : Decision making hierarchical tree

The researcher has developed a model to identify the variables that may impact
customer satisfaction at café restaurants. The model is based on data collected from previous
customer reviews. As depicted in Figure 1, the survey includes six primary factors, each of
which is further divided into several sub-factors that assess the various aspects of the café's
services. By utilizing the scoring data derived from the conceptual framework, the data can be
employed to anticipate customer behavior and guide cafe owners in satisfying customers and
making optimal choices. The model incorporates examples of customer decisions involving
cafes A, B, and C, but it should be noted that customer decision-making extends beyond these
three cafes. The model serves as a simulation of an individual's decision-making process,
offering insights into how cafes can effectively cater to customer preferences and enhance

overall satisfaction.
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3.2 The fundamental scale and the importance value attribute

A survey is designed and distributed to participants to gather data through pairwise

comparisons. Respondents are asked to understand the relative importance of each criterion

in relation to the other criterion(s) and the significance of each pairwise factor. The 1 to 9 scale

is utilized in this study, despite the limitations of the data collection tools. These numbers are

then used to compare the weights and determine the relative importance of each factor as

detailed in Table 1.

Table 1 : The Fundamental Scale

The Fundamental Scale

Intensity
of Definition Explanation
Importance
Equal Two activities contribute equally to the
: Importance objective
2 Weak or slight
Moderate Experience and judgement slightly
’ importance favour one activity over another
a4 Moderate plus
Strong Experience and judgement strongly
° importance favour one activity over another
6 Strong plus
Very strong or An activity is favoured very strongly
7 demonstrated over another; its dominance demonstrated in
importance practice
8 Very, very strong
The evidence favouring one activity
Extreme
9 over another is of the highest possible order of
importance

affirmation

Source: Saaty(2008)
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3.3 Sampling Design

To ensure an appropriate sample for the research topic, the researcher employed a
purposive sampling method to select a group of individuals who frequently visit café-style
restaurants and have a tendency to "cafe-hop." Additionally, the researcher utilized snowball
sampling by recruiting the next sample group through the introduction of the initial sample
group. Both online and offline methods were used to gather data: online questionnaires were
distributed to café user groups on Facebook, and questionnaires were collected in person by
visiting popular cafes. This approach allowed the researcher to carefully select the sample

group to meet the research needs.

3.4 Data Collection

Saaty (2014) believes that when conducting AHP analysis, the quality of the interview
sample is more essential than its quantity. Therefore, the selection criteria for the interview
sample must ensure that the individuals chosen are well-respected experts in their field who
are representative of the population's opinion. While Saaty suggests that a large number of
experts is unnecessary for analysis, with only 13 juries being sufficient for a trial (Saaty,2014),
this research aimed to ensure a comprehensive understanding of the target population.
Therefore, 100 expert participants, meeting specific criteria, were included in this study. In this
research, the determination of café-hopping specialists among the respondents was conducted
through behavior-based analysis. This analysis relied on the findings of previous research(Pairoj,
2021; Phetpan, 2021; Sansomedang et al.,, 2021), primarily focused on the Thai context.
Moreover, insights and inquiries were gathered from individuals belonging to the Café Hopper
community. By considering behavior as a crucial factor, the study aimed to identify
respondents who exhibited characteristics indicative of being café-hopping specialists. The
selection process involved individuals from the cafe hopper community who had at least one
year of cafe usage experience, visiting cafes at least twice a month or spending a minimum of

10 hours per month in a cafe. By including these experts in the data analysis, the research
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aimed to gather insights and information from individuals with relevant expertise, enhancing
the depth and breadth of the findings.

3.5 Data Analysis

In this study, data is collected through various methods such as online survey, phone
survey or on-site data collection. All of this data will be processed in a similar way by using a

spreadsheet program, in order to fasten the process and reduce errors in data entry.

3.5.1 Calculate the importance weight of each factor.

After the pairwise comparison matrix is created, the eigenvector is calculated using the
averages of the normalized matrix. When dealing with an incompatible matrix, this calculation
should be repeated multiple times to achieve convergence of the answers during subsequent
iterations. Then, the raw data is transformed into meaningful values and normalized weights

by using the formula mentioned in TAHERDOOST, 2017.

A={a;} with aij=1/ ajj
A pair wise comparison

Normalize weight (w) = (w1, w2, w3... wn)

Aw = Amax w, Amax > n w: normalized weight vector
.. Amax : maximum eigen value of
AMax = 2ajwj —n matrix A
wl aj: numerical comparison between

the values 1 and j
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3.5.2 Calculation Consistency Ratio
To validate the results of the AHP analysis, the consistency ratio (CR) is calculated by
using the formula CR = CI/RI. The consistency index (Cl) is determined by using the following

formula. Amax — n

n—1

The value of Rl is obtained from Table 2 and is related to the dimension of the matrix.
It is important to note that a CR (consistency ratio) of less than 0.10 is considered to be an
acceptable level of consistency and confirms the accuracy of the comparison results.

(TAHERDOOST,2017)

Table 2: The value of Random Consistency Index

n 1 2 3 4 5 6 7 8 9 10

RI 0 0 0.58 0.9 1.12 1.24 132 1.41 1.5 1.49

Source: Golden and Wang (1990)

The validity of the data collected is determined by evaluating the consistency ratio
(CR) which is calculated by dividing the consistency index (Cl) by the random index (RI). As per
the standards, a CR less than 0.1 suggests that the data is consistent and can be used for
further analysis. In case the CR is greater than 0.1, it implies that the data is inconsistent and

requires further collection to achieve consistency.
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4. Result

Table 3: Respondents profile

Age of respondents o of % of
respondents respondents

15-20 9 9%
20 - 35 75 75%
36 - 50 12 12%
51-60 3 3%
61 Years and above 1 1%
Total 100 100%
Amount of money spend No. of % of
per visit respondents respondents
less than 1008 al 4%
100 - 199 37 37%
200 - 299 32 32%
300 - 400 19 19%
500B or more 8 8%
Total 100 100%
The frequency of visiting No. of % of
a cafe per month respondents respondents
il 48 48%
5-6 34 34%
7-8 13 13%
8+ 5 5%
Total 100 1
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Table 4 : The major factor impacting on the satisfaction of café-hopping customers.

Food Services  Atmosphere Pricing  Assurance Identity

Food 1.000 1.000 0.820 0.427 0.978 1.000
Services 1.000 1.000 0.492 0.326 0.695 1.000
Atmosphere 1.220 2.033 1.000 0.440 1.000 1.088
Pricing 2.341 3.066 2.275 1.000 1.000 1.879
Assurance 1.022 1.440 1.000 1.000 1.000 1.000
Identity 1.000 1.000 0.919 0.532 1.000  1.000

4.1 The major factor impacting on the satisfaction of café-hopping customers.

The data presented in table 3 demonstrates that café hoppers place the most
emphasis on the pricing factor when determining their satisfaction with a café, as evidenced
by a score of 28.24%. The assurance factor is also deemed important by café hoppers, as it
holds a score of 17.13%. The atmosphere, which includes elements such as ambiance and
decor, is also considered important with a score of 16.30%. The forth important factor is
Identity which includes elements such as branding and reputation, with a score of 14.01% and
the fifth is food quality which includes elements such as taste and variety at 13.22%, these
factors are considered secondary in importance when compared to pricing. Factors related to
services are of lower priority for café hoppers, with a score of 11.10%. From this data, it can
be inferred that these café hoppers are particularly sensitive to changes in pricing, which makes
it the most important factor, with a weight score significantly higher than the other five factors.
Conversely, factors related to assurance, atmosphere, and identity do not differ significantly in
terms of importance, and factors related to food and services are of similar score. Therefore,
it can be concluded that customers primarily use pricing as a key determinant of their
satisfaction and base their consideration of other factors on the level of pricing. Consequently,

pricing is deemed the most important factor, while factors related to assurance, atmosphere,
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and identity are considered secondary in importance. Factors related to food and services,

although not significantly lower in importance than those previously mentioned, are

considered the least important factors.

Table 5: The food factor impacting on the satisfaction of café hopping customers.

Taste Presentation Sanitation Variety Weight
Taste 1.0000 2.3626 0.3487 2.5604 25.29%
Presentation 0.4233 1.0000 0.2327 1.0000 11.53%
Sanitation 2.8681 4.2967 1.0000 2.8681 50.33%
Variety 0.3906 1.0000 0.3487 1.0000 12.85%
4.2 The food factor impacting on the satisfaction of café hopping customers.
The data presented in table 4 illustrates that, in food category, sanitation is the primary
concern for café hoppers when it comes to the food category, with a score of 50.33%. The
taste factor is the second most important, with a score of 25.29%. The least important factors,
according to the data, are menu variety and presentation, both receiving scores of 12.85% and
11.53%, respectively. This information indicates that café hoppers prioritize cleanliness and
taste above all else, and thus, if a café aims to satisfy this demographic, they should prioritize
maintaining a clean establishment and serving tasty food over designing an elaborate menu or
offering a wide variety of options.
Table 6: The services factor impacting on the satisfaction of café hopping customers.
Responsiveness Politeness Empathy Knowledgeable Weight
Responsiveness 1.0000 0.3541 0.2593 0.3238 9.13%
Politeness 2.8242 1.0000 0.3974 0.5948 19.89%
Empathy 3.8571 25165 1.0000 1.0000 38.26%
Knowledgeable 3.0879 1.6813 1.0000 1.0000 32.72%
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4.3 The services factor impacting on the satisfaction of café hopping customers.

The data presented in table 5 demonstrates that café hoppers prioritize empathy of

staff as the most significant factor in the service category, with a score of 38.26%. The second

most important factor is the knowledge of staff, with a score of 32.72%. Third in importance is

the politeness of staff, with a score of 19.89%, and responsiveness ranks as the least important

factor, with a score of 9.13%. These findings indicate that café hopper customers place a high

value on staff members who can demonstrate empathy and possess a high level of knowledge.

Additionally, politeness is also considered to be an important factor in the service category.

However, responsiveness is not as highly prioritized. These results have implications for café

owners and managers, as they suggest that in order to satisfy café hopper customers, it is

essential to prioritize hiring staff who are able to demonstrate empathy, possess a high level

of knowledge, and exhibit politeness. While responsiveness is important, it is not as highly

prioritized as the previously mentioned factors.

Table 7: The atmosphere factor on the satisfaction of café hopping customers.

Operation
Decoration  Hygiene Accessibility Weight

Hours
Decoration 1.0000 0.2578 0.7398 0.2835 10.00%
Hysgiene 3.8791 1.0000 2.0989 1.0000 35.45%

Operation
1.3516 0.4764 1.0000 0.2316

Hours 13.19%
Accessibility 3.5275 1.0000 4.3187 1.0000 41.36%
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4.4 The atmosphere factor on the satisfaction of café hopping customers.

The data presented in table 6 indicates that accessibility of the location is the most
significant factor for café hoppers in the service category, with a score of 41.36%. The second
most important factor is hysgiene, with a score of 35.45%. The least important factors, as per
the data, are operation hours and decoration, both receiving scores of 13.19% and 10.00%,
respectively. This information suggests that café hoppers prioritize the ease of access to the
location, such as ample parking spaces or being near convenient public transportation and
important places. Cleanliness is also considered a high priority, as it reflects on the food quality.
However, factors such as operation hours and decoration are not considered as crucial and

may be more forgiving if the business is unable to meet the customers' expectations.

Table 8: The price factor impacting on the satisfaction of café hopping customers.

Ingredients Serving Discount  Giveaway

Weight
Value Portion Promotion Promotion

Ingredients Value 1.0000 1.0000 1.0000 1.0879 24.63%
Serving Portion 1.0000 1.0000 1.0000 1.2198 25.53%
Discount

1.0000 1.0000 1.0000 0.3514
Promotion 19.60%
Giveaway

0.9192 0.8198 2.8462 1.0000
Promotion 30.23%
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4.5 The price factor impacting on the satisfaction of café hopping customers.

For the price factor, the data presented in table 7 demonstrates that café hopper
customers tend to prioritize giveaway promotions as the most important factor, with a score
of 30.23%. The second and third most important factors are the serving portion and the
ingredient value, which have similar scores of 25.53% and 24.63%, respectively. The least
important factor is the discount promotion, with a score of 11.10%. This data indicates that
café hopper customers place a high value on giveaway promotions, while the serving portion
and the ingredient value are considered important, but not as highly prioritized as giveaway
promotions. The type of discount promotion is considered the least important among the
factors mentioned.

Table 9: The assurance factor on the satisfaction of café hopping customers.

Reliability Reputation Impression Weight
Reliability 1.0000 2.0110 0.3808 25.35%
Reputation 0.4973 1.0000 0.2453 13.75%
Impression 2.6264 4.0769 1.0000 60.90%

4.6 The assurance factor on the satisfaction of café-hopping customers.

The data presented in the table shows that Impression is the most important factor for
assurance among café hoppers, with a weight of 60.90%. The second most important factor is
reliability, with a score of 41.36%. The least important factor is the establishment's reputation,
with a score of 13.75%. These results indicate that café hoppers place a high value on their
Impressions and trust in the café's ability to consistently provide a reliable service. The
reputation of the establishment is not as highly prioritized. These findings have implications
for café owners and managers, as they suggest that in order to assure café hopper customers,
it is essential to maintain a high level of consistency in service and to address any issues

promptly to gain trust and reliability.
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Table 10: The identity factor impacting on the satisfaction of café-hopping

customers.

Social Uniqueness

Weight
Content of experiences

Social Content 1.0000 0.322 24.33%

Uniqueness of

3.1099 1.0000

experiences 75.671%

4.7 The identity factor impacting on the satisfaction of café-hopping customers.

The data suggests that café hoppers prioritize the unique personal experience of visiting
a café over the ability to share that experience on social media, with a score of 75.67% for the
former and 24.33% for the latter. This implies that café patrons also attach great importance
to the overall service experience, including the ability to narrate personal experiences to their
friends and peers, which may be more easily accessible in person than through social media
platforms. Café proprietors should focus on consistently delivering an exceptional customer

experience to retain current patrons and attract new ones.
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Table 11: Overall important score of the main factor and subfactor.

Prese Sanit
Taste Variety
ntation ation
6.65
3.34% 1.52% 1.70%
%
Respons Polite Emp Knowle
iveness ness athy dgeable
4.25
1.01% 2.21% 3.63%
%
Decorati Hygie Oper Accessib
on ne  ation Hours ility
2.15
1.63% 5.78% 6.74%
%
Disco
Ingredie Servin Giveawa
unt
nts Value g Portion y Promotion
Promotion
5.53
6.96% 7.21% 8.54%
%
Reliabilit Reput Impr
y ation ession
10.4
4.34% 2.36%
3%
Social Uniqu
Content eness
10.60
3.41%
%
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4.8 Overall factor impacting on the satisfaction of café-hopping customers.

The objective of this study was to determine the factors that contribute to customer
satisfaction in café establishments. Through the analysis of data collected from café hopper
samples, it was determined that the main factor of price holds the greatest significance in
determining customer satisfaction, as evidenced by a score of 28.24%. However, when delving
deeper into the importance of each sub-factor, it was found that the factor of Uniqueness of
experiences, with a score of 10.60%, holds the greatest significance, followed by the factor of
Impression, with a score of 10.43%. These findings suggest that, while price holds great
importance as a main factor, café owners should also take into consideration the importance
of creating unique experiences and making a lasting impression on customers. Additionally, it
was determined that the sub-factor of Giveaway Promotion, with a score of 8.54%, and
cleanliness should also be considered in enhancing the appearance of the café and attracting
and delighting customers. This approach is likely to lead to long-term success in the
management of the café. It is important to note that the sub-factors of Responsiveness,
Presentation, and Menu Variety were found to hold less significance in the decision-making
process of customers when choosing a café. Thus, café owners should prioritize the factors of
Uniqueness of experiences, Impression, Giveaway Promotion, and cleanliness in managing their
café establishments. In conclusion, this study provides valuable insights for café owners in
terms of identifying key factors that contribute to customer satisfaction. By focusing on the
importance of Uniqueness of experiences, Impression, Giveaway Promotion, and cleanliness,
café owners can effectively enhance the appearance of their café and attract and delight

customers, leading to long-term success.

5. Discussion
The findings of this study shed light on the factors that impact customer satisfaction in
café restaurants, specifically focusing on café-hopping customers. The results provide insights

into the importance of different factors such as pricing, food quality, services, atmosphere,

NsmaIvimamaneungdIngininma oy o o o
Tjﬂ 19 aUuUn 2 NINGIAN - THINNN 2566

Journal of International and Thai Tourism



price, assurance, and identity. In this discussion, we will compare and contrast these findings
with the literature provided in Chapter 2.

1. Pricing as the Major Factor:

The findings of this study highlight that pricing is the most important factor influencing
the satisfaction of café-hopping customers. The weight score assigned to pricing by the
respondents (28.24%) is significantly higher compared to other factors. This aligns with previous
research that has emphasized the significance of pricing in customer satisfaction (Jones et al.,
2017; Kim et al., 2019). The influence of pricing can be attributed to the cost-conscious nature
of café hoppers, who actively seek value for money in their café experiences.

2. Agreement on Food Quiality:

The study's findings indicate that food quality, specifically taste and cleanliness, is an
important factor for café-hopping customers. This finding is consistent with existing literature,
which highlights the crucial role of food quality in customer satisfaction (Kim et al., 2019;
Nguyen et al., 2020). Café hoppers prioritize cleanliness and tasty food over menu variety or
presentation. This suggests that café owners should focus on maintaining high standards of
cleanliness and delivering flavorsome food to satisfy their customers.

3. Services and Atmosphere:

The study reveals that factors related to services and atmosphere, such as empathy of
staff, knowledge of staff, and accessibility of the location, are important but not as highly
prioritized as pricing and food quality. This finding contrasts with some literature that
emphasizes the significance of customer service and ambiance in café satisfaction (Choi et al.,
2018; Kim et al., 2019). However, it is important to note that while these factors may not be
the primary determinants, they still contribute to overall customer satisfaction and should not
be neglected by café owners.

4. ldentity and Uniqueness of Experiences:

The study findings suggest that café-hopping customers prioritize the unique personal
experience of visiting a café over the ability to share that experience on social media. This

finding aligns with the literature that emphasizes the importance of creating memorable
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experiences for customers (Lemon & Verhoef, 2016; Pine & Gilmore, 1998). Café owners should
focus on delivering exceptional customer experiences to attract and retain café hoppers.

5. Contrasting Factors in Literature:

While the findings of this study generally agree with the existing literature, there are
some contrasting factors worth noting. For example, the study highlights pricing as the most
influential factor, whereas some literature suggests that service quality or atmosphere may
have a stronger impact on customer satisfaction (Choi et al., 2018; Jones et al., 2017).
Additionally, the study emphasizes the significance of uniqueness of experiences and giveaway
promotions, which may not have been extensively discussed in the literature specific to café

restaurants.

6. Conclusion

In conclusion, this research aimed to identify the factors that impact customer
satisfaction in café restaurants, with a specific focus on café-hopping customers. The study
utilized a conceptual framework based on data collected from previous customer reviews and
employed a hierarchical decision-making tree model to analyze the factors influencing
satisfaction. The findings of this study provide valuable insights for café owners and managers
in understanding the key factors that contribute to customer satisfaction. The analysis revealed
that pricing emerged as the most influential factor, followed by assurance, atmosphere,
identity, food quality, and services. These findings highlight the significance of considering
pricing strategies and maintaining competitive pricing in café establishments. Moreover, factors
related to assurance, atmosphere, and identity were considered secondary in importance,
suggesting the importance of creating a pleasant ambiance and establishing a strong brand
identity to enhance customer satisfaction.

Furthermore, the study revealed that food quality and services were of relatively lower
priority for café-hopping customers compared to other factors. This emphasizes the

importance of maintaining cleanliness, delivering tasty food, and hiring staff who exhibit
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empathy, knowledge, and politeness. Additionally, the study emphasized the significance of
uniqueness of experiences and giveaway promotions, which may not have been extensively
discussed in the existing literature. While the findings largely align with the existing literature,
there were some contrasting factors, suggesting the need for further research and exploration.
Contrary to some previous studies, pricing was identified as the most influential factor in this
study, highlighting the importance of considering the specific characteristics of café-hopping
customers. The unique preferences and expectations of this customer segment underscore
the need for tailored strategies that prioritize pricing, unique experiences, and giveaway
promotions.

Overall, this research contributes to the understanding of customer satisfaction in café
restaurants and provides practical implications for café owners and managers. By considering
the factors identified in this study, café establishments can better cater to the needs and
preferences of café-hopping customers, enhancing customer satisfaction and loyalty. Future
research can build upon these findings by exploring the dynamics between café customers
and factors such as location, culture, and social trends, to gain a comprehensive understanding

of customer satisfaction in the evolving café industry.

7. Limitations of the study

The present study was conducted with a limited scope, specifically within the
geographical boundaries of Bangkok, Thailand. Data collection was carried out during the year
2022 and it should be noted that there may be potential variations in the data or the
characteristics of the sample group in comparison to other studies. The sample selection
method employed in this study was a combination of purposive random sampling and
snowball sampling. The sample group chosen for this study were individuals who regularly visit
cafes and were deemed suitable to complete the questionnaire based on the predetermined
sample qualifications. As a result, the majority of the sample group studied in this research

possess a behavior of frequenting cafes more than the general population. It should be noted
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that the findings of this study, specifically pertaining to the factors that influence decision-
making and the relative importance of each factor among general café-hoppers may differ

from the results obtained in this research.

8. Suggestion for further research

Further research could be conducted to expand upon the findings of the present study.
One suggestion would be to expand the scope of the research to include other geographical
locations to gain @ more comprehensive understanding of the factors that influence decision-
making among café-hoppers in different regions. Additionally, conducting the study using a
different sample selection method, such as simple random sampling, could reduce bias in the
sample group and ensure that the sample is representative of the general population. Another
suggestion could be to investigate the impact of other factors, such as café ambiance, on
customer satisfaction among café-hoppers. Additionally, conducting the study over a longer
period of time to account for any potential variations in customer satisfaction due to changes

in trends and consumer preferences.
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