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Factors Affecting Selfie Posting Behaviour

of Thai Gen Z Tourists in Phuket

Abstract
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This research aimed to investigate the selfie posting behaviour and to examine factors

influencing the selfie posting behaviour. This study employed a quantitative research design and

the sample group consisted of 328 Thai Gen Z tourists traveling to Phuket Province. Questionnaires

were used as the data collection instrument. Data analysis was conducted using computer

software to calculate frequency, percentage, mean values, and multiple regression analysis.

The findings revealed that Instagram was the most popular platform, with the primary reasons

for posting selfies being memory preservation and sharing experiences with friends. Regarding

factors affecting selfie posting behaviour, social expression factors and self-disclosure factors

significantly influenced the selfie posting behaviour of Thai Gen Z tourists. The results of this study

provide benefits for tourism businesses and sectors related to the tourism industry.
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vaugiiumaeioniieluiliosainidan wui1 :1nsadsganiuaulavesausu Gen Z Adurou
Aanssuwailauaniui g wazursama ey q vudedsaueeulay wan15338szun
anuiivondisaluainidaimangdunseafiiuld Yudninasinnisuendenuuuindatan
siuszuuBidnnseind (E-WOM) Fedsdmariarnuitlafiazndusniiiend

uen9nd MATeuengumu1 nefnssuniswadieaivesineudiealduavsnannilade
N193nine1uazdades U awandon 1wy Pounders et al. (2016) WU nstwadiwafllug nds
nau Millennials @ulvgdniinainnisasieanudseivla anuay wazsudnuvalaneuen
Houn1sAnuIveY Gretzel (2017) nutladediduadengfnssunisinadiwafivesinviondien Téun
anvazmnmamnalulad uarnmsasulifanngamnsuaenandunisiiauenuies Taguiu
finsutsiiuuszaunsaifugeuoaulatuonaini Gamage (2022) wuin wAnssunisinasivad
vesnvisaiivaldsudnsnananudesnisiidinudmaliinyisafisaviusunmessiinagns
Tnedavieannudifyuesnndnuuzvosanuiiviouile

AINNINUNILITIUNTIUT A 9709 Sanuaeludn Jadendniidisnsnanengfinssu
nslnadioadl Tiun mnamasiaies msuanseanmedan Madairenues waznsiuiionuies 1wy
Kim et al. (2016) wuviruAflun1sLanIansadInuazn1sUauanuLId NS nasangfAnssy
nsiewafluuiulsdladeaidnidn lneanuiaelafifdesudnuwalvesnulosazdsnasodiuiy
N15818L@aT YanaInd N15ANYIa1N Taylor (2020) WUT1 ANUMAIRILET AILEIR WAL
nsuanseenmedsnudutadvdfnyiidmaronginssuvesinvioadienlunsussiwaflvazifuma
vulndeaiife usagdamanindnduliauiiaueyszaunsnivenuiesuasUsuusanwdneal
N1aFIANYBINULOIKIUANEE N1TUYSnwaeaflderduguiuundswesn e dales

9J9Jﬁl

TnednvionfenaslaneUszaunisaluneuseni1sveenuline d un1sesulatnsiu vredaasy

Y
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n3deulsauaznisiidausau (Taylor, 2020) WU Gamage (2022) wuin waAnTsunsinad
walvewinvioufienldsudvdnaninanudesnsifinudmaliinvieadisusugunweesiinagns
Tnesamounrmddnuesnudnuazvesanuivioadisn

uaN1NH N13ANWIVBY Vincent (2014) way Pounders et al. (2016) NWOANIIUNITINERA
wailvuuwwanvesuludvaiifoifnananuiuienuesuazyarauaninnudosnisiduiisousu
vosdsnukunsinadioadl falugnisendesunsdur el vaiausuuruulndoadiilusuuuy
mammmﬁmLﬁuLLazmiﬂmlaﬁﬂhaLﬁmmmﬁﬂaLLazv‘fﬂﬁwaﬂLmiﬁﬂdﬂlﬂuﬁé’admi (Chua & Chang,
2016) doARdeITU Ansari & Azhar (2022) finudn AvafudienulodlayAmAMANILEIELTAVITUNY
ngAnssunsinadiwailunyauminanyiduielaegreddedidgy Veldhuis et al (2020) vanin

a

nstiutenuedlusyiuianasiiinasdmaseseiuvaanginssunisanewaiiiudulungugng

A1INATNUNIUITIAUNTSUTNLA 8D Az UlaI10 91189 uuLNTA laAanwITadeNdana
songAnssunIsinasian luusunvesaunyuad MuidelunquildiulngUssyndlududs

'
v aAada a 1

AuAnIngnivefnydadenidnsnadenisuaninginssuninand dseunsoagulanewisned 1

A13°99 1 Adennevesiuladendiasienginssunisiwadisail

VHERE) UTUNNISANEN Jaduiiidvswa

Veldhuis et al (2020) Avegedesueny 18 - 25 1 msuienuieslusgdum

Fox et al. (2021) fudsluavinedouimil mstuiienuaduszium

Richa et al. (2021) Usprn90185ening 12 - 30 ¥ MsiUamenies way
NUAAIDBNNISAIAY

Ansari & Azhar (2022) AU ANNUUNAULDILALAIY
AR

Zhang et al. (2022) Tnvieadien NIUEAPIDDNNINEIAL LAY
ANUannEula

Nong et al. (2023) tivioaflenrniu MuanseanfInLdnse

N1THARIDBNNIITIAY
N3EOUTUNHIAY
Roy et al. (2024) Usemvu Gen Z 019 19 - 27 U nstiufionuiad N15val
AULBY UagNITUAUBALDY
Imran et al. (2024) tnfinwetgsewin 12 -30 9 anstiufienuiedluseiusi

ANMTANTRARLD
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NAITNA 1 WUINITeTNUAnwUaderainvaeiidwanenginssunisinadail
W ANUtUenues AUvaiiee NsiUamenuad kazusegslalunisuanseannisdenu oy
drulvgiudnwinguineandgs dnfnwiunninede vseussansmluluuiunsdsUssme 1wy Suiie
Ju nieansgoing egelsinin fsusngauidedesunilad@nwinuunaunaiudadoningnd
iU aelduiunvesdnvieauiigrvilnengy Gen Z lagtaniglui ufivisaui ead1Agyaeng
Jandagiin Fealnnulanaudiunginssuadva waziluurasvieniiesidnvesdieadnlyninane
& A ¢ = &y Y v oA ) U  a a £ [
WedearsUsraunisal Faduinguiundi Gen Z Wunquussinsiiiawaziiulauinseuiu

Y]

walulagfdvia Uszvinsnauiiiianudsivglunistumaluladuaganunsausudiunisiasusdas

o v o w

¥eghemmss Mlddumdehdlunsiuindsunianssuwaznalladlnl nswnlawaznsewdn
N9ANEIA YYD Gen Z ﬁaﬁmmﬁwLﬂua*&mﬁqﬁmﬁ“unﬂmﬂﬁ’m Wesnnazduiidedidy
Tunistuiad eudsaunaziasugialueuian ludiuresniagsiaty Gen z f8nsnasgeuin
donanauazisusn1suslag wnwilieuddafumiuesdavesusus anuddu wavaSesssy
Tumsduiiugsia yilvuTeneng 9 desufuifionouaussnudesnisvesnunguil (Priporas et al.

(2017); Sakdiyakorn et al. (2021)

NAUKUIANNITIY

NILAAIDDNNIIAIAL

NS UALHEFLD ngRNIIUNSINAd AT

A\ 4

ASUUNDAULD S

AN 1 NTDULUIAANITIVEY

s2iU8uldN1539Y

Ussunsuaznguiiegng

dnvoafisrsnlnenay Gen z ludwingiindlosnudodsauosuladlunsinadioad
dmsunmsivuarunavesnguiieg i mManummsIunsTiisvesiunsimuanguiaesg
NUI IUIANFUAIDY1TENIN 100 — 300 YA 5@%Lﬂummmﬁﬁmmmesamﬁ%mmsaﬁmm}éga

v

LU AS1EMN19ai A blan1uv 8kUeUIUBe Hair, Black, Babin and Anderson (2010) 1age 3¢

Y
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#donnguiogsnnnguiinviondiennnilne Gen Z Tudmingifin $1uau 400 Auuarleisnisdy
fhegnauuuagmntunsiuteya

in3asilonside

wiasfloflvlunafununuveya Ao wwvasunuiesudadeiinangfnssunisinad
wallvasiinviondisarnilnenagy Gen z ludaingifin vldudsoondu 5 drudsd

duil 1 veyarhlumsuiladvdiuyana

duil 2 veyaifeaduiladefunisuanssenadeny

ol 3 ‘{J’aﬂﬂaLﬁ&l?ﬁUﬂﬁ]ﬁﬁlﬁ’]umiLﬂﬂLNEJG]‘LALEN

duil 4 veyaifeduiladeduanuiiuienues

dil 5 veyaiferduiladesunginssunisinadisad

vora1ulusui ol faulaunain Richa et al. (2021) uag Imran et al. (2024) 1o
vafnudud 1 urednouuuudaden dauvednimdiud 2 - 5 uredauiuuasuniy
szuAMuAM U 8 afa LY faud 1 - 5 (5-point Likert Scales) Tg (1) ﬁaaﬁ'qm (2) Wou
(3) Yrunans (4) un wag (5) mﬂﬁqm

ASmaifiuveya

tn3Tuldinismaasunuuasuauiunguiinviead 8aw12lng Gen Z 1w 30 Au
nounsiluleass TrnUsrasAvreen 1A ULLUADUALLT DATIIABUAANLAZAIILBINITY
sionsviarinelaluradiniusng q wansmedeuassd wud wwuasunufiaudeiou wilane
mnduitelduanuuuasunslvitunguinesludmingifinsiua 400 au uagldSunuvasunu
nduAuiamua waznuddiuuuanunudIuaL 328 Yaflannsadiveyansuiiu awysel uaraiunsn
ilulglunsinsgiveyaald

A8matiaszvivaya

Y v v

NuUITuAT YNSRI Rad AT s TuUILazi g YU U TN TUTATIEN9ET

3)

lngn1siasgviveyaildanssuunlyaifniaiud Sevazuazaiadeavadln daunsinsieiad

Weonuulynisdesigiasnusenay et luminisimsizvinisannse laslyseaudedfny

aad [ U a P L ¢ a v
n19d@nnn 0.05 L‘UuLﬂm%ﬁLUﬂﬁiﬁJ@NiUﬁﬂJNﬁg’mLLﬁzLW@W@U?@QUS%’&Q@EUENW]TNEJ

= a o
NAN1IANYI8

NANISALASIEV AD A LTINTTUUNLN 8UIAIAINUD SPUAY ANLAA SLAYAM M LAY
1 al' o a I i 5’/’ dy 1 [~ &
draudeavunnsgu lnglunisdiauenanisiiaszviveyaluasel azuuseendu 5 nou fo
1) voyanaluveddmeu 2) N15uanteann1ediny 3) NM5UAKEALDS 4) AUTUTonulae Las

5) weAnssuNstwadainuaufselul
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M15199 2 YayamluvesneuluuaR Uy

fauds 73U (AU) Souaz
LA U8 105 32.01
AN 215 65.55
Laidoenissey 8 2.44
394 328 100.00
a1 18-20 ¥ 181 55.18
21-24 1 147 22.82
39U 328 100.00
sgaumsAne  dseudnw 33 10.06
UsgnateUnssnan(uan.) 11 3.35
UspnadetnginTndugaia) 20 6.10
USeyey e 264 80.49
39U 328 100.00
amdlumsues  ynadeiidlonia 92 28.05
sUafluude  vnds 117 35.60
deauoaulad w9 a%e 113 34.45
Laiime 6 1.83
394 328 100.00
iAHaNTwad Wieutstuuszaunsaifuiiious 224 68.29
sUlwanuy ileairsnmdnuainedaes 102 31.10
fodspmoaulal  fieiluninunsesisiuiy 274 83.54
Wieldsunissensuandany 58 17.68
(lan/mouus)
Ussinnvadde Facebook 267 81.40
saulaviily Instagram 304 92.68
Twitter 94 28.66
TikTok 269 82.01
?iue] (WhatsApp, WeChat) a1 12.50
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91n9137197 2 WU fReunuAsUIIIAnd i dndugandunArsUszu U ALY
Taenguengfineuunuuasunasnniignoglumig 18-20 ¥ fneunuuasunudinlngiszfunisinu
USynyeis Useinndedsaueaulatifingy Generation Z Tsannilande Instagram 8383170 TikTok
AINR28 Facebook Waz Twitter @M ungAnssunisuydjuiwaillud edeauoeulay wuin
nau Generation Z dhulnpjurizisafiuisaiadoflonta sosawnfounu ads guandniingui
TnassUiwafluud edenneeulat Ifun nsifuduninunsedrsindu sesasmnfenisuysiiy
Usgaunsalfudiew q nsadreanmdnuainiedeay

AanlanaNILaI AU TSl TngUsasaeAnudadeniinadengfinssunisiwail

[ '
< [

veatinvisaiii v alnengu Gen Z ludmianifin Fniu neunisiiasgsinsannesidanmaal
voyatia 328 yaldgminluTinszsiesausznaulnelumaiianisiinsesiasatsznoundn (Principal
Component Analysis: PCA) 33ufiuwalian15msuinueie3s Orthogonal wuu Varimax Q@Uszmﬁ‘
Y9aniATIEosAUsznoude Ieand1uruiiuUsTanavesnisiinssvieanusznauazyinlif
Aanissaudaudsvatsy o dafidanununslusuimiadersunideiu venaind msiased

93AUTZNOUYIINR AT 8AINIT00SUIUAIIUNLI8ILAazTATIAIUAIINNLIEVDIRAILUTAY 9

Y
[ &

Tutadedu 9 1 el mshnseiosnusznevlunuisvaduiliisrvestuladenedy ¢ Jade
Feitldtiauslunmiiisatiunseuuuifnniside tufe nsuwanseenniedas (SE) nsilnmedie
(SD) n1stfufienuies (SET) wazwadnssunisinadioal (SELFIE_BEH) Tnoneuiungnszuiunis
Jinseriesatsznou §3duldvinnismarraureyaif srfuainumnanyost oy af ud My
MshnTzdesnUsEney efi annTieseatanduiusnudn Aduuszansanduius sy

(Pearson’s Correlation Coefficient) 1m111An1 0.30 VNARILUS
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A15197 3 N1TIATIERIAUsENBU

vafay Ymiinesauseneu AAINLUTUTI anadesiu
(%) (o)
NTUEAIDDNNINAIAY (SE) 60.47 0.78
SE1 0.73
SE2 0.84
SE3 0.78
SE4 0.77
n13UaefLeg (SD) 63.08 0.80
SD1 0.74
SD2 0.78
SD3 0.84
SD4 0.81
n1studanuLs (SET) 70.58 0.86
SET1 0.83
SET2 0.87
SET3 0.82
SET4 0.84
naRnssunsInadwail 71.01 0.79
(SELFIE_BEH)
SELFIE_BEH1 0.82
SELFIE_BEHZ2 0.89
SELFIE_BEH3 0.82

i 3 Fudmndaieniminesausznauannndt 0.70 ssaUsznaunnesaUTznoy
ansnesursanuiuniuldiduiesas 60.47 §a 71.10 waresnUsznaunndidainnudesiu
Tuszdu 0.78 9 0.86 vl lunmsmveanIsinsesiosnysznay wuin ﬂﬂé’aﬁLﬁﬂa%@qnﬂ{]aﬁa
famnaadfoglunasiisousuld ndnfe A1 KMO vewnifadefiaunnnit 0.70 Fawlnd 1.00

'
1 ]

Fedodneglunuand asulad veyanegmuzaunaslimeliansiinsigvisanlsenoumumwuzi

Y Y

a 3

Vo4 Field (2009) wan1353tAT1EVN1e@danud1 Nndadedan Bartlett’s test of sphericity
s efidedAyn1ead A szau 0.01 wansintadowmardamsaidutadeiinanongingsu
nsinasiwaillaegeiused@nsan wenaindl mumtdnesauseneu (Factor Loading) Am1s1nnin

0.50 nneUs 53u039U5INYA1 communality scores 84071 0.40 A1TEAUAIINLY 837U
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| (%) v Ay

U8909AUIENBUBYNTAUAININNTT 0.70 WNoIAUTENOU Fadeadndseiuanuieiuseaunsnda

Field (2009)

A19199 4 N1TIATIZNsanneevesaTeidwanangAnssunisinadiaivestinvioanernalneg

ﬂﬁju Gen Z
Auus B t Sig.
SE 0.53 9.78 0.00
SD 0.13 2.12 0.03
SET -0.01 -0.20 0.84
F 63.89
Model significance 0.00
Adjusted R? 0.37

VUYLNA: B* = Standardised regression coefficient; Significant factors are in boldface.

21597 4 nudn FauusBaseiianuda Ao nswanseanvnadean (SE) msilawmedaies
(D) warnsuiiemuies (SET) fanudusitusfunginssunstwadivail (SELFIE_BEH) siai) 91na1519
Wu31 A1 Adjusted RZ 3 0n195U18A0MUTUSIUT USULED Faudseieauiaauisaesune
AUy Anssunisinadiwafiveainrionfisnsnilnengy Gen Z 1#¥osay 37 uanain
fsngiiadudu q Snfevay 63 Alianunsnesuieldnnlunat Fsenavnesuianisvaiiies

v

A a a U Y <) t4 o e a =3 o & ! (Z v I
NIDDNTNAIINNHNUIN DY Wuay et luusunuean1sAneinseld wuln aalusansda Ae Jade

[

n1suaneann1IdIny wazdadenisilakeddtesdinananginssunisinadiwaieg19ivedAgy
aa A (% % a a a U a I3 =\
N9adf 1 p<0.01 lasdadunisuantaannedsnuddnsnananginssunisinasoail
v 1 dl 1 d‘
YaatinvieaieIvlnengy Gen Z 1niign
NAWUINIEWAD WU Jadenisuanseanniedsny wastadenisUainefitesliansna

sangAnssunisinadigaflvesinveuiiervirlvengu Gen Z uindiga (B = 0.53) nu1eA w3

N13UANIDBNNINFIALNTBNSNaRangAnssunIinasdwaiiudu 1 vl wainssunsinadwai

YotinvieueIw1Inengy Gen Z asifiadu 0.53 e
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2AUTIgNAN3IY

MnwanIsAnnungAnssunslvunasiesileduaiifsvesinteniisrvnlnendy Gen z
fufie Instagram 1uunamvlesudilésuniudongean (92.68%) audae TikTok (82.01%) uay
Facebook (81.40%) azvioulsiifiuin nqu Gen Z deuunannlosuiiiunisdeansitunnuaziale
wnniiveny Inslawienguiidurounisdisgauies Jan1sideadedliiaonadesiunisive
K191 Ansari and Azhar (2022) inudn Facebook Luuwanesudusunidsdmiunisiaad
LUUNALAY WhatsApp d1uiunisieafluuuseyana 119 91uldees Ansar and Azhar (2022)
Humsnwannguilsiedinuseulatviduioulllissyreyaidszenseans

uenandl MuideiTest wuin mrandnlunsiwasioadl fo nsifiuenamsssn (83.54%)
wagn1suystuuszaunsalfuiitou (68.29%) wandliiiudn nsdren weailidudiunisves
nstuiinUszaunsainisvieniion davenunuidesentspifuanufidaivinisanauidedug
Anuin anudeanislafuanuaula nsdearsiuaundnlunseuasiuaziiiou uaznisad
AUEUNEAUIY (Sung et al., 2016)

dmsutadeiidwmanengfnssunisinadigailiu Jadunisuanseenniadaay (Social
Expression) f18nEnagagn (B = 0.53) axvioudn Gen Z lyn1sarenmwailiduind eaiiolu
nsuansdanuLazadisl jauwusniediay aenadoadu Kim et al. (2016) AwuIsiAuAR
TunsuanseenaodinNLazn1sULauenuLel s nE wan ongAnssunisatetgail uuri uled
Todoainidsn wazasnndosiudnumzues Gen Z audl Priporas et al. (2017) way Sakdiyakom
et al. (2021) o3vwindunguilivlmunndoumaluladfdtaussianudsimglunislomelulad
FdlvnswaiiuniesdielunsuanseonmsdeaulFosnadusssumi

drun1si¥aned Lo (Self-Disclosure) T8nSwasesasun (B = 0.13) wansliiiua
nseenmeaiiduremiddunsiiauednuiazainufnaiieasse Jenuisedaenadesiu
NaN15ANYIY94 Pounders et al. (2016) AinuIn1sinadiafliniAinainainudesnisasig
auUsyiiulauazidauesanu Tnests Taylor (2020) uag Gamage (2022) FEYIINITUYTAINANY

watlJuguuuuniaveanisdamediies weduaiunsdeulswasnisidusuludnuesulal

(%
Y

il wan1sfnwiadell wanslivivindwsudnviesdiervdlvengy Gen Z nisuansoan

medsnaiieuddgannniinmsidawesaes (B = 0.53 vs 0.13) Swenvaeiioudn Gen Z lon1siai
Wuedesflelunsadrsufduiusuaznisddruswludenuminniinisiissuaiiauediny
Fadenndostudnuazves Gen Z MAulnulugaddvauarlomelulafiludiunidswesnisdoans
TudinuszarTuegelsiniy Jadenrsduionuesldisninanenginssunisinad ad

yestnviowd ey lnenguileg 1l ded1Ayn19ad i 9191191NaNBULIANITVBINGY Gen Z
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FaiuwnTdufiesdsesunnuiuiemuesdusysunouriend annsiulaluaninundeuildaniig
nanalulagduaznisuansesn vilianuiuienuieslilefuusidemalaensesonginssa
nsTnad nmmailunnminfudadedu 1wy nsuanseonnediny wiensilameiates uenani
naa Gen Z analanisTwad nmwafluilod oans wiusiiu wioadrefduiusinnniinisiudy
amdnvainwes FelddenndestunuiAniian aufidanuduionuesriazdesnisinasnin

Walsenioinseausuanday sayunnuluuisusunvesnguiogunds (wu Veldhuis et al., 2020)

asAA I lviannauise
sideildiiauessannuilmifadungfnssunisinadfisafivesineasarlng
nau Gen Z ludwinnifn Sadudssfuidaldldsunmsfinmediedndsuuiumomnisieaiillne
nan13Anu1d L7 Instagram i uuwanesundnd nay Gen Z llun sineuns iwad
TneilussgslandnAensifiuanumssduaznsudsdulszaunisal Jsazvioudisunuimvosdedany
ooulaflunsivuangAnssuuazsuuuumsvieaiisvesinvieaivasulyl
uana1nd psaau{lnidldanemuidensed Ao niseSutewgAnssunisinadieadl

yaainviewfieIngu Gen Z Wiudadeduininedianluvsunnisveniienlaenss Jedsline

)}

a = 1

Juddeladnwsinduuineu taganizlunuirasviauiedlne Jufe wuidaludifeinutade

a1 1 a

fidenasengAnssumslnadisail lnenuinnsuanseennmedenudutadenifisvinagsgn se9a3m
fo nslawenuies Teaenadosfudnumses Gen Z Miloningafidundosfouansiny
wazadrsfduiusludenueoulay voaunviveisesanufifsrtunginssunisvoden
luyaRdvia LLazmm'35115’11&%@uuuwrméfw%’uqiﬁamiviaqLﬁmiumiaaﬂLLUUﬂaqwémsmmm
finouaussaufissnsvenguiinvieaiien Gen Z liograiluszansamm wu mevihuaudgdaaiy
n1saataLuuiidaIugn n13daUsenin “waillugiin” fae hashtag lane (#MyPhuketSelfie)
$2uflefu influencer #30 micro-influencer lungu Gen Z 1l 8n352AUN1TUBNABILUY Organic
WBN9INY NHANNSANYIT MU Instagram wag TikTok Wuunannesuseniouves Gen Z
mihsnuenfisransadumsiilavanuasdomuuunasosudanarninndy wu mwdeiale
Fuiifnay/Aawosfdunsud WonseduliiAnnnfounuunionyise [Wudu saufenisiaun
Lma'qmuﬁ'mﬁ'Lga@fawqﬁﬂﬁmmidwmwLLazmuuua‘uu?faé’muaauiaﬂ Fadutladoddny
fdwasionsdnduladunmsesinvieadislutlagtu

gnraman1sAnwiaseiunisadvayuuuifanisysannisdedeateaulaliniungingsy

'
2 v

nsveniien Jenuideduiuliiiuanudifyvecunaniesufdia wu Instagram wag TikTok
Yesinneunen Gen Z Feluisswadurowmanvstiuuseaunisal wadudunsediolunisiivun

FULUUMISLIUNIS anEngUa1enie Lazianssuiiiienyin 9ve1geani1usingdtun1svieuien
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ATutedaulasdadiaueaulal (Social Media-Driven Tourism) laeuansliiiuindinvieaiienluls

[
Y a =]

] ' a & 1 P T a <) A1 a a
Wigawauslnauszaunsainednen uwadsdunumdusnanidom (Content Creators) Vidiavana

Y

1 A a v
PAUBUDNAIY

YalduaUULNIIAE

vosuauuzlunstwanisideluly

wansAnwiafall Usslovddmivgsiamaveadisamatsusznis gshantsvieuiisraninin
POUALBIAILABINTTINGY Gen Z 1AAB T uarlanginssunisdrenmeailifueiesilo
Tunsdaasunisnainuazainanissuinisuinis vieuwnasvieaden ganuigUatenild
pgaflUsydnsnin dufe weinssunsinadigafivestnvieafisrannsalulewauuranioudies
Taonndeaiunmuaamiswengy Gen Z 1w n3danisgaaiegy nseenuuuAanssuiatuayy
nsutstiunmeng Loy

1. maaungadieniw gidmlddds fusznaunisgsiansesiisiaseenuuuiiug
n3eqadennd arseu iuendnval wmuzdimiunisoieieail venaind arsdanas
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Abstract

This research article aims to studying the influence of online media on the decision to
travel in Kanchanaburi province of Generation Y tourists. Using quantitative research
methodology. The sample group consisted of Thai tourists from Generation Y, aged between
18-33 years. Those traveling to visit the areas in Tha Muang District, Mueang District, Thong Pha
Phum District Kanchanaburi Province, 400 people. The tools used were questionnaires. Divided
into 4 episodes Part 1, Part 2, the closed-ended questions, Part 4 and Part 5 are closed-ended
Likert Scale Questions, by selecting the answer that best matches the attitude level. Using
random sampling techniques to answer specific questionnaires. (Purposive Sampling).
The results of the study found that when analyzing the Stepwise Multiple Regression Analysis.
When considering the variables in online media factors, it was found that there were 5 variables
that had a positive influence. on the decision to travel to Kanchanaburi Province of Thai tourists
in the Generation Y group There are 5 variables with statistical significance: namely KOLs
/Influencer, Media Sharing, Microblog (Twitter), Online forums, and Social network, respectively.
The online media factors do not influence the decision to travel in Kanchanaburi province

of Thai tourists in the Generation Y group include: Blog and Social News and Bookmarking

Keywords: The online, Generation Y Tourist, Decision, Kanchanaburi province

! Independent researcher, Email: waraphonbual7@gmail.com
? Faculty of Management Science, Kasetsart University Sriracha Campus, Email: suralai089@gmail.com

* Corresponding Author, Email: waraphonbual7@gmail.com

International
Thai Tourism Ui 21 avufl 2 nsngiAx - SunAu 2568



21

=

dovsulaundinasanisdndulaiunieia eI ImwINNIYIUY3

9

Yagtnvia gy nenguauuaL Uy

5030l UaR"
Aniad g3ae’

JuSuunAy: 15/12/2567, Fuunluunana: 18/06/2568, T1UnaUSUUNAIIN: 06/08/2568

UNANED

unmnuifeatull fingussaniiofnwidninavesdeseulavfidmadionisindulafiunis
vioufldminngauyivesinvieafisnguiauueisiune lassudovideidalina nguiieeis
\dutinvienfisarnlnenguiauuelstuneifienysening 18-33 ¥ fidunmsvieniiorluaeiiui
sunevindag dunewies sunenesmgd Favianigauy3 1uau 400 au 13 esiiedily ldun
wuvaeuny tnsuuseanidu 4 nou neudl 1 noudl 2 dnwardomdududnuwuuuaisla
noudl 3 wazmoudt 4 1urauUszianUatedauuy Likert Scale Questions TidanAnauUnTs
funauafuiniian lngluinadanisdungudieg el oneuLuUADUAILLUTLIIZAS (Purposive
Sampling) Han1sfnwinud ednesidulsyAvianduiuswanuuudunou (Stepwise Multiple
Regression Analysis) il efiansandudslutiadedudeseulatudinuin fdauds 5 Mfdsnsna
\Beuan semsindulafumsieadiendmiangauyvesinveaiiearilnengnauiauiuelsiuie
a8 19 Tud1Ayn19ad @ 5 dauwds ldun KOLs /influencer, Media Sharing, Microblog (Twitter),
Online forums, wag Social network mudy Tnedadefudessuladiilifidninaienisindula
Wumsviend grdamianmgauy3 veadnvieuiisavnlvnengunguiauiueisiue 1aun Blog

lag Social News and Bookmarking

=

AdnAsy: deosulal, Unvisagnauesduiiey, n1sandula, Jawianigyauys

)

o aw

! fnidudase Sua: waraphonbual7@gmail.com
2 apugAnennsinns I Inenduinunseans IenadsIun ia: suralaio89@gmail.com

* Corresponding Author BLua: waraphonbual7@gmail.com

International
Thai Tourism Ui 21 avufl 2 nsngiAx - SunAu 2568



22

]
[ =

AUEIARYLazuva sl

nsidenlymaluladid osruisauazaanludunisvend saludag Tutuindy
Asfiinrieadisnfouuaglfarualalnetnvieaiisslugatiagtuasdeulvdoooulaiussinneig 4
lemvoyavesuvamanilr veyadwiin veyaduiuems WWudy faduenainuenndindy
#19 9 ludesaulatazannsnraelumsdadulafunsioniisdldudr msaumueyadiinisiia
Mndnrieniiedfieiunisluaanuiltu 9 A5ardn1sviaduinlauuridiauianisuensaUln
selnmadidnnsednd (Electronic Word of Mouth) wie eWOM tufifiaudduuazidudiumie
Tunsdndulavesinonfisafiaumasyaiudeseulavfldivuiu Tng eWOM azanansnimeuns
Tyau11a150819510L57 081U naal KOLs/Influencer ludooaulayl defuidudsingnisaid
#nnisearnsandafUsenounisdunisread saldnensulyusslonianndnentminvani
lumsyihnsaiawuuueanse (A3uUMs Inalssa, 2561)

denagaamnssunisienisalddnisiunaluladuardesoulationunddauae
Tunsdndulafunavieadion ngudnvieadisafidaruadalunislsmeluladedsadosuass

6 < a o w

diodmdunslvdeseuladiduifinuddglasfifusznounsdunsveadisuaussing q aasd
nslinud A ol azanunsamundsisgelaielfiAamsdndulafiunsvisaiioalsedg
psanguilmnonazdugvsna Inglanizidnvieailsanguiauiueisduiny (Generation v) ity
nauALT oy 5enIne 18-33 T (Anderson, 2010) Tnewnvioaii sang ulauluslstued urey
Tunslvdeseulatifles usanuazainlufiunisvioniisn aumveyadunisviondien sl
fdlvdoseulaiieduvdsieniiefinuldifumslunielnadanudossulaiifienslifnUsslond
s 7 Anaulud oeeulauil Tgavansuasmeisaiiodnfiiesdu wazifietduiduninumsed
voanuLas 3nitadad uraunisviond o2 iiunisldsusraunsaii wuanlniuazing ou
MnAnuRnAIEAanNsledin (31 wedn, 2562) nds dnveaiisanguiagiinisdnauladud
flagmemndudmiuAnssuuarssaumsaifiosiiu 1wy a9 mnumAMa MsioduaiansT
warNISeuY TaussueMsTiesiu Jsenseduinsugiiesiularduaiunsvieaiielogsdsdy
(Cavagnaro, 2018)

Jiangauyiteinludnuiltwmingamnedaemaviesiesniluiienvesinviosiien

[
(9

farnlneuazyaneed desreznsildlnaanngunnumuas lunandes 2-3 d2lus vedl
geiluomesiig n3o NwaNTAYnIeaY 81 a1eu1elng - N1YIUUT (§IULATYENI, 2567)
Fsdanalifnvisaii odfliAunannngunnEmIuATUS oUTuAMAINNTALA Ui BALT 67
Ffangauyildegazainuing iy Snifsdminngauyidudadudminddnineins

N15YIDL 9 NAINNANY YNFIDYINTY WNAIVDUNYITITUVIA TU UI9NLes1 e Uenlnslen

International
Thai Tourism Ui 21 adun 2 nIngIAY - SudAN 2568



23

Dudu undsisadisndeseiimand wu aswiuviuusiiiue groudssiRaansiosd
aauduiusing euasalaniuron1vin sy wnesioad safiuywdadiaduun wwu
agwugaNyasel suafdanesa Wouriuriuns Suemns wazaeng q Wudu uwidsieaden
Batmussn wu nthuiausssuiiuvues Saussawniueysinedwazy3 Wudu (nguau
qwﬁmam‘uamj}ayjaLﬁ'amiﬁ’mmﬁ’wi’ﬂ dinaudminnigauys, 2564) wagandinaauntu
wihildhdmiamgauyituduimiafinedeulufmeninensdunmsviondisanue vainuans

MINETTUIR wywdasieatu Tausssudsemdliuiueng q sauludeiuems fadudnnile

v [ 1

Jadavieaiiernduganunevateneindunlesvesinvieanieinguauuesduinald Weewin

'
=]

finunainuate wazausanaliinUszaunisallvi q Aauisansvauessinvisafivinguila

VPN ANTIUUBIMUTEAUNTAUNLANUNNY LU NITTHUTTHUSTTUTBIRNUY N1511590AINTTY

o
a =

91anadns uagnsatuayugsnandalunazilafesssy wu Mmmesfienddnauaznsviauiied

Fsuinveusodenu Uiy (Government of the Netherland, 2024)

[

agelsAnunislvdeeaulatiianisdnduladunievioad sadudurndus osddny

i UszneunismisiianuldlamamIsuanunioulunissessuaiudesnisvesinvisungs
laglan1zinve i o9ng uiauiuelsd uine N oUW UAITAUNIY D UN 81A8AULBIRINNTT
AuMvyaK Ui oeaulatUszlansg 9 %3931 KOLs/Influencer Fedinoaulatuiuaziidnina

ren1sandulafiunIieniIveinvieueINquaLUBITUNENIN (1A EATTRLIUWA, 2560)

¥
v a Ya v

uATedfIdoy adulunisuansnanisdnwdteliiAnUselovigeqasouvasviondien
Fusenoumsdumaveniior mnmsthrantsAnuluusulsuasimundesenegainlsaving
wazassfunguid e onslsiiansnseduiaswgialudunisviend sanaonauasugia
Tududy q seluserudminuarssiudssmaegnaddu Tnensinwiitod scdeeoulaiiidma

' v
1 v a YA o

sansfndulaiunisvieniierdaminnigauysvesinvesiiuirivenguuuestuied §3dy

9

[

sgynsdnwdadedeoeulauvionun 7 auiidudeseulauiiidun§dnundlyuinis leun Blog,
Twitter, Media Sharing, Social network, Online forums, Social news and Bookmarking,
wag KOLs/Influencer wiialvinsiuintadedsesulauniuly d8vninadewananisanduladunig

vieufgndminnigauyivesinvednginguiauiuelsiueuinia

o

¢ o/
AQUILEIAYDINITIAY
Wafnwidninavesdoosulaufidwmaronisdndulaaumaioniendminnigauys

Yaatinviea g InquanLueLstuIY

International
Thai Tourism Ui 21 adun 2 nIngIAY - SudAN 2568



24

YDULVAVBINIFIAY

1 [ '
= ol =

vaulwaRuuf: Aufiundwioniiedlueiiuiisineniiing suneidles D UNONBINYH
FarianIyauys

vauluad1uUszyIns: Uszins tdun Uszwinsdilslunis@nuviauainideluadsd
Ao Unvisaisrvminenguiauuelsiuneifiongsening 18-33 U nguiegadmiunisdne
leun thvieadierymlnenguiueisiuneiifiunmavieadiendmianaauy’ $1uu 400 Ay

vauakiuiiion: uAsdessulay wunAanisinauls uAamalndude wazuudn
LBl

YauLARIUAT: staznafivhinisinueyafiethiniinseidmiunisinuauniiide
Tundeil Fidelasvanafauinisnsandeuiuuanua Iy 11599A1 10C MNENTIANE 107U
3 ¥1U N1590L0NA15AN135UTRRTEsTIUNTITeluNywE AaenaunsALlunNIsiuLuLARUnY

[ %

funguMee1e a Wuin13viIde suszevianedu 19

NIINUNIUITIUNIIU

wUIRANSIUASUFD

'
=

wywdnuludnidinuiigendenisiiszdearsveyanaluddidonazilulsudelugluuy

Y

[ |

#19 9 mumuaulavesnuestugdu Tag McCombs and Becker (1979, pp. 51-52) leina12liin
feuagdimauamanveyariaiieneuaussmuies laglfiauouudndal

1) #oan1551m 58] (Surveillance) Ae azidunisinnuauiad euluisng q 91nde
dieliiuantunisaiing  Aistunarasdsaulaniumndesiufevestunuies

2) dosnsiuivoyarnasiiousznaunisiadula (Decision) InslanziFosiiisivasty
puDLazinaion 13 Tin 1wu nsinduladentoves Bendeeis deniiumaviondlen Budy

3) foen1svoyariieautsautluusznounisaunuludinused1iu (Discussion) nanafe
finsiasureyarniansing 4 ileanunsatiluymaeaununiugiifinsaunululssiudontuld

4) fioamsiidsruiuidy  (Participation) nande  Fesmsiuvumvdeddiusalunis
LAAIPIARTILIINY AN N ST U NNy

5) #osnsfuveyarnasdoaiuanuAndiunieioatuayunisinaulavesnuies
filsinszyiasluud (Reinforcement) enananldiadreidunissidannugniesuagivanzandi

aanladndulansgyiadliulimsativayudaiuuasiuegnsgniodu

£%
v

6) A 93n19A1UTULTS (Relaxing and Entertainment) Ao U3 Y04 aU1I815A19 9 LD

Y Y
v
&

AUMAANEY viieauniun1snlasuiuasiiiilunssudeguauriu vialuisesfinuindauleey

International
Thai Tourism Ui 21 adun 2 nIngIAY - SudAN 2568



25

Metluauiduves Laor and Galily (2022) Tuitave Who's clicking on on-demand media

£
a o Y

consumption patterns of generations Y & Z Tuuszinad as11oa Fenan1siTens ﬂﬁywuﬁﬂ
AANAUBITTY Y WAz luluelsdy Z finginssunsiliasudedliunnsiietu nandedinginssu
nsladeunlndidsstu axdianuuandrsiuludafodunisduiemauni dealdiiingussase
Tumsn3udeiunnssiusenlunmuuunvesmsiuieman

donumuunAnnmssudetuasnduliinisfudevesieuludiendingUszasruassoma
funnsneusenlunuusun avduudidessuladUsuiansng q Saduesnussneuiiianudiey
flagnelmiAvisludunisfiufduiusdstuuas funiesuivoyarnaisiuromnsaulay Tnede
poulavfifoglutiagtuiuaunsoutseanauusziannislyaiu auanunsalunisnovaues
firunfmeyaluFedaFemilailiauauls

wunAndesaulall

Aunausviunneani (2556) lranunrunevessdessulatliii dessulall niededany

paulat lnedwmsunguyaraniinislvdeseulatlunisindedearsiisiutu dauisavifianssy

'
=Y

9u 9 Swduuenvileanmneanedomsiueguferdndie Fasendunguauin Socal network
ffinnuminede n3eviedsauludany lagialludassuurenduadiliuinaaieviedany
wwlalonalvinguiiieu q dewoarudrud uarannsawilugurenrmmeiiou q Tunguld
ganduIsuIszianarannsafiadssuaznimad eulmasludseiavesnulddae uenaini
Wieuuisauiienszadralusunsudeos o Tuuililasausuld wu Wy anudam wieusuuss
suaw s el nfin1 aneadld (2550) Ialvaamunevesdovaulall (Social Media) Ao
nsfiauansniangan uazideslesiulufianidlafianimis maduivledi iFondn
iy Social network Adeliuladideslesgfaulisneiu uay Safko (2010) IelvmdemifiaLis

| I~

vaangudinudesoulail (Social Media) 31 Aenquveuniesdasaulausiudunalulaglvg

1 1
v U

figeliglyeunussuudumedideduaunsaadisnisujduius Weludiu msviiAanssu
swdnginsausng o oflerutsiiuveya Usvaunisal Anusoanms uwazuansauAniiudatuuay
ﬁ’uiugﬂmwaqsﬂ}amm sUNNIALD wazides L‘ﬁaagmﬂﬁzaqﬁiuﬂﬁamaquﬁa iloAnuuLis
viauileanumdninau tnefoooulaiddsdflvruegluiligtuausoutsld 6 Ussian anuuundn
doeeulatl dell Awun Fedsuns (2553) Ialdmdomuaresnisznovvesdessulall 6 Ussiny
TagannsuusUssinnuesd odsauoaulatl figusinaasiadoniduun (Consumer Generated
Content) Tnsaunsalsimiouuazesnsznauvasdoosulating 6 Ussanld dail

1) Blog asidunisdamsszutludruveniomiliguslnaamsadoudomiuuldies

Tnsdruninazdendowduunauniesuinisans odduyuuesng 4 awnsowmewnsld

International
Thai Tourism Ui 21 atuil 2 nsngnax - SuIAN 2568



26

wuuliTndialu neudentumunsnideulasfidemussnnlaflituegfuigou odudsgdla
T Avnisauaddfudnisnlusudomifideulddsuliauanuaulavesdaum iy
Frunsiiunaieniien lnegaumannsnaunuienaudeanuiiveadeiiauls waveude
FoiFeaudon filvuinuAnmuuaglvinrmala Wusy

2) Microblog (Twitter) §a.8u Blog §nUszianuisusnindnisdrfaddnuslunisinad
adtaz 140 Fadnusegminlulavnsgsiais n1suense (Word of Mouth) Tdetu mitfineenuie
nsad1auusud wie uwiusnaduiedesdiolunisuimsanuduiusivgnan samdslyidien
nsUszanduitusandae Tas Twitter lyndnnisvesmsaunuidu q fegneldvmeiiaulafent
wazdnisaniteuanid suniouansmnufniu nieldneunuudu q sErieunay 399y
fianunsydulalannuuaznsaussiiu

3) Social network vaneaaieredseufignidenledulansoulay taefiglyiuazannsn
a¥raiamuiunld Usznaudae veyadiud U n1saatuiin vienslaiale wWusu Tasaunso
dingunudieliunnduld viliinnismanniinisd Social network wrlalunisadrenisufdusiug
FURNATNILNINYINAI 9 13U Page Facebook warfinsdanaumuauaulavosyauly
Social network 1¢Ende 1y Page fua1ms Page sunisvieadien Page fuedesdiensaiuuns
Ae 9 Wudu wag Line 1Wudu

4) Media Sharing .uliuladUalemalvsninansuniedalewiioutatiudeaisisas
waziduresmisduiugUszneunisns ouna sviosidl 29 a1usad eanslusunulunisdavi
nstssmduiusuazatrenisiuifignadaonunisledoussandlunislavan Snsemid
Faaunsonalfinnisuendeldogunnaisuarsangs Saenndatufisadu Media Sharing
fio TikTok YouTube @ Instagram uled

5) Social News and Bookmarking v us5 ules 7 Uszgnsui s ludlenialWaswuuwas
yihnsimaduleinduvey Feanunsafuliidu Bookmark I iWsuiaiiewivledunludessulal
w1 Yahoo LHustu

6) Online Forum L ugUuuuveslaifeadife 7 saunguaui aulaluis ead ooy
IHanmuanivdsuanufndfiureyarassmdanisiansesfdnineig q daudnannsosald

[ [y

waztluneudeiunaziule wu Pantip [Wudy
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a Ya v

nAgIselimumwIsIunssusasdeseulatunvisdiy svuldindosoulatusazuszan
Husinslyufiuansisiueanluauuiunmienuanuadnves 7 tyau Inedinguszasa
WBABINITAUNIMTOTUNIIVVRYARN 9 UNreIedesaulal wazyinnandinislydeesulall

wiensdndulaidunisieniies fedndessulatduiviindunuimuing Wulunirgmavnssy
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nMsvieaislnaruinislasianizludinvesmaissuduiusuazadisnisiuilned sigsia
TunagaamnssumsviesfisauazuinisdesnmstiausvoyalunisUssduiusinudessulad
Suflennandeseulatannsndemsiasotulfosaduinti widdldvannvarengutivuneg
fnsuviveyaiifuvssloniludoddaiomis Uszaunsaidunisveaden vlvtnveaden
Wiuyuuesfivainvaisainde sndee1awy Idle amarsandnvisaiienr awlewan dawald

wiasienenduninuingd vy dduuddlefinislvdeseuladiieduisaruazainluiiu

€ v a

nsviaafiednazvrslunisdndulamunivisndedliiudnvewieiwd Tudsnudessulaudsdl

Yaa

HildnsnanauAnludessulaunidagtuinateviuilasuanuieuuasdlfnniu §991992

Y

'
{ A

111508 8Uv28TUNSUINABLS BIT1INIUYBINE B ULaY (e-WOM) U auustulszaunisal
Tusrunisviend edlvnue 1 Aaaunieaulald n1s@nwideitvunuinvesd essulall
Tunisideniuniavesinyiaanen wulindessuladiinaneni1sdndulavesinyiaunennaniwmss

warneeenlunisiduniswesinvieuieIngul nansenundouinduiiannsndnvsuiien

1Y a

Ifasuludossulad Inedlilddlanumaeyaiiderdunisidumdlunsvieadswdunumn
vosdvvoulatinnundsnswansdeslisutnouiisaddvagvoulsdonsulad Tnsuvseandy
2 §nwar Ao 1) fasianudesnts sndegravy adrusedumalaliduinviendsalunis
WunskunsdnauegUnmiazifled areuvesaniud 2) fatvayu endieg 19y
grenveudgrlunisdndulafeadvaniufivend ealswsuduemsuazianssusng q e
Tnonsinausiiwesnguinvieaiiendu q vednreaisrlunmsisuiiisunaiuazuinig

Yo LHUTN15ATUNITVIBLT eI nura e u o9 9 Wiy warludiuvemanssnunimss

=

vaanguinvieniieindurevlunisludessulatiionisdnduls lnedagduludessulaiqsd

U [ = =

AT eeuAnludessulatfiazquiuAsen Aa Key Opinion Leaders (KOLs) uag Influencer

¥
= 2

Tngns 2 mludanumnefiedeadeiuivegivingfnmuazsoniteslsdwnuagasludal

1) fianswalun1s¥iuama Key Opinion Leaders (KOLs)

= a Aa

The Wisdom (2022) lalsiveyaifieafiu KOLs wunedis §Addnsnalunisiuiunna vse

nquauiiunumlunisviiaudiuiundslldsaudiuiuaindede wazanunsaadasniula

o w

Tnaianglutaguiideseuladidunsdunistuniounan Fedemalili KOLs WugduuudAgy

o

Nilnasion15vigsnalutagiu vedves KOLs Ao wiglunisiwifanguidivune wazaiunsafege

Y
[

n1sdausiulalneunanrasussuladudazUuuulinguidmainsuasyauseaaneny Aaty
Jmsidendearsiignunannedy endieg1aiwu YouTube, Twitter, Facebook, Instagram, TikTok

Gl 1 @ 6 1 I3 %
MseunANNEIWIUlYRRg o WAy
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2) gnsadvsnaneenudaiudossulat (Influencer)

A1911AAIY Influencer An UdBNLNBsUIBYARaULARDOUlAUBY 9 ANAAALNINNE

'
a aa

fagasrmansgnuaunisindulavesauludeseuladld \unquauiiddvinasaniiudn

waznsandulavesnguidmving wasiiveidedlusinuanigau LaslHeunsisedsinie q vulyidea

dl ¥ v

fifie 1iloasaFAnny Tnroumusal KOLs 138 Influencer a¥rafuguuuulvy nszaeumud
Dudsiegangudmaneldddan fufu aeunmudiiadredsdidy dodredungoueddiu
nMavieafiends wu anduy vuma nawufing wie Sust | Roam Alone Amdnula oRs 29ELds
vi3o F1ula waeran wilunas auuia Mg afae1$ng vie vesmalen Go went Go :
eaiudten sy (Tonkit, 2564) Inefidurlgieusesdunmavionieusasvinufiondieg i

zfiUuuun1svieduiale nie Content #ine 9 Anaueesnun vy fnaulasusalusduuy

Y

LY

funnansiuoenly Tnemsmeunsluyesmavudeeeuladiindroadsiu Teun Tunennaiady
Facebook Waz¥8ane YouTube Channel Tnglunuideves (nagian wanigina uaznsnssa
Uszdnviumg, 2564) léna1nli1 Tugavesnismaineeulall Uszneuduuszangudnislysy
Sumeiidalunisaumvayaundu dnsaumveyaluseulatainnissusudulgioumesuiniy
JUsznaunsaing q ldfinnsdnuinisidendumgieueslunisaimnuiraulaielineuland
msdeanstungudminelifnnian wazieliiAanisdeasuuvuenseuudumeiin (e-wom)

'
o w =

Fansdeansuvuvenmenfinannidutadedrngiinelfiinnisdndulade nsdndulaifiunis

1 d’ < %
NDINYY LUUNUY
aedulun1sAneiAnuAdI1IveLs 09 dossuladndinaranisanaulaldunieyvioati en

(%
a v 1 a Va v =

Janinnigyauyivestnvieniisrvniinenguiauiuestuiy didedwerinisdnwludulade

4 E] Y
1%

é’mﬁ'aaaulaﬁﬁ’wm 7 91U MjLLﬂI Blog, Microblog (Twitter), Media Sharing, Social network,
Online Forums, Social New and Bookmarking, ta¢ KOLs/Influencer

wuaRan1sfinaula (Decision Making)

WelWaunsalddsidosnisuazaandslinda sywddeuiinszuiunisdn waziily
ﬁﬂﬁ@fﬂﬁﬂmﬁaLﬁaﬂ?{ﬂm%mﬁqmﬂmqLﬁaﬂﬁumﬂwmaLﬁalﬁmul,aaﬁ?ulﬁﬂizaumméhL%mm
fyjovanelilagsunszuiunisAnlasases wazidendsiiiuindudisfgananidssnnudes
wazawlivaenss Tne dnens ausla (2550) llddenunsdadule mneds funsunisden
nsgvhadladmilsandaudons  Aifley Famyuwddmingjaziimsdadulalumadensia q Yosaun
WAZUINITANY 9 aguiLa:uaTmEJ%Lﬁaﬂﬁuéﬁﬁaﬂ%mimwﬂj@uﬂaLLazsﬁWé’wﬁ’maqamuﬂﬁai nsinaula

JaluduneundAyfiodmeludnlavesuysd Kotler (2000) nafianszuiunsdnaulavesuilng
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Hudwuiuneulumsidulatovesiuilnadsznaude 5 sy Idun 1) n1s¥utigm 2) nsaum
voya 3) Msvszifiunanadon 4) nsiadulade waz 5) nsUssidunanievdanisde lay
1nmsAnwauaiiadalfideasininuisuiisunisdaduladduuiunvesnisdndulade
vostinvieafion nanfe nsrurunisinauled svesinvieafisnuneils Fansdndrdudunon
wdulslonierUseneunisiifisrrestunsvendior/undweaiieafiazannsadinisdanis
finguausstinvioadienlsognsnssgaisdmalianmsaiansiiunmsisaiieldfnsdendaduladen
Wumevieaiismsenisdsusnsaiumsvisaiionludusig 9 il nszuaunisdaauleaunse
ihuuszgniflaludrunisveniionld Feniinszuaunisdouinismuniseadion deazdu
msindulatefifivostnduilennain duadunsienilenfuauailifidmiliamnsoduiedd
nouflazdindulaegeiuaunUssnndy 1 uaztinvesfisnetenaridnivuiosernedanuidos
nnsidesneiukazndanailinuaituduiiane uieeassdanuamaninisldyuuing
Mnmleaiiendia wsznsliuinsiinduiednduduamansioniisrfiaghlfdniondien
annsadudaldlnenssannmsipiumaiesiieandaiy 9

UUAARLIUIYBLITUIY (Generation Y)

Dimock (2019) et iin15uy ana uv 29818619 9 13 @8 Generation X ng'uAuT Lin
¥1eTn.a 1975-1991 axdifdeTureuaundu Sase Ususuns inelulaBsedufiug iy, Generation Y
nauAuilLAnyIada.A 1992-2007 axfidduidulnundumalulad voudsvaunisalluy Tlmeaina
ANuANAa, Generation Z AufitAnysla.a 2008 - 2015 azifunqueniidurouAdsiauin auls
AaundouuarAumaINmane, uaz Generation Alpha nguauditinyiad 2015 - Jaqiiu Tnsau
nauil \iulaluga Al uaggUnsaidaaior (MIuUsya901y funiTenarsviunyssasongly
pgavianvany {isevetiiausnsutsenguuAnidel)

Reisenwitz Wag Fowler (2019) lelsiddenuierfuauueistuneiumsdndulaiums
voudiealitnaweisdunemdsienuddysotinnimmaiauindu iiesinamdnlunguil
grananssuInniy aundnvesnguiiuaisuiiinruddyienamnssunisvieniien ieswn
Bunqueuiidasduseulumsnausunnfumaesiisadisnuennmigeyaludessulat
warlymaluladiiosasaruazanludunsvoniisadududsiauesduatniiondnides
mmﬁmw?ﬂﬁlﬁmaﬁqm%& Pendergast (2010) Ig@nwiAeai Getting to know the Y Generation
wagldnd12d Lauiuelstueliin nguauauiuelst uneddnwusdidy 7 Usenis
fifudnvamans &l (1) fdnvagauaiifiay 2) fffeiaarlisiuine nanie Wundueu
fifivwalugludsnuuarioglunnanmundouvesdsay duiugoudumglifinisgnuemdold

naudy 9 Tudianty q (3) danudulaludiies (4) Jureunisegsrudulufiuduauauuisdu
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ety (5) afieuszind (6) Tanmanunasuaniiearig 9 1wy 13oussuuaznsvinianuiigs
wag (7) delaasdevudasinazussauaniufinuosislaly Tnewdoraumalstunednisiiunis
vieafletinrieaiisnduiinguiasveufumaionisvesifioanannzarmiandnainnisledin
finsoondrnagavaisuaenisdureadenniu Tsaedusumaiumaieaiisnnndu ua
finseesdumuazuinisinunsiesileninudumesidn/dessulatiinunuiiuriedilanumunniy
Fureunaifuifsavszaunisaidunisvieadien fuseunismaeya warlduseloviannuie

ANATHUNIIVIBUNEIALRNIEUTLAUN SN TAUNI DL NEIASIUY

NSAUKUIANNITIY

tJadueuzoasulall

- Blog

- Twitter nsfnaulaLAunIvinnien
- Media Sharing

v

Janianigyauyivesinvieaiien

- Social Network %Walwaﬂa:mmumal,ﬁmw

- Online Forums
- Social news and
Bookmarking

- KOLs/Influencer

AN 1 NTDULUIAANITIVEY

52108U35N1539

Usgnsilglunsfnuauaiiideluassd fe dnvisadersmlnenguiauueisduaie
fifiongsening 1833 U iilesanusznsivwelunguaglinmusnulssvinsiuiueu fay
YA AI081981150AINLAINGRTLUNIIVVUIAAIBE 19V W. G. Cochran Tagfinunsesiu
mAnuLdeie fovay 95 e umm gL yuadiegslunuideasd vty 384 usidle
anA1uaaad eulunistiundiesieiveyanisdnuluad il § 398 Twaifuuuuasuany
ndAred 89919lne ndulaulueLsTUINeT TogsEnine 18-33 Vil ifunisldvieai o)

a &

Janianeyauys {Wudwiu 400 40
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Tnewpdesilefiluldunuuvasunty Tnoulsoenidu 4 neu neuft 1 moudl 2 Mauienty
wqﬁmsmmﬂ%ﬁaaaﬂaﬁ é’ﬂwmzﬁwmmzLﬁuLLwaaummLﬁmﬁu%gamaé’wmzﬂszmﬂimam‘
ﬁaﬁmmLﬁ'mmyaaﬁ’uﬁ’waacimau F sdnwazmandududanuuuulateda (Closed End)
noudl 3 mandadesudossulal wazneud 4 MaruAsriunisinaulavesinvieaiieoafidina

<) (J

TiAnmsfiumaie s dminnaauyiidudaudssinndasTauuy Likert Scale Questions
Tnelhidondmeulinseiussduiimuafiunndian uiazmauuvssziuanudndiuesnidu 5 sz
Tnodl 5 mnedadiudise19ds wag 1 nneddldifiudiogieds laslumedianisdungudogis
LW BB ULUUAOUAIURUULIIZR4 (Purposive Sampling) mmfw"wmﬁl,mwﬁsuyagaﬁaEJ
FBmsiseiidem (Content Analysis)
FupoumeranwusUn LA MINTIAe UMM ReveUAB A

[y

1) #338vINIANYIAUATIVOYARALNUNIUIINITIUNTINA 9 UNALIYINT Ineniinug

uazUiTefiAeIes LﬁaﬁﬁmLﬁuﬁga;gaiumﬁﬂﬁwLLUUaa‘uamé’m%’umiﬁﬂmf;juﬂﬁfﬁé’aiuﬂ%gﬂﬁ

2) a¥1suvvasunaLariuuuasua il vihnsaseaeuauissmssuarinnsan
oy (Content Validity) :ngnsanandl $1uau 3 viu iieliuuvasunugndesisiug) s1uale
Ifasuazdanudaiou TneddsdeaTosssudasssn wazaenndasiuinguszasnvesnisfing
At Idenniian Tnsvinisusuusunlomuduugiuandonvemaniidaduiinuaonades
(Index of item Objective Congruence: I0C) Aadesaus 0.5 Tuly

3) drnuvasuaui lia1nn1snsiaaeunarldvinsiausuuE 9118191569 USnwn
wazinssnnnd svhnsunlureunnieaudnilunaaedlatiunguusseinadiaegna S1uau 30 4
wdthuad ldTun1vn1sasaadeuAuL g aie (Reliability) 8nAse #8350 15Mad0U

1%

yAduUsEANS AN Fudunisuiaimnuesiulagn1Iads U UUERUNNLAAZ YT ANNALRUS

= [ A

Auredu 9 Tuaduideadunielal Cronbach (1990) §sa1duUszdns dan9dauud oiie

a Lo

visomAnadesiugs AeailndlAssiu 1 Tasannsgrunlumsimdulszavissainiedseyi 0.75
\nausinsMaduUATdLUTEAVSSan1ves Cronbach Ao 0.71-1.00 yaneds arundeiiugs

HANSVAABUNUT WUUAUNILTINA 4 AU $1UAN 42 0 ednnufiautsatumnaey
A1 Reliability 1¢ FoadudiniuuuuamsUszanaan (Rating Scale) Wity wuuasunwmasd3de
TudIumaIuRUUNIRSUsTRIAT (Rating Scale) Ju 1 2 pew $1uau 30 90 Wewlunsraman
Reliability W& nailléfie 936 Fsvanefs faudeshigs

4) vfwmaﬂ%’uﬂsﬁumy 1“U§JULL‘U‘USUEJ\‘1LL‘U‘Uﬂ@UﬂW@Jgﬂﬂ%\‘i wdhluiauee1s8 i UTnw
wazgsagandauldadviaiuaenades 10C lunmsiuads Wiy 1.00 W oldiaseaile

niiszavsnmuaznlvauysaludd antudiuuasuauluvihnisiivveyaiungudiegesiely
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NAN1SANEIIY

1%

INNIABURVVABUANNATLVBYAAINYARE WUINqusitegsadlng lumends (Souay

[y

68.3) flo1ysening 18-22 U (Sewar 59.8) Hanunmilan (Fegay 72.3) dszAunsAinwiasanfesedu

a Y

Y3yay193 (Fowaz 69.3) Ingdiuunnissnaus1Wnvns1vn1s/nunnuedsy/minausgiamng (Sae
9232.0) I51¢lAladegedn 10,001-20,000 U (Fosay 33.8) waznlduivesdnviowiednd

Sunigalawn nanans (Fesag 77.0)

'
=

ludrutinoun ] 13eagmiardudseansandunus nanuuutuneu (Stepwise Multiple

Regression Analysis) 209 aulstadedudessulal senisandulafunivisuiied §i3elamh

'
[

NTIATILAIMUFUIUS (Correlation Analysis) lakan1sAne1in Yadeaudessulauns 7 fuds
fianuduiusiunisdeduladumeieaiierdmianiyauysvmun 1ntudidelavinsimaey

J1¥adeaudesoulatlat1iddninadwimananisdndulaiuniavia uiierdminnigauys

a £ v o &

YaatinvodneIvIlnenguiauuestue lnensinsgidulssdnsanduiusnnaauuudunau

' '
a1 A

(Stepwise Multiple Regression Analysis) iivenauinguszasan1s@nu1ide Niiefnwdnina

= v

ve4d saaulauiidwwanenisdndulaiunivis i gadminnigauuivesinvienieingy

9

LRULUBLSTUNY taeNanlalanssan1s1asalul

M99 1 ansuanseduUseanSanduiusnvnauuuduneu (Stepwise Multiple Regression

Analysis) vasmuustaduaudesoulal sonisanaulaiunaviosiien

Un-standardized Standardized

Auus Coefficients Coefficients
B Std. Error Beta (B) T Sig
(Constant) 1.050 173 6.084 .000*
KOLs /Influencer 292 .035 .355 8.258 .000%
Media Sharing .243 .045 246 5418 .000*
Microblog (Twitter) 113 .030 148 3.714 .000*
Online forums .081 034 101 2.345 .020*
Social network .082 036 101 2.310 .021*

ee: R* = 517, SEey = 37497 , Sig < .05*
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a a

9119797 1 iflefinrsandudslutladesudessulatiudmuin fiduds 5 Mifdsvina
Bsuan semsdmdulafiumaieadirdmianigauyivesinvisuiisarilvenguauiueisiune
ataflifudAynneadd 5 fauds Ieun KOLs /influencer fidvznasenisdndulasy 36% (B=.355,
Sig=.000), Media Sharing, Microblog (Twitter), Online forums, k@ Social network A N&a1#U
Tnetladusudeseulaviilifidninadensindulafumsisadisrdminnaauyd vesinvieadien
SUWQIWEﬂEjEJﬁaLauLﬁSa 6N Blog La¢ Social New and Bookmarking

Ardudszdns nswensal (R) Yaded1ud eosuladdenisdndulaifiunieviead o,
Fwiangauyiveainvieuiisrvninenguauueistune dategluszdv 0517 uandloiiiuii
Hadesnudessulat Tvswaduindensdndulafiunmevionfisrdmianaauys awnsasiudy
wgnsaimsindulaidumevieniisrdminngauyivesinviesiieavnlvenguauueisiunels
Yovaz 51.7 lnglmanuiianaiaiionafinannsnensallaeiade (SE., ) ol 37497

Fanansd@nwilul estadodud ooeuladfifsnswarenisdadulafuniavieaiien
Faiamgauyveainvieadfisryminenguiauiueisiune uansbiiuindnveafisrrilvengy
RuwelsiuNe dnsgidessniidinnsiiauslaeg KOLs /influencer Turosmnsdessulatiuniign
F19199191NMIEENEAITIT MTALTE MIaFRLIMUAYeINITUULlAY KOLs /Influencer
fuaulauaradaussfsgalasuorashlitniiesiisanduauueisdune ianmsdadulaldneiy
mam'wmsﬁ'ﬁﬂvfaqL‘ﬁ'&J’J%ﬂyumsgayjaé’mmivfaqL‘ﬁ'aaciwuﬂﬁa'mﬁwmul,aq M3 YBIN
mMsUszmduiuslugunuuidn o d1du 2 16in Media Sharing §aazUszneulusne uewndindu

'
a vYa v

TikTok, Instagram, ia¢ YouTube Bsa1nnsfigifeldnumussunssuieiudossulaiussani
wuindudeseulatiiinminaueFossnlasidunisuansnmuasinledundn duiuenabumg
findosmuiufunandvsnalududy 1 nanie thviesinguauusisiunefimumalusiesiien
Famianigauy3inisgnisuniausues KOLs /influencer 11 wazdin155u5Aauva svinadi o
Tudswinngauysriuvemnsdoosulatiuszinn Media Sharing #ifinnsiiausgunmuaziale
vesanuiivieniisndundndsenvagsinliinviesdienidndamaulasnnisiaiies gnsivn

JUNNYT 0TALoVRILYIE Y 09471 89% 9U1971 913113115 LEUBVBING U KOLs/Influencer A3

'
=

FenelfiAansdnduladumeieadisrdaniangauysldned iy uasdoulesludindnina
ﬁuaﬁaaauiaﬁﬁﬁ@w%waﬁiamsﬁmﬁuhLﬁumwiaaLﬁma‘ﬁ’wi’mmmuu% Susufl 3 fia Microblog
(Twitter) Fsdooauladuszinniaziinninauevonudu q ldiiu 140 fshuswanludossulal
fifmusngrlumsmeunsidessniionnszananmsinussuinludedimdadunssualuvaeiiy

Fenwilitinvesiiednguauuestune Mlanudnglunslvdessuladuaznisifanalulad
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dulyuseloviand eeeuladusuantsanisdadulafunmavisaierdmianigauysla
wagd ovauladf da1dnSwawinduly d1duil 4 uaz 5 laun Sodial network (Facebook, Line)
wae Online Forums (nsey]wuii) Inedeeeulais 2 Ussinnil o1adudeseulaunldsuanudiey

Y]

wuusdnazidudeeoulauiifewinly dnveufiervnilvenguiauuestuinglugadagdu

= U, =

FeennagEnunidmiumsladeosulal 2 Vssnilunisiadulafumeieniendmianigauys
sadldmiuyunesesyidedanuAaiuii dovouladudazussiandulud ssvesanuiouly
gouiuflaviud sundaslumumsu wienungavesdessularvssianiy q ldnuniana
mnlulandinadeinsimudoosulaiiflosndiuisaruazainuindu uwidiyanraiianunse
asradessnuazlszaunisaliang o lidnendudiunisvendien fuauan 1unenisumg
WJudu 981908y KOLs/Influencer sinagdnssniananiunisalfi nssmugaasds nieinsu

Tuvguziiu 9 egmasanailiin a nantuazdugaveuveluladossulauvssmlanauinduindey

n1safUsELazaTUNaN1TIY

Ya o o

TuduifIsasinauenaauainnisiiassivoyadadedui oeeulaufi fsnswa
demsindulaifiunsvisaierdimiangauyivesinveuisrvnlvenguiauiueisiune las
ms’?mswﬁé’i’wﬁxﬁwﬁsawé’uﬁ’uﬁ’wnqmuw%umau (Stepwise Multiple Regression Analysis)
defansanduusluiiedsidessulaiudmudy Ifuus 5 Milidvnadauin densinduls

o

umavisaiisndmiamgauyivesinvieadiervilvengunguiauiusisiuie egrefidudify
n19and 5 uUs laun KOLs /Influencer, Media Sharing, Microblog (Twitter), Online forums,
uag Social network muddu asiladesudessulaviilifidnswaiensinauladumemisadien
Faiamgauys vestinvieafisarnlvengunganauueisiue leun Blog uag Social New and
Bookmarking Adudszans nisnennsal (RY) dadedudeseulavsdenisdnduladuniaviondien
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Abstract

This research focuses on studying the components of museum tourism that influence
the behavioral intentions of Thai Gen Z tourists in Thailand. The objectives are to examine the
levels of opinion that Gen Z tourists hold towards museum tourism components in Thailand
and to identify the factors affecting museum tourists’ behavior. A quantitative research
approach was adopted, gathering data from 400 Gen Z tourists who visited museums in
Thailand. Descriptive statistics, including frequency, percentage, mean, and standard deviation,
were used to analyze the data. Inferential statistics were also applied, using Pearson correlation
to identify relationships between variables and multiple regression analysis. The findings
recarding the levels of opinion among Thai Gen Z tourists towards museum tourism
components in Thailand show that tourists held high opinions, particularly regarding tourism
attractions. Additionally, the study on factors influencing the museum tourists’ behavior of
Thai Gen Z tourists reveals that uniqueness, the use of technology to present attractions,
service and information provision, physical attributes, and activity design significantly impacts

the museum tourism behavior of Thai Gen Z tourists in Thailand.

Keywords: Museum, Thai tourist, Generation Z, Behavioral intention
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aoufl 3 Nan1sIATIzLUUABUNLLA BafuTasBaeAUsEnaUT danan angAnssy

nsviaaileinsfusivesinviaaiisnvnlng ngu Gen Z Tulssmelne

YadueanUsznouiidwmarenginssunsvioadieifisiasivesinvioadioarnilnengy Gen Z
Tulsendlne FeannsinsevesnUseneuledudy (Factor Analysis Bartlett’s Test of Sphericity)
vosesaUsznounmieadienfifisdast wui1 Jadvasausznaunisviesiisanusalsesuretade
Afisnsnadenginssunsvonfiedifissusivesinviondieavnlnengy Gen Z Tuussinelne

[y

FWeddlalunsinsziannesanman Wefnwiladudananiidnsnasdenginssunisvieaied

e

) &

a

fiNsiusivesinvieaienvilngngu Gen Z luussinalneagiels n1sannounyaad Ldunss

£%
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A9 3 LEAIAUANTUSIENINNTIIRUTENEUNTVIBLNRIAUNGANTIUAIIDIE IS At
vasinviesiiesvnlvendy Gen Z Tuusswmalny

Model Summary®

Model R R Square Adjust R Std. Error of Durbin-
Square the Estimate Watson
1 0.98 0.96 0.96 0.07 2.23

NAITNT 3 WUIT SEAUANMUFNN UG TN Uade? 1 fetlade? 8 a1 R Square 0.96
139 96% am15003UIelai1 JadeianunaIntsaneInTalAUAULUTYINGANTIUNITVDNLTIRD
fnsdusiveninviauiienvdlvengu Gen Z ludszinalneg Aalusevay 96 Mindedniovay 4

[d = o A
Wunatlenanidadedu

A13197 4 LanIA1AULUIUTINYRIUATERIAUTENBUNISVIBUN 8IAUNYANTTUNITVOLT 87

finsAusvesinvieweIvlnengy Gen Z lulssindlney

ANOVAP
Model Sum Mean Square F
of Squares df Sig
Regression 58.90 6 9.81 1741.07 0.00
Residual 2.21 393 0.00
Total 61.12 399

a1 |

NAITIN 4 wudn dtadeg ey 1 Uadendinaneongfinssun1svio i eI is s

vasinviesiiesvnlnendy Gen Z Tulsswmalny

M1319% 5 wanansianeianneedanauladeesauszneunisesiigdiunginssunisvisaiies

fnsAusvesinviesieIylnengy Gen Z lulsendlvey

Coefficients®

fiauds b Std. Error Beta(p) t Significance
(p)

AR 0.04 0.05 0.91
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fiauds b Std. Error Beta(B) t Significance
(p)

Yaduanudu 0.46 0.07 0.56 6.04 0.00*
Llenanwal
Jademsle 0.09 0.01 0.13 8.13 0.00*
walulagly
nMsuLELeIALAY
Yadunsliusng 0.12 0.01 0.10 9.43 0.00%
uaznslvivaya
“U"]’Jﬁ?i
Uadednuauznig 0.41 0.01 0.55 3.63 0.00*
ANYAIN
Uadeguiuy 0.22 0.01 0.23 3.91 0.00*
AANTSU

MUBLWA): a: Dependent Variables: wafAnssun1svieaiigIiiisduaivestinvieuined

* QtydAgneadanTzeavu 0.05

AT 5 MFeTgvianNanneaadusuuny wui ynladeesadsenaunsvisanien

danasongAnssunsvieni g isdneivesdnvieniedvilnenay Gen Z ludssinalne

'
aaa U

pgsildudAgymadnnsediv 0.05 MnnsinTeiseautade wuidateanuduendnsal (B =
0.56, Sig = 0.00) Wudaded1Atyasan Usznoumeswlsiulseifmans londnwallng n1siiunis
azan drguannie Suems wazfanssuassuanuaulavesngudminy seswandadednuuey
manean (B = 0.55, Sig = 0.00) Uszneusnearudulendnwainismaun szuvvudadia uaz
flvensaanizma sadedadeguuuuianssu (B = 0.23, Sig = 0.00) WuRanssuilwdamau L
nsuandled yilsussens waznsdvauveyaseulaifertvaniuiivieniion drunsdiutiade
mslsmeluladlunsiiauogausu (B = 0.13, Sig = 0.00) WU AR, QR Code, Twitter uazn1391984
anuiiddy waznsdiuiadenisliuinisuasnislvvoyauians (B = 0.10, Sig = 0.00) Ly
nsuinsassUlng e ormsiidermadiemd mslvesulatinesu uazuwanrleuudsiiy
voya lasanusaagulédin Jadeduanuuendnual finadenginssunisvesilotgean sosamn

[

AB ANYAUENINIEAIN karTULUUAINTTY
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aAUsIIHANTTIY
1NMIANYIULIMIN TR AN B B is Fusivesinvisaieavnlnengy Gen z

Tutszinalng wuin Jadedudsisgelanamsvieniioidmadenginssunisvieaioafifisinei

yostinvioafisrvnlnendy Gen Z Tudszmelne snnindadesuianssusing 4 Jadesumnalulad

A3via Yaduanudssneauazanlunisiaunig tazladeaudssiuienugzandg 9 ANaIRy

¥
= A

matliflesannisdnsdainsdunanu daduniindnies wavifesfervendes niovoslsuinayf
aag iszuennluauniagiilavesiesiudefieosivseifudidudunisfnwiund sddey
Yaeviesdiuig Snvisduduaniuiiisiusiniusnyivazdauanadng i uvesa3wesinass

o w

fifianudAgmainermaniuay Tausssn Wevsslovinnsfinwauadt waganumdamdn
Fefu uvdaviondleafifisfusiBedasdgalanamaveailendmadenginssunisvesierfine S
yesnvisuiisrvnilnengu Gen Z luuszmalneldiduognei fadl ivsinsal Fvnavigauda
(2564) ldna1aliin eanvUsznaudiudsisgalanisnisvieadien (Attraction) Tarud1Anyee1ads
wszdudsiiannsafagalavieliuiilatnveadedlfifunen a anuidu 9 lasdulng
widuanuidduserduanufifiuansfisauasnuvessssuni auamaTausssy Mmaun
auddynsUsy ifmand vieduanuiiviedsiiuyudatatu WuanuidneliiAsaududs
\Duaanuiffiiendnualuazdndnualianie Fsmanmsinwidinanasnadesiunuifevosusss
faanana (2561) inudn Yadvesntsznouvesuvawiondlen tdun druauigela Fumaiviis
uwdaiedien Fudssnneanuagnin wagdussnUsznauvesnsuing daasousegalalunis
yioaflgaiifisdusieiuianen uenandluns@nwingfnssudnreaieingu Gen Z wuin
dnvieaiisanguiiimginssunsviondieaiewsiuamund waraumnisviendeafionisvifansa
Tosluu vidoRansauiliasuinuznindsay uagiinginssunsviondevesinvieadioandgu Gen
Wiuflenudsensadudsdrdy falunmstmuanagniuieuuamenisimunnsviondioififis S
vostinvieaisanilnengu Gen Z Tuussindlng Fsmsimuadunagnssiauenaungugnan
(Pricing by Type of Customers Strategy) Fedonndasiuauiseaes Matzler et al. (2019) finuin

NANSENUVDITIANAINANDANNTURLUL U NSUNNYIVUATILSANUNITU NN IVUGIVDIUNVIDIL NG

29AAN3 InNlAIINNT5TY

N15338 AN ULLIINSTRLIN TR g s A uivesinvieafieavilnengu Gen Z

Ipaseesnnnuslnifniddyvatsusens FanuadensiaugaavnssunIsvisaie e inusssy

o

' £% ¥
1 o a v Aa4dA

voilne AusinindAgyfanannsifeiifenisaunuaduaudAyvesdadendamadeng finssu

nsvieuigIiisiugiveangy Gen Z Faunnd1ananuuilanaluianinnelulagndvaazilu
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Jaduman nansidenuin Jadusudeiagalamsnisvieafisaiidninadenginssunisvieaiien
fifisAusiveengs Gen Z 1nfian sesasndedadesuianssusing 4 Jadesumaluladfdia
Padednudssinemuazmnlunsiunie uazdadedudesiuneauayaineia o audiru

A lalmiii safuussgelanisviend sriifisfusivosngu Gen Z Seldinelviiiu

[
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aglugaidsia uwadaslinnudidyiuanuussndadundn n1539emudn s1AdrananuEus
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wenANLNGugNATT AL USNvzIaNIz8INgY Gen Z 91nasanuslvsiildainnisided
ansnsnihlutszgndlalumstaugaamnssunisviondendsiausssuasineldvansdu uims
finsAnsimsliaudidyiunswaudsisgaladusuiuusn Waminagnssiandmuizas
dm3ungu Gen Z wazainshanssufineuaussderudeinsmaunueLazinys g
Taagu n133deildadssnanuilnifddgiisrtungdnssunisvieadofifss s
193N Gen Z Faunnenaainanuanlanaly uagadianuuesluaf atsorludszynely
Tumsianngmanmnssunmsvieadfisndsiamsssuedlngldegnadiussansam arwidananazee
TWanansanevausssiornuiesnsvasnguinvieniisrsulmilfedadususssunazairemnudaiu

Wifugeannssumvesiedlusyezend

YDLAUDLULNITIVY

va o v 1

PMNATANYIINY HIFLANUNTALEUDLUINNNTNAIUINTVIB L ALIN NS Augivesinaune

Y

£
Yo

ylnendu Gen Z lutsawalve Tiunmhsauilisvestunisiamuwdwioadlefifissostldwsd
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1. HAN1571ATIEW RN TOW Matrix uazaoyavinuuuasvaululyiduyeyad ugiu
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fuanudesnsvestinvioadisaiulal

2. 1159AN5A 1618ANNATAINLALNSIAUNIN S RS S el 1wy n19.T ealesiy
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3. 9nngfnssuresnguiieg1afi deuaumivoyanud oeeulatuazunanwosusig q
fifisAasiasinsuszduiusodwdeidovinuludeaiife Liuled woundiatu 3o YouTube
sudadalomaliideuvuannsniimazusiszaunsalls

voisuauuzdmiuN1ITeneoly

1. ¥nTv1nns ¥nide uediiaule arsvinnsAnwinuunnass Tnen1suinagnsi e
2INNIFIATIEA TOW Matrix lUussgndlaegtauriads wdninisussidunanssiiunuesgsna
Faneuwazvdanslanagns

2. msvinnns@nuniaded ufienvezdenadenswauinsvieaiodiis Faust 1wy Jade
sunseanesulay Jaduiwiruafuazanuitanela 1Wusu

3. psAnwinANAgafuTUssIfiunansenuvean sl s Riis Anueiron s Ang

wazNsSEUTveTinviesieIngy Gen Z ievuuimistumsuiulsallemnisdnuansluiiiisios

1@N&E1581989

e Mnalvd Ty, (2549). N157ATILYAAA: AGATIMTUNITUTHITUAZTTE. N1AIT1EDR A
WglveeanskaznsULY A IalimInede.

msvioufleuisUssinalne. (2545). nsvisaieaedionluiuissumd. ufvu

oty ATuasiving. (2564). Anustladanginssuvesinvieaiisndsgunindoayulnsuazunme
wnulnedaniaumansan. lu nsUssgumsinisvesumIne deinsmsmans A3 59
(4. 288-302). UNNINYIRUNYATANARNT.

fgUSwan TunIdng wazinasn grines. (2563). Msuimsuagimuinisviesdienlnedumans

NNFYITAINTFURURAIUINT O UNEIWANF. Aavemansusiay, 15(1), 131-148.

v
= U

wad Ausnw uazlngsd uudnunes. (2563) nainssunsvisadisafifisiaurivesinvieaiivangy
LuBlTTuNY. 115819 3euas AN Y IneIdTIuIae, 16(55), T0-81.

Wivsnsel Snamasuia. (2564). ssrtsznaunsviaadisaidsninaden mansainisveuisud
gUNIMYeITIninszued [IneinusUSygrumdndal. uminedegsiadadng.

Lustes sanana. (2561). tadeiiamadousagelalunisieaiisiissusiveainviouiiearilnely
wmnamuRs [madnwauaBassUSyammnoudo TlERR. simendonsamm,

daaun A3SUNSIONNa. (2560). M5HALINGYNENITIANITYETI5EA UITITauT95995UNI5
vioaiieIvegeergnan Iy Aneninususvaauitudinl. smiinendofauins.

afiu wusysy. (2560). adAUasnITIATIEveyaluanATed ugunmdoedu. drinauasisagy
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Abstract

The objectives of this research article were 1) to study creative city tourism management
for sustainable conservation of Phuket Old Town. 2) To create guidelines for creative city tourism
management for sustainable conservation of Phuket Old Town. This study used a qualitative
approach. Data was collected through in-depth interviews and a focus group with 20 key
informants from 5 sectors of tourism community enterprises and community members in the
Phuket old town area, local tour guides, the government in tourism management, entrepreneurs,
and tourist service providers in the Phuket old town area. Purposive sampling and snowball
sampling techniques were used. This research employed content analysis to scrutinize the data.
The research results found that creative city tourism management is important for sustainable
conservation, including cultural landscape management, tourism environment and facility
management, and the development of creative city management. Guidelines for creative city
tourism management for sustainable conservation, including suidelines for creative city
management, guidelines for creating memorable experiences, guidelines for creating awareness
of value, and guidelines for sustainable conservation of old town, which has a creative city tourism

management model for sustainable conservation of Phuket old town in the BABA YAYA model.

Keywords: Tourism management, Creative city, Old town, Conservation
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gruideanigifinedsdadu 2) ieadrauuimsnisdanisvsaiisniiesaiassaiiieniseysng
gruflonnigiinedredsiu nmsdnuiluadedifuns@nuiudequam le3snafuveyadae
wuudunallnemsdunualdadinuas msaununnauiugliveyandngiui 20 au 910 5 mAdan
#un Jamhagusurieniisaaranndnyusugudionnigiin faauanluiiuf miisnuaniy
Frumsdanmaviendien fusgneunmsluiufigudonn uazdliuinmstnvesierluiiui 1435nms
L39NA79819MUULI1Z9 (Purposive Sampling) LLazagﬂ’]ﬁLﬁaﬂLL‘UU@QJNSWQWJDEJ‘UﬁﬂﬁLLawEL%EJ’J‘mQJ,
(Snowball Sampling) ”Lszjyﬁﬁmﬁmmzﬁmyagaﬁwé’astﬁmiwﬁLﬁyam (Content Analysis)
nanFITenui1 mifnwnsiansilosaduassaiioniseydntesadaii Usgnaulsne msdnnis
aivimiiausssy msdanisanmuindentardssiusanuazaaniiiensvieafion wazniswamn

gulosasvassalununisaiiauwumunsianisidesaieassaiieniseysndegedaguduuinig
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TAKA LLININIFIANSIEBIES9ETIA WUININ15ES19UTERUNSAINIUIIATN WUINIANSES19NTSSUS
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ANAT kazkININTsaYSnYd e elasuuuunisdanmsviesfiediiosadeassadionseusng

819838 ghudlonnigyie Tugukuy BABA YAYA

ANEARY: N15IAN1INITVRNNEY, Liledaseassa, d1udlasn, nseysny

A ANEINITINNNT UnTINendesuiguin Swa: benjamaporn.cepkru.ac.th
2 AgEANYINITINAIG wﬁwmﬁaswﬁggﬁm dlua: cherdchaik@pkru.ac.th
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AudALaznuvastlym

Uszialnednsiaunazaiaunmaiiotundeulinsiesiieadidneniw lnefidvmne
Tiszmalnefugamneuamenwesmsvisadiengunimuazifugudnarsnmaidesilosnsvieadien
¥919iaA MnuRUTAUINTieaieisRatud 3 (A, 2566 - 2570) Fslsidafiufanudfy
un mawdnilunsvieadisalvefioauianiiinindmsunnau (Building Forward a Better Tourism
For Al Tnedflafladszlemives 3 nguvdnde Uszanuu seld uazannudsdu (hsgvmsvieadieuas
A, 2564) wuanfuukuiaLnseadieldlianuddyfunisluasusAaasneassa (Creative
Economy) lunsduindouasushavesuszna Tasdunuaznisuinisasneassa Ienanewduduan
deoand ity waznidufindfalunmstaunde mswaundlowad1sasse (Creative city) Wuuwadn
fAnanmsTutundndundsnsaiiassaiioduindounsiaundesiiinaudsdu Wudnuis
Tassnsfigiualndiduruaiug fuiasvieniieafiifuusanlan esadisassafaduiui
Tunsuanseanuesnnufnaiieassa iliAnnssamdmsdny uazaanduiosiufivansesn
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yyTausTIILaYANARaS9ATIA M Tersvedlesanansavi A saTUAywaT It
msiFeudnniunasfukazyhauuiuiensiauiflewemnussma diinauasvgisadsassn
(2565)

gruffoanuiudnungiuifdiendnualionediAnnnanududafuresfausssu
FaTTeluiuifdududedn awhlrisndnwalluguuuuveniiesas (Robert, 2000) g1udionnn
fiaudrAnmiadulseiimanivenies Teusznavludeiamusssuiifudedlduasdudoslald

(ga5iles Wuatades, 2556) ludagdugrudeuniilasuanuisuaindnvisaiedlulsene

& =

wagsneUszma Sufadugufisnnilasuseiaszaulan fe gruliennigiia Fuduguiiennm

fiflormsanidnonssudladdlulusnia Ssasrenfasndaudd wa. 2466 Tufiniiuiidaminguiniuly
FrevinenssTamilnsanizusiyn demaliinidunazrng unamiinisamuieveyiliiug
Annnsuaunausznisimussuns TunnuasIud sndnuals eesanazmnudunni enduiu
azoulWiAudeTausssy 38930 ormisnisfud dwondnualuagaulaneulud ud
(Oranratmanee, 2015) austliiAansvieadslufiuiifiarmsnademslduasiamiguamdin
Uszneudulul wa. 2567 SanianiAnfiseldainnisviondien 497,523.93 d1uuim d91uau
tnviondlefiinunisduninndt 35.54 d1ueu (Thai Government, 2025) foidufaniniviiselé
unfigalulszmalne luvngidsadudmiaginldunsiusesdiiduiiosaiassasuems
38 Creative City of Gastronomy 91n84Ansgiualn Ineddaded advayude damianiia

fanuvainranenaiausssy lnganizamisiinnainindianvainvateludau Inea1msidudiu
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nssansmsviaadien (Tourism Management)

N158AN19A159 0T &9 (Tourism Management) Ao NTTUIUNITITILAL WAL daa3y
LazmuauAansnsisaiivliiAnUselovigeaadeinsugio deau Tausssy wazdwindou
Tnglivihaneninensiidugiuvesmsvisadien Weaudduluszzen lunmsdansnsvieadien
MINUHUNTINTAEn MTauINMIenisr Mnaansviauiien msuimsdanisinvieden
nsddudrugusn Tuvnsd 4801 uasUsedng (2565) IdvinsAnwinisdaaseiauide
fumsdanisieadien wuilinsiansmsviesiisadiuuameiivarnuatsléun nssuaunsdanis
uiaiondien msatuayuduniseatn Mstenasteya nfamsidiusiuvesgusy egndlsfnu
nangUszimans ovanefleslidnonnuazigaudmadunsweinsnisviend sausludag du
WudwswumﬁmmimiﬁaqL‘1’7fmﬁluﬁuﬁé’ﬂﬂixauﬂzwmmwﬁzmi warnilslunszuiunisinnng
o afi drdyAenisdidrudan yrainsgddusauluf uinisveud sraunsaddausy
Tumsdndunisdansnsvieadienluiuil fanuideves Huo et al (2023) fil¥voyaingogorde
Tuiuiinsviondlendudfdnudmiddglunsimungamsvatenisiumsveaiiss aenndes
AUl Su et al (2021) szyly Msdidrusanvesdegendeludiumsveauiisrsudanisfidusau
Tunsdndulanaznisdarusiulunalselowd nisddmdmlunisdadulanuiefanisddiusy
vosaudnyuulunsnsusukardnnisnisvisadien (Ren et al,, 2021)

\lasa¥19as3A (Creative City)

Uszinalnednmsdiduulovisiasugiaadisassa lnenswaulasadia ugiuuag
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Famudsdududmunedidgvenistuindounazenseauligdiny tasugiwazdswinday
Fagoanain1siauLilodilAna B unuLuIAnYeIRIANTANU T2 1R (United Nations: UN)
A muatinunedrAgueIn1snaugs8u (Sustainable Development Goals: SDGs) 13 17 finu

wazdnsmvuadvangn1simuiesnielduuifna3 ov1e1ileas19a5IAY0989ANTYLUELN
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Tu 4 % (United Nations, 2024) Town T80 1 nswauiladlminnisduasuanusiuiioseninaiag
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U aadada

los sufimsmaaniminadouvesdiesiideduidtineuluiuiinarannsasesiufunisvieadledld
éun anudaonsts Audae madu (fsns umasuasfindani Sunsdn, 2556) Snvislurienm
fuunusgimalngldsidunisulsuisidosadieassnd ud wdunuamislunisimung og
flvanudfgyiuiywduasinueanuaiisasse Aneliifinnisaiauinnssuuasladnonmiio
nsRaudl uiivarsdunisadrayaauialniAed ului uil Fadesadreassasnduiagdes
floanusznoulu 4 fundng Tiun Tamwsssu Aanssu daulazidies Insdnvurveaieainasse
wdesiiondnuaifidaion wazesausznauiiviliifiesiinnutuauladie g1u (District) Faduiiud

v 6 [

Usgnoudanssuiduiendnual n1sdanisidesassassadndudesinisianadiu “aman”

YDIAUASNATIATINBY A28 NISHAUIRBEBAANAS1wassATdudoainainauila

Fufassansuuiniaiienvsnimnduluiunuddy @dnnuasvsieadnsassa, 2565)
Creative Economy Report (2008) lafienuiiiosadeassa 1931 iesasrsasseduiios
‘ﬁ'ﬁﬁaﬂiimw‘i’@uuﬁswﬁwmﬂ‘wmaﬁLfJudauﬁwﬁ’maamwgﬁaLLazé’ﬂﬂmaﬂLﬁaafuq WAy
FesUsznoulumesngufisiunmsdsauuas Tausssu Tnssunguiusgimmuiuresnuyiiny
a$1eassanazdaninuindoud deganisaanuniizaudfuresaniud ludsTausssy
Tuvasiderdudwmianideld funssusediiduiesadsassadiueimis use Creative City

of Gastronomy 31N8IANTYLUALN TV AAANITHANAULALNITAAUINITIANTTITBIAT 19T A
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Tnefnstmuniuiidesnginduumdwioniiondeansssn Snvanszaredagsiauimslassey
sossuaudiosuastinvieadlen Wanniluflegerdeludlesginiflefiuanumuuiuiasiansafludios
waztununuiiuiifidendonsefiufideanuaniiodl (eAfanl fmuisme uavaundy suzme,
2562) Tuwauzdl UNESCO (2016) namifis iflesaiaassa (Creative City) 1iiunissiuiiesswinyumy
vosdunarnmafslunmsaiassaidiesiumsiamnanmndon lassaimisdny seuulasiadng

=

MAATEINALALATUFUNT NN TAINSTTN Useiimansouusssuilen naenauaisn Jseanel

Y9971 098 Ul wnmauraudumalulagalelvd weurlugnisidwdliesifussenniaiid ese
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nsas1e5 3R ansognamnssudaasneassa (Creative Industry) Ingoan Usznaud iy
yoidlosaiassnldun (Gather et al, 2021)

1) myadsendnuvainaimusssuliundios (Cultural Identity)

2) nsadrsanInwndountsdennliiinaudaniae (Diversity & Open Society) vt a9
Aansuanivdsumsiausssuneliineufnaisassaln

3) M3nuTutinAnuasiUsznaunisaineassn (Talent/Creative Entrepreneur) Lita52usau
dinnuAnadassalunsnaunauTaus sy LLﬁ%Qﬁﬁiyiyﬂﬁa\‘iﬁ'U“JWﬁULWﬂIuIag’TWUSﬁ‘M
wagn159AnI35 AR neliAnn1sasuLagidsd oduamyuisudunalnliifianindule
NALATEFND

0) maaseiufiuasAssuiauazain (Space & Facility) Ingazdosasrslassadeiug
‘1'7iLﬁsmwaLLazﬁﬂmmMaaﬁaﬁlﬁLﬁﬂamwLnﬂé’amﬁLgaﬁiamiwémﬁﬂﬁﬂ LazgINaEd AT

5) NM13UINITTANTIT 09 (Management) a¢AnsuadnIAThaziansuazd 0al Td oAl
Tunsaunfiealaoidussansifaudangu uagviaruussauiud e lugidmaneld
pgsaiuassalneiuuamslunsuiulsadlondieliiu Creative City Tnonisuasmanuysy iReans
wazAUARES9ATIALT DA UHANNAWAY

nsiaunlassaiei ugiuuazan muandendiLd e onsWwuigraiunssuadnasa
Hudnuilsulouneddisinimdndumuafulufunmsiamgrainssuaisassavingnuniady
fdudzisududulevisifiosisassaldiunquiairsassnanussnuuy (TCDC) Tnetdunisdiu
nagnslunisduiad ouulevreiteliiuiAnasugAaadsassadiiadugusssu euszneuse
3 pandsznouddey Ao NMIWaLIlUsEnaunsansassn (Creative Entrepreneur) N5HMWA
94AANT A519839A(Creative Knowledge) Lazn siauiiosai1aassn(Creative City) TagLiu
N1sAMuANTaUkKUIULazAINTTHlugULUUANg 9 iielvaensuiuuleuievesiguia (Aphipiya
Thiansup, 2023)

uan91ndl UNESCO (2016) namdainasinisfadugnisiduidesadrsassaves UNESCO
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AIUANUARETINETIA 2) lATIAaT NN UgIuYedeRaIMNTTUaT19assAf un1sNanadl el nduas A8

[

Mssdnuazdndmmie 3) anusfiuaunseweangsilniunaryuvuiifinnauduileandn 6) msdaedy
thgansnisiaUzvesansisugiuiuiiuasiuansanudiong uvungudug luaaniiedy
5) Uszaunisallunsdnsuniofanssudiegluavinisadsassatu 6) andudusulinsdng
wazvideluaadsassatu q 7) Wanueswde Tanluvesdusazdeuliveadomdosssuyi
(Gathen et al., 2021)

nanlagagy esadvassadoidesidanmuindondigoliAafanssumaasusaduin
MnauAnadassafiiduuvasrudny Tausssy dnAnuazdusznounisadieassaainiily
uagsnsspmafiundseneufianmsuaznaliiAanisisnuaiieneld uasfiudneninlunisugsdy
TfuiasugiavesilowuarUssma msdnisilesaiisassn Aenmsuimsianmaiieliidlosddunnde
fifnteuimsiansesnuszneulidenfuuvasionilon iAanssu iiansadassauasiiiugan
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nseysndillasiniagnedsdy

udlenunisey$nEues Snyder and Catannese (1979) fmslimdonaluguuuuiiunnsiisiy
I¢fun Restoration Aemsufdssal Fadunsesusuemsantinenssusngmeludlodiagluanm
Fudundonisyeunei onaunuivaniudifimely sawdantss snouniomafiudaluaouiise 4
Renovation A9 N5l uily g3 on1susuug sl \unisgenusuenmsdslieyluanmi Aty
wavanssninduslaussleniBnasa Conservation msasuin Wumseyinbuasanusnyminens
Tannsalyuuuduld 8 nd alulusunan Reconstruction n1381ansus ea3 199 Ul v ouveafis
Humsadvormauardsneadsdy q ulndlfuunuiienaimievesuiigniiansly Relocation
mandoudediomionmsludiilmivioaiduiilmiieliomsuazanuiindsveafannniian
Turausifisafu Catannese and Snyder (1988) fananivasiiaasousnsfinarsuszian wilsludy
fio mseysnvidlonsenithu Wewnllomsemthunandiifunmsnaunauiidnaussnindadin
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Alauuanssiulunsaziiies
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wazaniiiuiand dnuauiifiruuaziondnvalions endnualvenieafudiuvilmestingay
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2) mIeyintiondnuaiveailedluBenunin Aemswussndsznouiieiudn defanmsinwseaziden
vaadleatiy 9 wu 1) N150USNYNNEYIT (Paths) nuneda lundyammanwarsodluiios 2) g1u
(Districts) N150YsN¥ SnwazwINUIUnIEg U 9 3) vou/m3eian (Edges) iWunuivisoidurinnun
YBULYAYBIELIL 4) 9AFUNANT AN (Landmarks) 1Tugadainai ddnwagiauneluiies
fiviedunaszeglnauaygamnemszerlnd 5) siunierudeau (Nodes) ifugamamasianssusing
Huuinaiiinaedeulmyesiansauegaaenian (Lynch, 1960) uenanil wayasea vailaw (2558)
¢fenmnsoyindiflennlii maeydng mseyindidonnt Aefuendnuaivesiiufl mafidwdau
lun1seunsng MUNISAIUANMIANIEAN

ogslsfmunszuiuniseydndidios 01335 nnsuazuuamned unndstuluusasi ui
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fio nMasvyanuiinagiinsnseaey Mdeuardssdiunmen msufiRnuvefmuauazngmne
mMsfvuaingUsrasauazairauuidunluniseudndifos mahunuluujdAuassufugavine
ABN1sUTUUTILNUEAIUN15ANYT The Burra Charter ¥asUssinAaadnside (Taylor, 2003) lafvun
Funoulumsoysnsly 10 dumeuldun maszyanuiifleying mafusiusaveya msdssduamen
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wazANNdIAEY NITTANIBULENETT N13ITYNITE NMSNUTIUTINTBYATIINaNIENUsonITeusNY
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2563) I¢lvaiausluniseyindillonnt Téun nseuinduazysuraniuiiddynisuss Timans
MsanemenAuLansaiseNInTEningAEIRUNseRSNY warnsdnnisAssuieanuazaIn
Tunseysnsuagiauluiiui

nseudny Ae nislaniwensliiiavsylevduiniaauaslyszozinaruiuuiniian
diolimdnensanusalsvslevdauanunniian uioidanisleognedsdu niseyindrudoan
Jadudnuainseyindauiausssunagiitinguey dudesniflondudundwewsnniausssy
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(2558) e 1) Wi oWmu1IndTln (Awareness) uazar1uala (Understanding) vosinviaauiien
Tumshnausslenidedunndounasiasugia 2) Wileifiuuszaunisaliifgaangsliuniinyiodien
viefunBouunawiondlr 3) ileusuuginmunminvesuruiiundmioudieafiey 4) tioguasn
wazasliBsgaunmdanadenvesunasiondisn nmsAnwnisiandennt wui mseyindusan
mafausssy Woduasuliiduiliosiondiondemaun Aauimusssu loun n1sasredadiiin
Tunsousn¥idonnt nseudnuiiuni nsuuusegdiminieiausssy maiauilaseie
nsiiumslutniiios nsilungrsfliovosd unazninfiuyaniduauazuinismatausssy
nsdngvenssamuuaznslumalulaasaumaiiodanioviomatausssm wagnsdans

Y998 a9n AN AUUSUNTUNUA

NIBULLIAANTIY

nsdunwailyeaiuuuuUateida (Open-Ended Question) ¥n13idennguiaeeia
LUUL1#24 (Purposive Sampling) Ang fduA savesuazgiidmlddudsluguionnigiis
F1u7u 20 viru Tagaeuaiudszidiu nsdanisidesadiaassa nseudnideniedededy
Usgnoufunsanwuiunnisdanismsviesiisdluguiiennigiia lasnsimuadandiiolils
voyafiJuvstloviuasmungansudawide oliaunsnimsesivoyaldniuinguszasn
Taglan1siiasest 1dun msdasufouteyauasnisdansesvayaosiaduszuy itotiaueveya
fennssauuarnndesloveyaifuardinsinssdouduodned wesmvoyaasulunisini
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unAdTeillun1Tednunm andiunsidelaglyveyalguglisienisdunivelidedn

wagNIsAUIINgUAIUATUNISNUTeLaniugiannsAnwmauaitenals d13138n1s wazauide
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M891uTIUIA MBI LI 1YesgIAIN DL Ba s TduAsaveannedy
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uuvi uazdsvands nauwi, 2559) Felunuidedlddliveyandnain 5 madiu Ao JamAaumy
voafisnazaudngusugruiionniniin $1uau 7 au Sfaaumanlufiud S1uau 5 ey s
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&ﬁ?ﬂyﬁﬂ“gﬂﬁLﬁaﬂf;f’mEf?ﬂLLUUlijaﬁﬁJﬂﬂ’JﬂﬂJﬁﬂﬁleﬁu (Non-Probability Sampling) 1433013
LA9NA9E19LUULINEDS (Purposive Sampling) LLaﬁ%mﬁLﬁaﬂqué’wﬁqé’wqﬂﬂaLLazQ’Léﬁ'mmﬁy
(Snowball Sampling) Tneifunguiddulddrudsuaziaioverusznounisluguilufidean,
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€
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1) \Jungui Fawlddudsuaniedenedusznaunisluguiiuiideanlusmiagin
viafunguminsnuniady ety viesgiamAefiRevestumsianavioadeluiiui

2) yanad dunumdrdguagidud derunalunisdanisgsianisnead oalud ud
917 fUsznouns MiaeIuizUIa MiBNUENTY 1WITRsgIAINTTeNTien nirsauiifdau
Aenvesnsdunsiedien saemaussrmuluiuiivendie
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\nTasilonside

FiTeldluedesilovoyaidsnanmrhnisdunival Tunsdunsaidsdnlouuudunivaii
flAsead1e (Semi structure In-depth Interview) wazlawuudunwaluuuidsdn (n-depth Interview)
lun1saunuingy (Focus Group) #33ulaasawvudunivallagdnanuuifAnnguuazauise
fiirmeudleliaanndesivinguszasa

Bnsnuveya

[ 7
v a o a

msfnwluadsiiidunsmudnungnifedeunm lnednaiusunseys fil

1) uvasveyavieni (Secondary Data) uuviasvoyaiififuluyhnissiusam (Compilation)
dieavinsinsgilulssduiidosnisinu Tagldinannseuniienans wilsde uneany i
fiAe1909 adf 51891 nvane suifou 1eT9RU LAZIENAITURINNNITIBNTTA 821D LAY
WHUEVISAARINSViATie) WNuWRUINYie e umanR

2) Lmdwyaagjaﬂguqﬁ (Primary Data) sjﬁﬁ’aﬁwmslﬁumyaga (Collection) 4 usnluai i 15
pssUszduiudasivhnmsfinu Taeldnnisasiuiidnuidefurunuveys Inelunisdunival

1N v ey anan (Key Informant) wagn1saunuingd (Focus Group) 3ne lauladuide

'
wa a 1% = o

AuUN1sIANIsVes g luiui lnemsaunuinguaswisi g liveyanannlnaaudinadendaiu

(Homogenous Group) 3143 2 Nau I1wiunguar 7-8 AU laenguusnusenaulume Jamnaguwy

9

oA 1

faawen gliuimatnvionderluiuf uasdnnduie mihsnuiunisianisende:

3) Q’?%’a%ﬁwLﬁumimmaausﬁjagamaﬂmﬁ%’aL%qﬂmmwiuﬂ%ﬂﬁ Tneledsnamsanaey
wuuand (Triangulation) latfuniurmveyaninmsdunual samdsnsfnwienansfiieivos
wdnhveyadi lduinsaaouasdidureya (Data Triangulation) vl eifunisfigaunisley
ATITINMAEYBIUVaNTDY AT TlUBIyARA 1180 wavanudl tiensraaeulunsdiiyanadnnsly
voyafiuanisiuluteyaasdianuiduvielsl sasnaufigaiinveyaiildungniosmoll (Denzin &
Lincoln, 2011) Taaidun1sidsuifisun eauny (Finding) 109U51nA150i 7 ¥i1n15 & nwn
(Phenomenon) 91NUVAILAZHNNDIT UANAIITY %aﬁmﬂLLmﬁqﬁayjawudﬂé’%@guwummﬁauﬁu
wansiweyafigideldundanugnies Helinsmsvasuveyaldvinlundeutunisifununuveya
vareglumeauunnnsduntvalilfvoyandn iovinyadosnionrudidsnelusasaym
filsanynranguiied wazsuigiselfianzasnguiesnald

FBmsianeiveya

o w

n1snszivayaiioasuussaud Ay luaazar1n1u Aien133nTziiilent (Content
Analysis) Gl u3snsuilslunisasieitidsussene (Descriptive) Aaen15y A ufin15AA1191N
AU wantonlurenny Usziiu 28 wuifa Adanudidyganiuiflideyandnliasya

wardeoRNNIMAMINTAT1oaTUTRURYAMINUNTINIABUINgUILANATDINTITUUALABUAINY
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Abstract

This research aimed to assess the tourism potential based on the Community-based Tourism (CBT)
Thailand Standard, and propose guidelines for enhancing tourism potential according to the CBT standards
in Thepha District, Songkhla Province. The study employed a qualitative research methodology, using
surveys, observations, focus group discussions, and in-depth interviews with 20 stakeholders involved
in the development of community-based tourism. The findings revealed that: The overall tourism potential
based on the six dimensions of the CBT Thailand Standard was rated as excellent. When ranked from
highest to lowest, the aspects were as follows: Economic, social, and quality of life management
Promotion, public relations, and cooperation between the community and tourism operators (including
market access and collaboration with external tour operators) Conservation and promotion of community
cultural heritage Community-based tourism management Quality of tourism services Systematic and
sustainable management of natural resources and the environment The proposed guidelines for enhancing
tourism potential based on CBT standards include: Defining target tourist groups appropriate to the local
context Documenting and promoting cultural heritage Determining the community’s carrying capacity
for tourists Developing the competencies of local tour guides or interpreters Establishing collaborative

practices with tour operators through community participation processes.
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Balancing Management Base (Logistic Learning Context) Competition

Motive Capital-Tourism-Sisaket Community
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Abstract

The objectives of this research were to study the data on logistics infrastructure, evaluate
the potential of tourism logistics, and propose guidelines for developing competitiveness in urban
community tourism in Sisaket Province under the principle of “Capital-Tourism-Sisaket
Community”. A mixed-methods methodology was used. The road network was assessed by using
4S quality principles, and the potential of tourism logistics was evaluated by using PIFFS Analysis.
The satisfaction of tourists was surveyed from a sample of 400. All obtained data were analyzed
by SWOT analysis to be prepared as a policy proposal. The results show that the logistics
infrastructure was a very good level. This indicated that the road network had high potential
to support the travel of tourists. The results of potential of tourism logistics and satisfaction
of tourists with tourism logistics management on the route “Wai Pra 10 Wat Si Ri Sa Wat Di Mong
Kol” were moderate level. The outcomes of the SWOT analysis from this research results

are being formulated as policy proposals to increase the competitiveness of tourism in the area.

Keywords: Tourism logistics, Efficacy of tourism logistics, Road network assessment
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7. M3fnAsuazgaungethedediy fithe Wuasasuagaunsal 301w duasasuazgunial  fithe Wwasias uazaunsal  dreldasuiduasas way 40

newdlou iduanasuargunsalniny anudaendeasuiiu uagld  Aanudasadeasudiu 913n  anudaeasdeliasuinu vie  gunsalanudasadedizauin

Unonsiy T3 \Bntios Liflnasonisie F13AUN lianansadennuvang el

ANRLNY
8. miam%aLLazﬁzfanﬂwwﬁﬂﬁﬂﬁTdLLas fndmilasarsniudunse fndnilawassniusunsie Tvdntlauassmiusunse Liffndnilauaysiiu 60
SRS UATIETIMNS ATUMIULazagluanING AsuuLTIIaNTeY Linsuduvzatizaun é“umwv%nmf\;m?m

WAAINNN: (NSUNIAIVUUN, 2564)
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2) msuseiliudnaninauladafndvieaiien PIFFs Analysis

nsinnsladafndvieaiien PIFFs Analysis Usgnausiae 3 asausenaunan Laun

'
a

msvudainvieniieauasingaswes (Physical flow) usingruiiddyfiaavedladafndnisvieaion
TnsnseunquisninadoudreinvioniisuardunissiudgnEusuauiagamneaomaassering
anuiivieulewing q nmsimulufifdyaiulufinsuiuugsssansamiasauagainauioes
MSAUNIE AUN15deN19n1513Y (Financial Flow) n1stuaiisunisnisiiudunsegndunded

VaBLigInANTTUNINATEINALUNIANITVDUNE LA ATOUAGUAINITYINTINTTUNIINITRUANG <)

] 2
a a =

fAnT uszninsdnvioaiisanazl#uinig (Novotny, Hula, & Niedobova, 2017) uagn13dssio
AUY8YaY13815 (Information Flow) ludagtumalulagitrundunuimedrwinlunisiauinig
dsedoyarmarslulaiafindnsvioniion wu nsléivleduazueundnduilefoliosiusiuuay
thiaueteyaiinsuiuuignn nisliszuuaanddeligliinsluiddgumumsvieadisnansa
wiadunazidfedoyasautuldedediuseAns nmuaziuuiFoalnl frearudurouiiiuiy

[

yosgpamnssuMsvieafisalutiagiiu ddvnsldversveuaves PIFFs ilelsiazsioudistiadod iy
u « fidssaseUszavEnuareuAnvedladafndnsvisaioniiuidy 2 Muldun sumsisyulag
(Facilitating Infrastructure) §unuinddgyed 198 slunissrursauasainlifunisivaiioy
Y9180 Taya warnaiiu assyulnafifasmasenssdulsraunisainisvisndielnesu
msdssiofuTeyavIas warAmEadu (Sustainability) WufiAldsunistiusiuniululadaning
nsvieuiien elvuulainmstaundinadulselovidodanndon dau uaziaswsialuszezem
(Gavalas & Gavala, 2020) T 9anuze] 198 ldUszynalouvutseidiuamnmladadndluainuvang
ogauavlunsaiisnunmyesnIsieaii sayuvy i oUszifiussadszneunisdanisladadng

71999187 PIT18ALLDEANITIN 2 A9l

M13199 2 veyauuuUssiludnenmmuladaindvieaiie PIFFs Analysis

1

U s1gn15USZLIU

1. M7dI89N19N180IN (Physical Flow)
 fithe WedsUsusnidunaluswmasiouiionldogadaau
_ fisausmssudsinveaiienlufunawiondien nsdidnvieadioadiunisies
C umnamsiiun1eass fuduneiilesumsuusiluluiirmaiontiu
- tvieaisrannsanlufuvamdndud vefansaumansugiaiidfves

guyula
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U s1gn15USZLIU

_ Assurpanuavmnuudung A Judit $1udn wegduens
2. Mydsianutayav1ians (Information Flow)
- fiquddonasunsvioaiieliruiinvesien
- finsussonelvideya Asidu Theme veayuvu neufiinvisafistazldluyy
SONORE
~ finslduselovdandumesidn nswusiunameniion mswdeuaundey
Tun1siung wazidumenisvioaiien
- fimafudeyatinviendion afifnislduinig
3. N3NNI (Financial Flow)
- fnsliuilatgnviesitedliiannislddetuanniu
_ fimssminedudnfiszanlituthviondien
- flanuuszneunsifaiumsviendien Min $1uemns waggiuszneunisving
4. muansrsayUlaa (Facilitating infrastructure)

1%
o

23U

e

- dyeyradnsdwg

- Internet 11U Wi-Fi 4G #3980

- PPNYTUIA/MUILENNIRNLAW/NTdsBlTINEI VA
5. pudadiu (Sustainability)

- qnfieuee

- MIAALUNTLE

- mslifaniduiing

- mMsldndsnuniaden

- MsUNURvEL/UDLEE

a =

WAAINNN: ARLUaIIN /ANdY @58 warAsnS ASYYR, (2550)

9 Y
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3) #ann1s SWOT Analysis

114

TyUsziliuaniunisalvednsnns 3309 1ASIN1T W3eAIUARAa WOWIYALTI 9ABDY

lan1a wazaguassa lneurveyai laurlylunisinsununagnsliinlsedniningegausenau

A2y Strengths (ﬁ;ﬂLL“ﬁﬂ), Weaknesses (fqﬂa’au), Opportunities (lan1a), Threats (guassn) & 9718

Tiwlaaaunisalifiedu anunsaluduveyalunisdnduls Gavihliszygaiidesdsulsamiaunly

Tugaule asramnuldeulunisuestu lygauddiiiauseleviggn uazuaswlonalny ¢

wazidupsosdiowiouniousuiionnudess lneranisaiuaznsnudesiuguassaiienaintula

NAUKUIANNITIY

v X

U 3

d151ateuanugulassadrefuladafndnisvieaiien
(Anwauzidunia Usuvauy msdifuasanuAu

FAB1u8AUAZAIN S1UAT 159U ARN)

J

Anseinazdseiiudnaninladgindaiunisvasiien

|

nsUsziuaunnlaseneauuieudn 45
(M3EUY, NREIBN, Nlinal, 19

Jaonsiy)

nsuseiiudneninladanndnisviaaiien
(ANFEINDNIANYNIN, NITEINDNIIAITEY,

auas1sllan, nsdwieniudeyatiians, Arudadu)

ANUNTEUTRIlATIAT NG

Fnennsyuuladafng

MFATIER SWOT

|

Jorauadaulgunglumsiiudneninansuuedy

AN 1 NFOULUIAANITIVY
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sz 0guUATNISIY

N3An U135 ITUUUNENNEIU (Mixed Methods) lagnaun15338139d1573 (Survey)

[y 3

Aunsiiuteyalenanin tielilinlassuuladadnded vaseunqunsludaUSunauas usunane

[ '
=~ =

Wun aglanseuwunpawuuuuRtles (Pragmatism) lusunsiviivewa Tiviaswuuilsie (Deductive
Reasoning) dsuNIsnagauaNNAgINIINTaYaaUSUIM wavkuugule (Inductive Reasoning)

d59ndeyaldenmnm

Ussnsuaznsgunguiaesig

=

1) nauylAveyaladn (Key Informants) 31U 70 AW A0 10 Wdeviaaiien (7-10 A folmi)

[

UsENaumefmununIAsy §snamvisaile uasyuwuy

2) ngutivieadlen $1uan 400 A (40 AusiounasvIBATY?) FeilszaunmsaiaTdlunsifiuma
Tngdnuiidsdannaideduladaindnisveafiovesdominasan

AadeliaualasansiTudonnenIsun1siaTandsesssun1sIdelunywd Ansfadmans
waginemans sminerdesvigasavinuitenisfiansannidelunyuduagldSuunisoysa

dlo¥uil 20 unsAw 2564 AuenENSTUTENATTi COE No. 003/2564

\Sasdanise

rnuziideldiatesdiodmiunsAnuianun 4 el Usenoude

1) wuuusedly 4s (Service, Scenic, Sure, Safe) lfdmsuUsziliuaunMaUUAIEN1TFING
AAEUIN AULLINNVBINTUNNNA YUY

2) LUUEDUNUATINEDUTIBNT (Checklist) Todusulszidiunsausznauladafndniunsou
PIFFS (Physical, Information, Financial, Facilitating Infrastructure, Sustainability) PUNlAYD19949
N8V European Commission 2000 Usvaanalay Audw aSoy wazAIng aTye1d (2550)
wazkIuNITIRARUANRSITNom (100) Tnefideamg 3 au

3) wuudunwaifslasaaina (Semi-Structured Interview) dmiugliidoyaiiadn asounau
5 AuUnan MUNTeU PIFFS

4) wuvaauguanuianelavesinriendien lasldaina 5 sefu WauIaInLULdaUAY

VOIUNMINGNYAVATUATUNS IAIRNIUNINAADUAIILLTDLIU (Cronbach’s Alpha = 0.95)

ad < v
IWBNIINUVYDYA
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AfiunsiudeyanmRegiuazugugi fail

1) TeyanAunil SIUTINIMNLBNAITIVING NBUATYFAINITVRUTEIMAEAW d1dneu

UanNTenINNITVouigIkazin (2566) WNUkIUNNITVIBANYY $1891UA1AST kavguteyan1sada

'
=

fifades Inefinasinisdadonfeanuietestuidelaiafindnisvioniion dnoamdeiy
wazmsimunsviofieludiminadaging
2) Uayanimauy

(1) Uszilupinnauume 4s

(2) Usgillulaseasnaladafdndmiauwuy Checklist wagduniwal Key Informants lag
Tnquiliteyadedngafsrtusiuan 70 au Tasuvadu 10 ngu nduay 7 au Aseunguiniia
10 wisluiduns Jlideyausznoudoiiienna fuszneunsyuvy dumumisuvissdy uas
pratasiiiedostunmatendedluiud Tasidunisasfoudoyannuszaunisainssvesdiid
Aendasluusiastn Inglifinadamedoriossyimuseyana Wieadimdnasesssunisive wis
apainIeailedeBanseu PIFFS ndleuru uaflingusrasdsnaiunanfe uwuasunuldusziiiu
sefudsUsina v nsdunivaltviinsehiddnduuiun wumned aonadostundnnis
Triangulation fitaelfinnrsnidedeuazanuauysaivesteya (Creswell & Plano Clark, 2018)

(3) WUUABUAUANMUNINDLALAUNYIDWALT 400 A TUNUNFAN®EN

ad a [
IVNITIAINSNVBYA
1) YoyadiaUsunn AasgiiBanssauwn (Adesay Alade diudeauuunnigiu)

2) Yeyallisnmnn Jinsiziildaileninazwuuguly wiewldn1seulusdoyasynitma

910 4S, PIFFS, ANUNINela hagn15aun1walidean winduduwarue1adanuny

NAN1SANEIIY

Han13AnwIveyatiugiulaseadenuladaindnisvieaiien n15esent Useiliudnenin

a s

la3afndnisviesiies uazmsasivoiauaidaulouiy lngguiunisaiaunavensdnnisiadannd

WegusniedulAdeudnenmnITuIiures “nu-ewiie-yuvuiiorsasiny” dnadeluil

¥ 1
I 1 =

] v Yy vy a a ¢
faun 1 ‘UE]%aWUﬁ']‘UIﬂi\?ﬁ'ﬁ']\?ﬂ'TUIa?ﬂaﬂﬂﬁﬂTiﬂaﬂL‘VIEJ'J

X}

[

n1sdrsranaaunludunig “lninse 10 3n d3adafuena” nuinlassasenugIueu

[ I

ladafindvesusiaginiidanuuandeiu loun madifwaznisauway Sadulngdeeglundies

P30aUN5 WD lP AL AINA18TUAAIUAILALI TS UDNNIITALIUIINATUNINET FIUITndang
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1Y [

fUadan1unIsvudsEsITae Wy Tansesnanssamved wag JaUuau Niveusalagansinina

Wi 2 souraiu (08.00 u. Uag 16.30 w.) wazingauwas liuin1ssaansnsnsuasdaudiia

A8 UAAIUAIUUNUUAULAINTNANUD FIFINAADANUALAINAUISTUNITLAUNIIVDIUNYVID e

q

'
o o

pgeiidedAy dedruieanuazainiiugiu Tnaulug dFsdueanuasaniugiy Wy 1in

1
o ¥ v

UMY 5IUAT KAESIUDNTITIUSNNSASUNILIUSAS 5 Alalns dxNoudIn1sIaIsuAIUABINIg

cee

fuguvestinvesiealaatuning i

a

AU 2 N1SAATIEazUsTiuAnanInladaRndaIun1siaie
nsUsEsiudnennladafindnisvieawinen audunistasls 3 wisedle tawn n1suseLdiy
AMNNLATIVIBOUUAIINEN 4S (Service, Scenic, Sure, Safe), NMTIATIEVBIAUTENBULATARNAN Y

N¥9U PIFFS (Physical, Information, Financial, Infrastructure, Sustainability) Lagn135d61529A14

[

Nanelavesinviaauiien (Perceived Performance) fl9s18azdennail

1) msUssdluaunnlassigauumendn 4s

n1sUssiuquninlassrsauuludunia “lndnse 10 Tn d5aianusna” adenan 4s
(Service, Scenic, Sure, Safe) lagl428 Visual Inspection Rating wu1 t@un1slaesiulasuazuuu
\@ds 340 Fadnoglusedu “Aurn” Ysdlassdrsaunddnenmgdlunissessunisiiunaves
Unvioaiien nsUszilluaseunqud1anisid eusesevinsunaieaion 10 usis laggad 1

[

Ao Tuvmnme1su uazgedl 10 Ao Tarsdeysi seaziBeauwsiaziuasuliniseazidennisned 3

M13199 3 AzluuNsUsEuRMAMIATNEAUUAIEVAN 4S

NUIANTT
Uszialuman Wadanisusziliugas Anadesete
AN 4S

1. annvasaen1alagsiu (MsUszlliumeyana) 3.6

1. MM9EU"Y 2. anmvigueluaoynatay sz geniamanidee 3.4

(Service) 3. MIYUMVINUMRYeRRAYITEAALTIAE Y 3.8

AaAgTImiUTNIEUY (Service) 3.57
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NUIANTT
Ysziiuvian dTan15UseHIug Y ARAYSI8YD

AN 4S

4. thefianguunevselilasueuginiuataimuidelunis

v

Ul 33

2. NMGERNY e
5. masiamgwaziulinldlavgnliiennuaenuainiva

(Scenic) .
NN Toe Slope 3.2
ANRAEIINAIUNINEIEN (Scenic) 3.28
6. M3AnsauazdonU1TadeuurIUaNANIe TEEENNG kAL
3. maliivias o
nanAlawns 3.4
(Sure) ,
AlLadYTINAUNNelnae (Sure) 3.44
7. msfnsauazgonUrzede ey drewiou WuaTasway
4. evannse gunsalnuUaensie 3.1
(Safe) 8. MIAARIuAzdoNUITMaNUILALAYIIINUSURTIE LN 3.4
ARAEIMIUNNUADAAE (Safe) 3.31
ANDAYIINVDIAUNIINANA 3.4

g AzuuunsUssuliuinsd 1-4 a1 vuneds wefign, 2.51-3.25 naneda Yrunang,

3.26-0.00 ¥UYD9 AUN

AMsIEUNe “lninsy 10 3a B3atafusna” Tdsuazuuuiedesiu 3.40 dedneglusesu
“fu1n” wandliiiuinlaswisauudidoulosundsisniivafidnenimgdunissesiumsiiums
nnsarsanuItauudulng i uauuainewuin 4 10995195 uag 2 ¥e351asadunuly
deRansansesunuin drunsauie (Service) Id5unzuuuiads 3.57 @un) Tusumaasay
(Scenic) l#§uaziuulads 3.28 (Funn) Insnsdavguazduliilsldvgniienumeauainlva
111389 Toe Slope Saflazuuns Tasannsounluldlnonisusudgeniviaiassnnss dauduma
laiviaa (Sure) e¥unzuumade 3.44 (Funn) Fadunzuuugeaniunniy Taefimnudauuasnisgua

szuutheimanambey wazaunialannsny (Safe) losuaziuuiaidy 3.31 @u1n) lngn1sinnanas
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gouthgmdniilasuarsniudunmermnaiazuuugs eghslsfinnm Thetedy dedou uasidu
avsiazuuusiiaalumned fealulssiuiinslianuddyfiosnseiuaudaondelngs
2) Mmyvssidiudnennladandsunsou PIFFS
msUszdiudnenmladafindnisviesiisaniunsau PIFFS (Physical Flow, Information Flow,
Financial Flow, Facilitating Infrastructure, Wag Sustainability)IW EJGLGUyLﬂ‘idlaﬂﬁa 2 %0 1@”LLﬂI
LUUMTI9@0UII18N15 (Checklist) wazn13dun1uall alaseas e (Semi-Structured Interview)
wu31 dnenmladafindlassueglusedu “dunans” fevasiade 51.00 voyadenns1edl 4 lag

[
1 v a

fIgaudeuaznseu fail

q

A15199 4 N5UTEEUFNeNNIAIERNARIUNTOU PIFFS

AUNITAATIZA (PIFFS) YowaziafuTIuvamnin FTAUAMNN
NSAABNINEATN 92 Al
N3A9ADNI9NI5REY 90.1 Al
Auanssedlae 80 A
NsdwioRUUaYaYIENT 275 og
AT 20 tioeiian
Yovazindesoy 51.04 Urunang

vanewn: LnasinsliszsunaIAm 80.01-100.00 = Aflan, 60.01-80.00 = 7,

40.01-60.00 = Urunans 20.01-40.00 = tfee, 0.00-20.00 = Houiign

nnmsUszifiudnenmiuladaindnisieadiedluduns “luinse 10 3a A3atafusna”
Tneldinsounufin PIFFS fswazdondaeluil

youdadilanieiu fio nsdasion1snienm (Physical Flow) Bslasunzuumadegsia 92.0%
agvioudsanundeuvessruuauuadluiud fnsthevenmeiidaay naiumaiiansodidls
avanvilngsndiuiauarasisay uasidunisiinsstudoyanszuy GPS fAswiueauagain
flugu 1y $1udn $1ue1mns wazaesinsneylufaifdnvienfiond ddldie waedunisdete
11411913 (Financial Flow) #Azuuulade 90.1% Usueanienisnszateseldainnisvioaien
asgyuruduluegreiiuszansam Tnednvioaioramnsaitnfeiuigusy satnvesn wazdiin

Ipgansuiu Jaarsuwisiinsdueasuasygialuseduviosdiu Nilusduuvvesiudmie nguana

(%
A v

YBNITEANNUUIY WaTUINNITEIMTINUTDYUYY
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affeslasunisnauiagruseiiu Inslamgauasisullag (Facilitating Infrastructure)

9 Y

wiaglanzuuuaie 80.0% dneglusedu “A” widmugngaufie N15A1ANUIBLINERNLAUNT YR

'
a o

Ugunenuianieluwnaavioniien funisassedeyatnias (information Flow) feilugngeudidé

]

'
a = o "

ian Fedneglusedu “dee” unawisuierdilngdwiequddayatinvisaiieindaau nislideya

9 Y

& A ¢ @ v

UsziRmanivioviunvesiauazyuvudsliiduszuu sudsnnsssnduiudinudessulafss
asfiandeyaiiinvioaiisraistuesnnnideyaanmhsnuiiosiunionady wasdunnudiiu
(Sustainability) Sneglusedu “Yosfian” wiinasnuimnundsionfisadinsdafagaiisuey wi
dnlngdslaifinmsdanenveziduszuu lifinslifaniiduiinsiuaannden wagdslifinisdanis
yaudoet199398% anunsali e iiudUseiudud wedeus ddldsuanuddyisme
Tunszuaumsiannladaindmsvieadion dseranaeifuguassaderudduluszezen

namlagasy ufidumsnsvisadfioalning: 10 a azfidnenimiiunienimuaziaAsugia
Tuszduge widsdimnudndudesamunaznusudsssuuiudiluiudoyatnems amdadu
warars1sgUlae il enszduNInsgIuNsisni vanastaiuaiialannuaunsalunsuyadu
oehadsBurasiui

3) swiunaanelavestinviesidiensinnisladaning

Mnmafuteyadenuugeununiinviesiiersuau 400 au wui nmsamvessERUATY
flanelasensinnisladafndiunsvieaiioaluduma “ninse 10 n F3ataiuena” egluszdv
“Urunans” ynfid Taedaedssiumindu 2,67 anazuuudy 5 wazddnudeuunnsgiu (SD)

WINAU 0.64 FauandliiuinAuAniuYesiniunenin1snszaeflusysuUILnas A9 5

AN51997 5 Aanudanelavesinveaafiedseanisinnisladanndludunie “lvinse 10 3n 35aTa0

aa”
arun1sInnNsladanna Anadeaufianela SD FZAUAIUNIND 1R

AuanssUlan (Facilitating 2.75 0.65 Uunang
Infrastructure)

Aun1EnIN (Physical Flow) 2.72 0.63 1unang
A1UN158U (Financial Flow) 2.64 0.65 Uunang
AuasaUmA (Information Flow) 2.88 0.64 Uunang
fupudsdy (Sustainability) 2.4 0.65 Uunang

574 2.67 0.64 Yrunang

[

TuUlAaEAUYDINITIANISIAIARNE NANITIATITILANITIUALLDUARIL
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AR v lA A uddadeaimunda Aediuaisauna (Information Flow) lé$uazuuy
mnufimelageanlungy ushzeglussduiiunans witufudyyraifidnvesiisruisngumels
Aumsiindedoyalasiamiy unuil nisdeuuzih way Preuuzthaniud egrslsinu Suilqngou
ddnyio Toua  gaANwAY WU aondauds darufianelasunlasane TngAuues dausdn
MsUiuTIMsUsEAuiuslugaidendenisiiunmén

yafideaiausandy Aeduasisyulan (Facilitating Infrastructure) tnyioaiiisamela
funsdnda Hesiansnsny uidsauinisddydu 1 Wy gauininiay niheunndanidu ua
AUIUMARNLAY Fadudssuduiiemnuasndouazanuazainauie funenin (Physical Flow)
Tnosmegluszgduliunans fqadudiu aruvainvaisvese s udidugngeusgrauind
Sanduuns Tnslanizi3es szULLdIEs sME souuendiindasnn vililiazandmsuinvieadien
flaifsnduia d1un19du (Financial Flow) aziuuegluszduliunans fanuazmnlunisly
Tnsiasin/inde wazn1sidads ATM Tuu1edn wasdruaudedu (Sustainability) idududi e
Supznuunufianelanifian wivieinezigadausnveziia udlnesiudamudgmddayie
msdansvesdeilifussansam uaznslifaniiiulinstudunadesidsliunsvans dhviouilen
$rununnBondeditinisinmstunadouiiduuduasdaaud iy

Tagagy wiszdunruitanelavestnviendisasionisianislaiafndazegluseiu “Urunans”

3

walilafa1sansanduen SD Faegluyas 0.63-0.65 A azvieuliiuininvieaisiivszaunisel
fivainvate laliane wazdallanuwans19sEnIWRa i onil 8Iuaaskieeg19TnLaY vl
n1senseauAUianalaluliazau AIsaudunisineanizeg1edsludfivesdoyarasuas

o w 1

mudsBu JaduiadeddysensairsUszaunsainsviesiioifinunin wagmsiamnesedsdy
luszezen

nan1sieTgilasnnsysaunisteyaainiansauntsuseidu 4s, PIFFS uazseduniny
flamelavesinvieaiion trelaansouszdiudneamiulaiadndnsvieaiiodlsedsnsoungululia
7119 9 lnenudn Tasetenuuludunng “winse 10 Ia @adafuna” aglusedu “Aun” munseu
4s vouzfidfsunisdwenianienin (Physical Flow) wazn15du (Financial Flow) anunseu PIFFS
ogluszdu “Aign” Jeaenadosiunansuszidiunrufianelavesinvieaiiodluaesiifdsnaniegly
s¥AU “Urunany” egiidedAgy

ag13lsinu nan1sussliudiasvieuliviudsedninddgludunisdssietayatias
(Information Flow) wazanuiadu (Sustainability) Sudugasousmitusngluisusesos PIFFS
wagnansUszifiuaafielaveuinvieaiion lnslamzludsufiunisdidsdeyanaznisdanis
Aanndounsluundienden fefoyamardlifesdusuisdnenmiidegvesszuulaiafing

msviosigaluui uadiaedliiulssinunindudeuseimu ieatvayudmunelensaans
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Tunsensefuinanuanansalumsudsduresnsvisafiondeimusssulussfuguvuidesdmin
Aisazinwegadsdy
farausuuzBeuloueiaiuaineinenwnsudsdudrunisvieaiiedyuay
WasdwminAIazing
diglannsimunuuimsnisianfineulandiBsgnsmansogradusUssn nuiddedls
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Abstract

This study aims to propose guidelines for promoting Isaan food tourism in Mueang District,
Khon Kaen Province, to push it to become a soft power. The study aims to analyze the potential
of Isaan food tourism components and propose guidelines for promoting tourism to become
a soft power in the area. The research uses Mix Method Research. The quantitative sample consists
of 400 tourists in Mueang District, Khon Kaen Province, and the main informants include 9 Isaan
restaurant operators and government and private agencies. The research results found that
the potential of the components of Isaan food tourism emphasizes service and the use of quality
local ingredients to create a memorable experience for tourists. Although most entrepreneurs still
rely on word-of-mouth more than using technology or social media, they have tried to adapt
to increase the variety of local menus. The results of the hypothesis testing found that the
experience of consuming Isaan food and the identity of Isaan food both have a positive impact
on food tourism, with the experience of consuming Isaan food having the most influence.
The guidelines for promoting Isaan food tourism to become soft power suggest creating awareness
of Isaan food, developing the marketing potential of Isaan food entrepreneurs, and promoting

the identity of Isaan food to create sustainable tourism and promote good experiences for tourists.
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Abstract

This research aimed to 1) identify the impact of cryptocurrency adoption for cross-
border payments in the tourism industry in Thailand and 2) explore the perspectives and
experiences of industry experts and international travelers on the use of cryptocurrency
for cross-border payments in the tourism industry in Thailand. The research used a mixed-
methods approach, including quantitative econometric modeling and qualitative insights from
focus group discussions. The results of the research are 1) cryptocurrency adoption has
the potential to improve cross-border payments and have a positive impact on revenue
for the tourism industry in Thailand. 2) The qualitative data revealed varying levels
of awareness, with younger participants more accepting while older participants were more
hesitant due to knowledge gaps and security concerns. Despite regulatory uncertainty
and operational barriers, there is still hope for the future of cryptocurrency in the tourism
industry in Thailand, highlighting the importance of regulatory clarity and awareness campaigns

to unlock its potential.
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Importance and Problem Statement

This study examined the role of cryptocurrency in Thailand’s tourism industry, with
a particular focus on its potential to facilitate cross-border payments. As digital currencies have
gained prominence globally, their adoption within the tourism sector presents an opportunity
to enhance transaction efficiency, reduce costs, and streamline payment processes
for international travelers. However, comprehensive statistical data on crypto usage in
the tourism sector remains limited. According to the Digital Economy Promotion Agency (DEPA),
approximately 5% of small and medium-sized tourism-related businesses in Bangkok had
experimented with digital currency payments as of 2023, including restaurants, souvenir shops,
and ride-hailing services. Similarly, Coinmap.org lists fewer than 50 crypto-accepting merchants
in major Thai cities, indicating a slow adoption pace.

Despite these potential advantages, the application of cryptocurrencies in tourism
remains underexplored, particularly in emerging markets like Thailand, where tourism
contributes significantly to the national economy. The growing importance of financial
innovation in tourism payment systems warrants empirical inquiry into its implications,
especially in contexts lacking structured frameworks for adoption. The research employed
a mixed-methods approach to investigate this topic comprehensively. The quantitative
component utilized econometric modeling to assess the impact of cryptocurrency adoption
on key economic indicators, such as tourism revenue and transaction costs. Simultaneously,
the qualitative analysis gathered insights through Focus Group Discussions (FGDs) with industry
experts and international travelers, exploring their perceptions, experiences, and
the challenges associated with cryptocurrency use for cross-border payments.

This study aimed to provide a nuanced understanding of the feasibility and potential
implications of cryptocurrency adoption within Thailand’s tourism industry. The increasing
globalization of tourism, combined with the rapid evolution of financial technologies,
has brought significant changes to the way cross-border payments are conducted. Traditional
payment methods, such as credit cards and bank transfers, often involve high transaction fees
and lengthy processing times, which can deter international travelers and affect businesses

in tourism-dependent economies. In recent years, cryptocurrencies have emerged as
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a potential alternative for cross-border payments, offering lower fees, faster transactions, and
enhanced security.

Thailand, a major global tourist destination, has seen growing interest in digital
currencies both among local businesses and international visitors. Nonetheless, integration
remains limited due to a combination of regulatory uncertainty, infrastructure limitations, and
fluctuating market confidence. In contrast, countries such as Japan and Estonia have
proactively embraced cryptocurrency within their tourism and service sectors by establishing
clear legal frameworks and incentivizing digital adoption.

The origin of this research is rooted in the lack of empirical studies analyzing
cryptocurrency adoption in tourism contexts of developing nations. While literature exists
on blockchain in finance and tourism marketing, few studies explore the role
of cryptocurrencies in practical cross-border payments. Recent academic calls (e.g., Lee, Zhang,
& Kim, 2022; Santos & DeNardis, 2023) emphasize the need for geographically specific research

that explores barriers and economic impacts.

Research Objectives

1) To find the impact of cryptocurrency adoption for cross-border payments
in Thailand’s tourism industry.

2) To explore the perceptions and experiences of industry experts and international
travelers regarding the use of cryptocurrency for cross-border payments in Thailand’s tourism

sector.

Research Scope

The scope of this research encompassed four key dimensions: content, population,
time, and area. 1) The content scope focused on analyzing the role of cryptocurrency
in Thailand’s tourism industry, particularly its potential for cross-border payments, examining
both economic impacts and adoption challenges. 2) The population scope included eight
participants, including foreign travelers, business travelers, tourism operators, and financial
service providers, who were selected through purposive sampling for focus group discussions.
3) The time scope covered the period from 2022 to 2024, allowing for an assessment of recent

trends in cryptocurrency adoption within the tourism sector. 4) The area scope was limited
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to Bangkok, Thailand’s capital and a major tourism hub, where cryptocurrency adoption
in tourism transactions was explored.
Literature Review

1) Theory of Transaction Cost Economics

One of the theories relevant to this research was the Theory of Transaction Cost
Economics (TCE), which posited that firms and individuals made decisions based on minimizing
the costs associated with economic transactions. Transaction costs included not only the
monetary costs of exchange but also the time and effort required to negotiate and enforce
agreements. In the context of cryptocurrency, its potential to reduce transaction costs through
lower fees, faster processing times, and enhanced security aligned with TCE. Studies
emphasized that cryptocurrencies significantly lowered transaction costs, making them
attractive for cross-border payments in tourism (Mougayar, 2016; Narayanan et al., 2016).

Another relevant economic framework was the Network Effect, which suggested that
the value of a product or service increased as more people used it. Network effects could lead
to the adoption of technologies like cryptocurrency. In tourism, as more businesses accepted
cryptocurrencies, their utility for travelers increased, encouraging further adoption and
integration into the payment ecosystem (Eisenmann et al., 2011).

The Technology Acceptance Model (TAM) provided a theoretical framework for
understanding how users came to accept and use new technologies. TAM posited that
perceived ease of use and perceived usefulness significantly influenced user acceptance. In
the context of cryptocurrency in tourism, studies showed that tourists’ acceptance of
cryptocurrencies was contingent upon their perception of the technology’s utility in enhancing
payment convenience and security (Amoako, Agyekum, & Osei, 2018; Gunter, Koss, & Tan,
2020). This perception was influenced not only by technological factors but also by social
norms, peer influence, and individual confidence in data privacy protection, highlighting the
need to consider socio-psychological variables in adoption models.

Numerous studies explored the impact of digital currencies on transaction costs.
Researchers discussed how cryptocurrencies streamlined cross-border payments by reducing
the need for intermediaries, thereby lowering transaction fees (Bohme et al., 2015; Catalini &
Gans, 2016). Additionally, cryptocurrencies provided a faster and more efficient payment

solution for international travelers, addressing the challenges associated with traditional

International
Thai Tourism Ui 21 atuil 2 nsngnax - SuIAN 2568



150

payment methods such as credit cards and bank transfers, which often incurred high fees and
delays (Chen & Chang, 2019).

Furthermore, several studies emphasized the link between digital currency adoption
and entrepreneurs’ income generation and reinvestment decisions in tourism. Reduced
payment friction enabled entrepreneurs to capture a larger share of international visitor
spending, which could be reinvested into services, innovation, or expansion (Lee, Park, & Kim,
2021). Lower overheads from transaction savings also improved operating margins.

In the context of Thailand, research began to explore the feasibility of cryptocurrency
adoption in the tourism sector. Findings suggested that while potential existed for reduced
transaction costs and improved payment efficiency, challenges remained regarding regulatory
frameworks, consumer trust, and technological infrastructure. Addressing these challenges was
essential for harnessing the benefits of cryptocurrency in enhancing cross-border payment
systems within the tourism industry (Thawatchai & Kunakorn, 2020).

However, critical gaps remain in evaluating how policy, regulation, and local business
culture influence cryptocurrency implementation in Thailand. Most studies provide generalized
regional analyses but lack empirical focus on the Thai context, especially in linking technology
acceptance to concrete business and consumer outcomes.

2) Economic Implications of Cryptocurrency

The integration of cryptocurrency into the tourism sector presented several economic
implications. Researchers noted that cryptocurrencies could reduce transaction costs
associated with cross-border payments. According to Catalini and Gans (2016), cryptocurrencies
minimized the need for intermediaries, enabling faster and cheaper transactions. Furthermore,
Bohme et al. (2015) emphasized that the decentralized nature of cryptocurrencies could lead
to lower fees compared to traditional payment systems, thereby increasing their attractiveness
for both tourists and businesses in the tourism industry.

Additionally, the concept of monetary sovereignty was relevant in discussing the use
of cryptocurrencies in tourism. As highlighted by Zohar (2015), cryptocurrencies offered an
alternative to national currencies, potentially empowering consumers to circumvent
unfavorable exchange rates and transaction fees imposed by banks.

This sovereignty aspect also allowed entrepreneurs to store value in decentralized
assets, hedge against local currency volatility, and attract a more tech-savvy segment of

international tourists. Entrepreneurs who received payments in stablecoins like USDT or USDC
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reported higher income stability and reinvestment confidence, as shown in emerging research
in regional case studies (Ramirez & Liu, 2022).

3) Acceptance of Cryptocurrency in Tourism

The acceptance of cryptocurrency as a payment method in tourism was influenced by
various factors. The Technology Acceptance Model (TAM), as proposed by Davis (1989), provided
a framework for understanding users’ acceptance of new technologies. In the context of
cryptocurrency, studies such as those by Wang, Wu, and Cheng (2016) demonstrated that
perceived ease of use and perceived usefulness significantly affected tourists” willingness to adopt
cryptocurrencies. This research indicated that enhancing user experiences and providing adequate
education about cryptocurrencies could facilitate their acceptance within the tourism sector.

Furthermore, trust played a critical role in the acceptance of cryptocurrencies. Research
conducted by Gunter et al. (2020) revealed that tourists’ confidence in cryptocurrency systems,
including security and regulatory compliance, influenced their intention to wuse
cryptocurrencies for payments.

In addition, literature on digital currency behavior has highlighted that attitudes toward
data privacy, trust in local legal systems, and cultural norms also shape user decisions (Park &
Lin, 2020). Tourists from regions with strict data protection laws may express hesitation in
adopting platforms that lack transparency regarding personal data use. Similarly, societal
perception of cryptocurrency as speculative or unstable may deter practical usage. Establishing
trust through transparent practices and reliable technology became essential for fostering
consumer acceptance in the tourism industry.

4) Global Crypto Adoption Index: Thailand’s Position

Global Crypto Adoption Index Score
]
0 025 05 075 1

Figure 1 Global Crypto Adoption Index
Source: Chainalysis (2020).
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On September 11, 2024, Thailand ranked 16th worldwide in the Global Crypto Adoption
Index, achieving a score of 0.164. This ranking, as depicted in Figure 1, reflects Thailand’s active
engagement with cryptocurrencies and blockchain technologies. The index evaluates various
factors, including on-chain retail value, peer-to-peer (P2P) exchange volume, and the degree
of involvement by individuals in crypto transactions.

Thailand’s position at 16th suggests a mid-to-high level of adoption compared to other
countries, indicating a robust yet evolving crypto ecosystem. The score of 0.164, while not
among the highest globally, signifies significant adoption, likely driven by both retail and
institutional participation.

Bangkok plays a central role in this ecosystem as the financial, technological, and
tourism hub of Thailand. The city hosts a large concentration of digital payment infrastructure,
crypto-friendly establishments, and pilot government initiatives. Bangkok’s importance is
further reinforced by the presence of cryptocurrency events, fintech startups, and digital wallet
providers, making it a strategic location for studying crypto adoption in tourism.

Despite its relatively moderate score, Thailand’s consistent placement within the top
20 suggests a trajectory toward greater adoption and innovation in the coming years. The
inclusion of Thailand in this index signals the increasing relevance of digital assets in shaping
the nation’s financial landscape.

5) The Role of Blockchain Technology

The underlying blockchain technology of cryptocurrencies also had significant
implications for payment systems in tourism. Researchers such as Tapscott and Tapscott (2016)
argued that blockchain technology could enhance transparency, security, and efficiency in
transactions. The immutable nature of blockchain records offered a reliable method for
tracking transactions, thereby reducing fraud and improving trust among stakeholders.
Moreover, blockchain technology facilitated the development of smart contracts, which could
automate and enforce agreements without intermediaries. This concept was explored by
Christidis and Devetsikiotis (2016), who highlighted how smart contracts could streamline
various processes in the tourism industry, including booking accommodations and managing
payments. By automating these transactions, blockchain technology could reduce costs and

enhance the overall efficiency of payment systems.
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Government involvement in blockchain infrastructure has also begun to take shape in
Thailand. Agencies such as the Thai SEC and Bank of Thailand have issued guidelines on Initial
Coin Offerings (ICOs) and licensed exchanges. Furthermore, the Ministry of Digital Economy and
Society has initiated pilot projects to integrate blockchain into tourism tax management and
tourist ID verification systems (Digital Economy Promotion Agency, 2023). This policy support is
expected to influence adoption trends

6) Quantitative and Qualitative Analysis for Tourism Industry

The quantitative analysis employed econometric models, including Vector
Autoregression (VAR) and Autoregressive Distributed Lag (ARDL), to assess short-term and long-
term relationships between tourist arrivals, tourism revenue, cryptocurrency adoption, and
exchange rates (Chowdhury & Russell, 2020; Mohsin, AlQahtani, & Zaman, 2021). The Johansen
Cointegration Test identified long-term equilibrium relationships, while the Error Correction
Model (ECM) measured short-term adjustments (Cheung & Lai, 2021). Panel data models (Fixed
Effects and Random Effects) analyzed cross-regional impacts, and the Difference-in-Differences
(DID) approach isolated the effect of cryptocurrency adoption on tourism performance (Saidi,
Rahman, & Mbarek, 2020; Zhang, Lee, & Lee, 2019). The qualitative analysis involved Focus
Group Discussions (FGDs) with foreign tourists, business travelers, and industry experts, offering
insights into cryptocurrency usability, industry benefits, and adoption barriers, complementing

the quantitative findings (Gunter et al., 2020).

Conceptual Framework

Cryptocurrency Adoption

Cross-border Payments

Perceptions and Experiences of FGD Participants

Figure 2 The Conceptual Framework
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Methodology

Model Development

The model development in this research followed a hybrid approach, combining
quantitative econometric models and qualitative Focus Group Discussions (FGDs) to gain
comprehensive insights into the role of cryptocurrency in Thailand’s tourism industry.

The quantitative models were used to find the impact of cryptocurrency adoption for
cross-border payments in Thailand’s tourism industry. Econometric models used in this
research were constructed by using GRETL in order to incorporate the specific factors and
variables identified for data collection. The quantitative models are as follows:

1) Vector Autoregression (VAR) was used to explore the interdependencies between
variables. A VAR model captures the interdependencies between multiple time series
variables. In this case, the following variables are considered such as Tourist Arrivals (TA),
Tourism Revenue (TR), Cryptocurrency Adoption (CA), Exchange Rates (EX), and Inflation Rates
(IF). The VAR model for this study can be expressed as

TA] [ Bivi Bizi Bizi Buai Bisi |[TAri1 r€wue

TR, a;, P | Bzui Bazi B2zi Bzai Basi||TRe—i| |€2t

CA| = |as|+ | Buri Buai Busi Bani Basi |[CArei|+[ €30
i=1

EX, a4 Bavi Bazi Basi Basi Basi EX¢ €at
a ) €
IF; 5 Bsii Bszi Bssi Bsai Bssi ILIFt-i 5t

where €1 ¢,..., €5 ¢ are the error terms.

2) The Autoregressive Distributed Lag (ARDL) Model allowed for the investigation of
both short-term and long-term relationships between cryptocurrency adoption and tourism-
related variables. The variables considered are Cryptocurrency Adoption (CA), Tourist Arrivals

(TA), Inflation Rate (INF), Investment in Tourism (INV), and GDP. The ARDL model is specified as

14 q r s t
TR, = a + Z BiCA,_; + Z BoTA,_; + Z BsINF,_; + Z B,INV,_; + Z BsGDP,_; + €,
i-1 i-1 i-1 i-1 i-1

Evaluation could be done by conducting Bounds testing for cointegration to check if
long-term relationships exist between the variables and Error Correction Model (ECM), if
cointegration was found, an ECM would be estimated to capture short-term deviations from

the long-term equilibrium.
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ARDL was selected instead of machine learning models such as LSTM (Long Short-Term
Memory) due to its interpretability, suitability for small-to-medium-sized datasets, and its
ability to model both short-run and long-run dynamics. ARDL also allows cointegration analysis
in datasets with mixed integration orders (I(0) and I(1)), making it more appropriate given the
econometric nature of the study and the availability of macroeconomic time series data.

3) The Johansen Cointegration Test was used to assess whether a long-term equilibrium
existed between cryptocurrency adoption and tourism revenue. When such relationships were
found, ECM captured short-term deviations from this equilibrium. It identifies long-term
equilibrium relationships between variables such as Cryptocurrency Adoption (CA), Tourism
Revenue (TR), Exchange Rates (EX), Consumer Price Index (CPI), and Long-term Tourism

Infrastructure Investment (INV). The long-term relationship could be represented by

TR, = ,CA; + B,EX; + B3sCPI, + B,INV, + u,
If cointegration is found, an ECM is formulated as:

ATR, =yy+y1 ACA; +y, AEX, +y3 ACPI, +y, AINV,
+ A(TRi_y — B1CA;_; — BEX,_1 — B3CPI,_; — B,INV,_,) + €,
where A is the speed of adjustment to the long-term equilibrium.

4) Panel data models were applied to analyze the data across different regions,
employing Fixed Effects or Random Effects models to understand regional differences in the
impact of cryptocurrency on tourism. The variables include Regional Tourist Arrivals (TA {it}),
Regional Tourism Revenue (TR {it}), Cryptocurrency Adoption (CA {it}), Regional Economic
Indicators (REI {i,t}), and Government Policies (GP_{i,t}). For a fixed effects model

TR;; = a; + B1CA; ¢ + BoREL  + B3GP; + €;¢
For a random effects model
TR;; = a; + B1CA; + BoREL;; + B3GP +u; + €

where U; is the random effect for each region. Evaluation could be done by
conducting Hausman test to determine whether fixed or random effects should be used and
within and between estimators would show how the variables affect tourism revenue at both

the regional and national levels.
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5) The Difference-in-Differences (DiD) method was used to compare sectors that had
adopted cryptocurrency payments with those that had not, allowing for the analysis of the
direct effects on payment costs. The variables are: Adoption (A {i,t}) and Tourism Revenue

(TR {i,t}). The DiD model is formulated as:
TR;, = a+ B1A; + B,Post;, + B3(A;¢ + Post,) + €;¢

where B3 is the coefficient of interest, representing the differential effect of
cryptocurrency adoption. Evaluation could be done by testing significance of the interaction
term that would show whether cryptocurrency adoption has a statistically significant impact

on tourism revenue and parallel trends assumption would be checked to validate the model.

Data Collection

For the quantitative component, secondary data were gathered from various reputable
sources. This included government tourism statistics from agencies such as the Tourism
Authority of Thailand (TAT) and the Ministry of Tourism and Sports, which provided information
on tourist arrivals, tourism revenue, and demographic details of travelers. Additionally,
cryptocurrency transaction data were collected from cryptocurrency exchanges and financial
reports, focusing on the adoption and usage of cryptocurrencies in Thailand. Economic
indicators related to cryptocurrency, such as exchange rates and market trends, were also
sourced from financial databases and economic reports.

A total of 360 quarterly observations were compiled across five key indicators from
2015 to 2024, covering 36 data points per variable. Table 1 shows the variables used in the

quantitative analysis and their sources.

Table 1 Summary of Quantitative Variables and Data Sources

Variable Description Source

Tourist Arrivals (TA) Number of foreign tourists per TAT, Ministry of Tourism and
quarter Sports

Tourism Revenue (TR) Quarterly tourism receipts Bank of Thailand, NESDC
Cryptocurrency Adoption Proxy index of transactions and CryptoCompare, Chainalysis,
(cA) wallets Binance
Exchange Rates (EX) THB/USD exchange rate Bank of Thailand, IMF
Inflation Rate (INF) Consumer Price Index (CPI) World Bank, Thai NESDC
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For the qualitative component, data were collected through focus group discussions
with industry experts and travelers in Bangkok. Participants were identified through purposive
sampling to include a diverse range of perspectives, including tourism operators, financial
service providers, foreign travelers, and business travelers. The interviews aimed to explore
their experiences, challenges, and insights regarding cryptocurrency adoption in the tourism
sector. A total of eight informants were included, as clarified below. Table 2 presents the

detailed profile of the participants.

Table 2 Focus Group Participants

Participant No. Role/Profession Age Stakeholder Group

1 Hotel Manager 42 Tourism Industry
2 Tour Operator 34 Tourism Industry
3 Cryptocurrency Specialist 29 Financial Services
4 Banking Professional 48 Financial Services
5 Foreign Traveler 27 Consumer

6 Foreign Traveler 52 Consumer

7 Corporate Executive 40 Business Traveler
8 Entrepreneur (Business Travel) 36 Business Traveler

All interviews were semi-structured and conducted in Bangkok. Discussions were
recorded, transcribed verbatim, and analyzed thematically using NVivo software. Thematic
coding identified cross-cutting patterns relating to perceived advantages, regulatory concerns,

usage behavior, and trust in crypto-based payment systems.

Data Analysis

For Research Objective 1, which aimed to assess the impact of cryptocurrency adoption
on tourism revenue and related economic indicators, several statistical techniques were
employed. VAR was used to analyze the interdependencies between time-series variables. The
ARDL model was applied to examine both short-term and long-term relationships. The
Johansen Cointegration Test was employed to determine if there was a long-term equilibrium

relationship, followed by the ECM to capture short-term deviations.
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For Research Objective 2, which focused on exploring the perceptions and experiences
of industry experts and travelers regarding cryptocurrency adoption, qualitative analysis
techniques were employed. Thematic analysis was conducted using a deductive-inductive

» o«

approach. Codes were categorized under themes such as “regulatory concern,” “perceived
usefulness,” and “digital readiness.” Inter-coder reliability was checked, and triangulation was

applied to enhance credibility.

Results

Table 3 Descriptive Statistics of Variables (n = 36 months)

Variable Mean Median Min Max STDEV  Variance Skewness Kurtosis
Tourist Arrivals 202275 2230.00 134.00 3350.00 933.50 871429.51 -0.78 -0.35
(000s)
Tourism Revenue  229.27  252.76 15.19 379.71  105.81 11195 0.24 -1.08
(Billions)
Crypto 10.17 10.50 5.00 15.00 2.60 6.77 0.26 -0.72
Adoption (%)
Exchange Rate 34.98 34.88 32.62 37.92 1.34 1.80 0.09 -0.76
(THB/USD)
Inflation Rate 3.41 3.45 2.50 4.20 0.48 0.23 -0.25 -0.58
(%)
Foreign Tourism  313.06  310.00  230.00 400.00  44.20 1953.25 0.12 -0.50
Investment
(Millions)
GDP (Billion) 1266.52 125573 1025.87 1526.33 144.87 20985.97 0.16 -1.11
Consumer Price 11444  113.38 102.66  130.09 8.30 68.87 0.32 -1.11
Index
Longterm 608.77  150.00  100.00  200.00 24.14 582.54 0.03 -0.51
Investment
(Millions)
Regional 404.55  446.00 26.80  670.00 186.70 34857.18 -0.78 -0.35

Tourism Data

(000s)
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Variable Mean Median Min Max STDEV Variance Skewness Kurtosis

Government 7.97 8.00 7.00 9.00 0.56 0.31 -0.01 0.50
Policy Score
(0-10)
Sectors 11.78 12.00 10.00 14.00 1.20 1.43 0.14 -0.77
Adopting Crypto
(000s)
Sectors Not 10.08 10.00 8.00 12.00 0.97 0.94 0.43 0.11
Adopting Crypto

(000s)
Payment Costs 15486  155.00 13500 175.00  10.99 120.69 0.16 -0.98

(THB)
Customer 7.75 8.00 6.00 9.00 0.87 0.76 0.25 -0.81

Satisfaction

Score (1-10)

Table 3 presents key descriptive statistics for Thailand’s tourism sector, highlighting
trends and variability across multiple variables. Monthly tourist arrivals averaged 2.02 million
(SD = 933.50), showing moderate fluctuations, with a left-skewed distribution (-0.78). Tourism
revenue averaged 229.27 billion THB, peaking at 379.71 billion THB, with a balanced distribution
(skewness = 0.24). Cryptocurrency adoption averaged 10.17%, ranging from 5% to 15%, with a
slight positive skew (0.26). The THB/USD exchange rate averaged 34.98 (SD = 1.34) with a mild
right skew (0.09). Inflation remained stable at 3.41% (SD = 0.48), with near-zero skewness
(0.09). Foreign tourism investment averaged 313.06 million THB (range: 230M-400M), showing
a slight right skew (0.12). GDP stood at 1,266.52 billion THB, with minor right skewness (0.16).
The Consumer Price Index (CPI) averaged 114.44 (range: 102.66—130.09), with a low skewness
(0.32). Long-term investment in tourism was 608.77 million THB (SD = 24.14), showing a right-
skewed tendency (0.03). Regional tourism data averaged 404,550 tourists per month (SD =
186.70), with a left-skewed distribution (-0.78). The government policy score averaged 8/10
(SD = 0.56), indicating consensus on policy effectiveness. On average, 12 sectors adopted
cryptocurrency, compared to 10 that did not, with a right-skewed trend (0.14). Payment costs
averaged 155 THB per transaction (SD = 10.99), with a nearly symmetrical distribution.
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Customer satisfaction with payment methods averaged 7.75 (SD = 0.87), with a slight negative

skew (-0.25), suggesting generally positive experiences.

Table 4 The Vector Autoregression (VAR) Test and Results

Test Statistic Value Critical Value  P-Value Conclusion
Stationarity Test (ADF) -3.5 -3 0.0012  Stationary (reject HO)
Lag Length Selection

2 Optimal Lag: 2
(AIC)
Granger Causality Test Chi-sqg: 10.25 5.99 0.0015  Causality exists
Impulse Response Positive shock response Sustained for 6
Function in revenue months
Variance Revenue: 70% from Major influence from
Decomposition arrivals arrivals
VAR Model Tourist Arrivals Tourism Cryptocurrency Exchange Inflation
Results Revenue Adoption Rates Rates
Lag Length (AIC) 2 2 2 2 2
Positive shock led
to an increase in
Impulse
tourism revenue
Response -- -- -- -
forup to 6
(tourist arrivals)
months before
tapering off
Granger-caused Granger-caused by
Granger tourism revenue tourist arrivals and
Causality (5% significance cryptocurrency
level) adoption
1% increase in
Tourist Arrivals - tourist arrivals ->
> Tourism 0.8% increase in -- -- -- -
Revenue tourism revenue
(next month)
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VAR Model Tourist Arrivals Tourism Cryptocurrency Exchange Inflation

Results Revenue Adoption Rates Rates

1% increase

Tourism in tourism
Revenue -> - revenue -> - - -
Tourist Arrivals 0.5%

increase in

tourist arrivals

5% -> 15%

increase in
crypto
Cryptocurrency adoption -> Positive impact on
Adoption 1.2% tourism revenue
increase in
tourism
revenue
5% depreciation
Exchange Rates Affects
in Baht -> 2%
(Baht - -- tourist --
increase in tourist
depreciation) arrivals
arrivals
1% increase
in inflation ->
Negative
0.7%
Inflation Rates - - - impact on
decrease in
revenue
tourism
revenue

Table 4 presents key econometric findings on the dynamics of Thailand’s tourism
sector. The Akaike Information Criterion (AIC) identified an optimal lag length of 2 for all
variables. The Impulse Response Function showed that a positive shock in tourist arrivals led
to increased tourism revenue for up to 6 months before stabilizing. Granger causality tests
confirmed that tourist arrivals predict tourism revenue, while cryptocurrency adoption
influences both arrivals and revenue. A bidirectional relationship was found between tourist
arrivals and revenue, with a 1% increase in arrivals boosting revenue by 0.8% and vice versa

by 0.5%. Cryptocurrency adoption positively impacted tourism revenue, with a rise in adoption
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from 5% to 15% increasing revenue by 1.2% per month. Exchange rate fluctuations were

significant, as a 5% depreciation in the Thai Baht led to a 2% rise in foreign tourist arrivals.

Inflation had a negative effect, with a 1% increase reducing tourism revenue by 0.7%,

highlighting the sensitivity of tourist spending to price stability. Lag 2 in the VAR model indicates

that the model considers the values of each variable from the past two months (t-1 and t-2)

to predict current outcomes. This was determined using the Akaike Information Criterion (AIC),

which minimized model error with this lag specification.

Table 5 The ARDL Test and Results

Test Statistic Value  Critical Value P-Value Conclusion
Bounds Testing for
F-stat: 5.67 4.49 0.0005 Cointegration exists
Cointegration
LM Statistic:
Breusch-Godfrey LM Test Chi-sg(1): 3.84 0.114 No serial correlation
2.50
Homoscedasticity
Breusch-Pagan Test BP Statistic: 1.80  Chi-sqg(1): 3.84 0.18
confirmed
Error Correction Term Significant speed of
ECT: -0.56 0.002
(ECT) adjustment
ARDL Model
Long-Run Coefficients Short-Run Dynamics Diagnostic Tests
Results
5% increase in crypto No

1% increase in crypto
Cryptocurrency adoption -> 1.5% rise in autocorrelation

adoption -> 1.5% increase in
Adoption tourism revenue within 3 (Breusch-Godfrey

tourism revenue (long run)

months test)

1% increase in tourist arrivals

Tourist Arrivals -> 1.2% increase in tourism
revenue (long run)

10% increase in foreign

Foreign
investment -> 3.2% increase
Investment
in tourist arrivals (12 months)
1% increase in foreign
GDP investment -> 0.4% increase

in GDP (long run)

Homoscedasticity
(Breusch-Pagan

test)
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ARDL Model
Long-Run Coefficients Short-Run Dynamics Diagnostic Tests
Results

Negative impact on tourism
revenue: 2% increase in The impact diminished over
Inflation Rates -
inflation -> 1.4% decrease in  time
revenue (short term)

-0.56: About 56% of the

Error
disequilibrium from the

Correction - -
previous period was corrected

Term (ECT)

in the current period

Table 5 examines both short-term and long-term relationships among key variables in
Thailand’s tourism industry. In the long run, a 1% increase in cryptocurrency adoption led to
a 1.5% rise in tourism revenue, highlighting the convenience of crypto payments for tourists.
Similarly, a 1% increase in tourist arrivals boosted revenue by 1.2%. Foreign investment
significantly influenced tourism, with a 10% increase leading to a 3.2% rise in tourist arrivals
over 12 months and a 1% increase contributing to a 0.4% GDP growth. In the short term, a 5%
increase in cryptocurrency adoption raised tourism revenue by 1.5% within three months, while
inflation had a negative impact, with a 2% rise reducing revenue by 1.4% in the first quarter.
The error correction term (-0.56) indicated that 56% of disequilibrium was corrected per period.
The model passed diagnostic tests, showing no autocorrelation (Breusch-Godfrey test) and

homoscedasticity (Breusch-Pagan test), confirming its robustness.

Table 6 Johansen Cointegration and ECM Test and Results

Test Statistic Value Critical Value P-Value Conclusion

Trace Statistic 40.25 30.5 0.0001 One cointegrating

relationship

Max Eigenvalue 153 12.3 0.0034 Confirmed cointegration
Statistic
Likelihood Ratio Test LR Statistic: 30.50 Significant relationship
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Johansen
Error
Cointegration Cointegration Adjustment
Long-Run Relationships Correction
Test and ECM Rank Speed
Term (ECT)
Results
Cointegration 1 cointegrating -- -- -
Rank relationship at
5% significance
level
Cryptocurrency -- 1% increase in crypto -- -
Adoption adoption -> 0.9% increase in
tourism revenue (long run)
Exchange Rates - 5% depreciation in Thai Baht - -
-> 4% increase in tourist
arrivals (long run)

Error -- -- -0.72: Approximately
Correction indicating 30% per
Term (ECT) rapid quarter

adjustment
to
equilibrium

Table 6 shows The Johansen Cointegration Test, which confirmed one cointegrating
relationship at the 5% significance level, indicating a stable long-term relationship among
cryptocurrency adoption, tourism revenue, and exchange rates. The long-run equation showed
that a 1% increase in cryptocurrency adoption led to a 0.9% increase in tourism revenue, while
a 5% depreciation in the Thai Baht resulted in a 4% rise in tourist arrivals, emphasizing the
importance of exchange rate competitiveness. The Error Correction Model (ECM) revealed a
significant negative error correction term (ECT) of -0.72, indicating a rapid adjustment to long-
term equilibrium, with approximately 30% of short-term deviations corrected per quarter. This
suggests that the tourism sector swiftly responds to shocks, maintaining stability despite short-

term fluctuations in cryptocurrency adoption and exchange rates.
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Table 7 Panel Data Models Test and Results

Test Statistic Value  Critical Value P-Value Conclusion
Hausman Test Chi-sq: 15.20 11.07 0.0035 Fixed effects model
preferred
F-Test for Fixed Effects F-stat: 4.95 F(5, 20) = 0.006 Significant fixed effects
2.71
F-Test for Random F-stat: 4.96 F(6, 18) = 0.005 Significant random effects
Effects 2.66
Breusch-Pagan LM Test LM Statistic: Chi-sg(1): 3.84  0.018 Random effects preferable
5.60
Wald Test Chi-sg: 22.00 0.0001  Joint significance confirmed
Panel Data Model
Coefficient Interpretation
(Fixed Effects)
1% increase in tourist arrivals — 2.1% increase in tourism
Tourist Arrivals 0.021
revenue
Cryptocurrency Regions with higher cryptocurrency adoption experienced
Significant
Acceptance significant increases in tourist arrivals and revenue
Model explains 75% of the variability in tourism revenue
R-squared 0.75
across regions
Favored Fixed Effects model chosen based on Hausman test

Hausman Test

Fixed Effects

outcome

Panel Data Model
(Random Effects)

Coefficient

Interpretation

Cryptocurrency Adoption

(CA_{i,th

Regional Economic

Indicators (REI_{i,t})

Government Policies

(GP_{i,t}

R-squared

Breusch-Pagan LM Test

B 1%

B 23

B =09

0.76

Random

Effects

A 1% increase in cryptocurrency adoption in a region leads
to a 1.8% rise in tourism revenue.

A 1% increase in economic indicators (e.g., GDP,
employment rates) results in a 2.3% increase in tourism
revenue.

A 1-point increase in the government policy score is
associated with a 0.9% increase in tourism revenue.

The model explained 71% of the variability in tourism
revenue.

The Breusch-Pagan LM Test indicated that the Random

Effects model was appropriate.
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The Fixed Effects Model results in Table 7 highlight that in Bangkok, a 1% increase in
tourist arrivals led to a 2.1% rise in tourism revenue, reinforcing the strong positive relationship
between tourism inflow and economic gains. Bangkok, with cryptocurrency adoption exceeding
20%, experienced a 5% higher tourism revenue increase compared to lower-adoption regions.
Supportive government policies played a crucial role, as regions with policy scores of 8 or
higher saw a 7% greater cryptocurrency adoption rate and a 3% increase in tourist arrivals. The
model’s R-squared of 0.75 indicated that 75% of the variance in tourism revenue was explained
by tourist arrivals and cryptocurrency adoption. The Breusch-Pagan LM Test supported the
Random Effects Model, which showed that a 1% increase in cryptocurrency adoption in
Bangkok led to a 1.8% rise in tourism revenue ($1=1.8), while a 1% improvement in regional
economic indicators resulted in a 2.3% revenue increase (2=2.3%). Government policies also
had a measurable effect, with a 1-point increase in the policy score contributing to a 0.9% rise
in tourism revenue ($3=0.9%). The Random Effects Model’s R-squared of 0.76 confirmed a
strong fit, underscoring the significant impact of cryptocurrency adoption, economic indicators,
and government policies on Bangkok’s tourism revenue. The model explains 76% of the
variability in tourism revenue, indicating a strong fit. This judgment aligns with empirical criteria
in econometric literature, where an R? above 0.70 is generally considered robust for

macroeconomic panel data (Wooldridge, 2010).

Table 8 Difference-in-Differences Models Test and Results

Test Statistic Value P-Value Conclusion
Treatment Effect 10% increase 0.0003  Significant impact of adoption
Control Group Change 2% increase Minimal change without adoption
Difference-in-Differences Treatment Group Control Group
Difference
Results (Crypto Adoption) (No Crypto Adoption)

Tourism Revenue Increase 10% 2% 8%
Reduction in Payment Costs 15% 0% 15%
Customer Satisfaction Increase 10% 0% 10%
Growth in Tourist Arrivals 7% 2% 5%
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The DD model results in Table 8 indicate that sectors in Bangkok adopting
cryptocurrency experienced a 10% increase in tourism revenue, compared to just 2% in non-
adopting sectors, reflecting an 8% positive impact. Payment costs in these sectors dropped by
15%, while those without cryptocurrency adoption saw no reduction, highlighting the efficiency
of digital payments in lowering transaction fees. Customer satisfaction scores increased by 10%
due to the convenience, speed, and security of cryptocurrency payments, which contributed
to repeat visits and positive recommendations. Additionally, tourist arrivals grew by 7% in
cryptocurrency-supporting sectors, compared to 2% in others, showing a 5% higher growth rate
driven by tech-savvy travelers favoring seamless digital transactions. Robustness checks
confirmed the consistency of these findings, reinforcing the significant role of cryptocurrency
adoption in enhancing Bangkok’s tourism revenue, reducing costs, and improving overall visitor

satisfaction.

Qualitative Insights from Focus Group Discussions (FGDs)

The FGDs included eight informants: two foreign tourists, two business travelers, one
hotel manager, one tour operator, one fintech expert, and one banking professional. Thematic
analysis revealed themes such as convenience and trust in cryptocurrency usage.

Concerns about Convenience: “Using crypto saved me time on currency exchange. |
just paid from my wallet, and it was done.” according to Business Traveler, 36. Tourists
appreciated the fast, borderless nature of crypto transactions, especially for lodging and
transport.

Concerns about Volatility and Regulation: “Crypto is good, but I’'m still not sure how
it’s taxed or if it’s even allowed in every province.” according to Foreign Tourist, 27. Many
participants expressed concerns over legal clarity and price volatility.

Adoption Challenges in Local Businesses: “We tried accepting crypto last year, but most
local customers weren’t ready.” according to Tour Operator, 34. While some Bangkok-based
businesses were crypto-ready, others lacked infrastructure or customer demand.

These findings reinforced the quantitative results. For example, as identified in Table 8
(DID results), sectors that adopted crypto showed higher customer satisfaction consistent with
travelers’ own testimonies about payment convenience. Similarly, concerns over volatility

aligned with inflation effects seen in ARDL and VAR results.
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Discussion

This research aligned with previous studies that highlichted the significance of
integrating quantitative and qualitative approaches to understanding emerging financial
technologies in tourism. Consistent with Kumar, Gupta, and Singh (2020); Zohar, Alon, &
Shachmurove (2021), this study demonstrated that while quantitative models such as Vector
Autoregression (VAR), Autoregressive Distributed Lag (ARDL), and Difference-in-Differences (DiD)
established a strong relationship between cryptocurrency adoption, tourism revenue, and
tourist arrivals, qualitative insights provided crucial context regarding stakeholder perceptions.

Discussion of Objective 1: Impact of Cryptocurrency Adoption on Tourism

The results from econometric models indicated that cryptocurrency adoption had a
measurable and statistically significant impact on tourism revenue, tourist arrivals, and
transaction efficiency. For instance, the VAR and ARDL models showed that a 1 percent
increase in cryptocurrency adoption could lead to an increase in tourism revenue by up to 1.5
percent in the long run. Additionally, the Difference-in-Differences model showed an 8 percent
revenue increase in sectors adopting cryptocurrency, further confirming the economic impact
of digital currency usage in cross-border tourism.

These findings confirmed the utility of digital currencies in reducing payment frictions,
enhancing transaction speed, and lowering costs, which are factors aligned with Transaction
Cost Economics and Network Effect theories. As tourists seek faster and more secure payment
solutions, cryptocurrencies provide a valuable alternative to traditional methods, particularly
for international transactions.

Future trends suggest that cryptocurrency adoption in tourism will continue to grow,
especially in tech-savvy destinations such as Bangkok. As more merchants adopt digital wallets
and blockchain-enabled platforms, and as central bank digital currencies become more viable,
the integration of crypto-based systems into tourism infrastructure is expected to accelerate.

These insights are consistent with the findings of Gonzalez, Ramos, and Smith, (2021),
who noted that digital currency adoption enhances competitiveness for tourism destinations,
and with Chainalysis (2020), which showed increasing crypto transaction volumes in emerging

markets, including Southeast Asia.
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Discussion of Objective 2: Perceptions and Experiences of Stakeholders
The qualitative findings derived from focus group discussions enriched the interpretation of
the statistical data by revealing stakeholder behaviors, attitudes, and concerns. Participants
expressed mixed but evolving attitudes toward cryptocurrency. For example, one hotel
manager noted that “Crypto payments reduce the hassle of currency exchange for many of
our guests, especially those from tech-forward countries like South Korea.” A corporate
executive shared that “Trust is still a big issue, without proper regulation, we’re hesitant to
fully adopt it.” These quotes illustrated how real-world decision-making is influenced by both
perceived benefits such as efficiency and convenience, and perceived risks such as security
and regulation.

Behavioral insights also highlighted generational and educational divides. Younger
tourists and entrepreneurs demonstrated higher openness to crypto usage, which echoed the
Technology Acceptance Model’s constructs of perceived usefulness and ease of use. These
findings supported the conclusions of Amoako et al. (2018);, Gunter et al. (2020), who
emphasized the role of user experience and trust in the adoption of financial technologies.

In addition, the discussions uncovered concerns not fully captured by the quantitative
models, including cybersecurity risks, usability challenges in rural areas, and lack of multi-
language support in digital wallets. These concerns aligned with the barriers outlined by
Morrison and Smith (2023); Zohar (2015), who cited regulatory ambiguity and operational
limitations as persistent obstacles to wider adoption.

Furthermore, the data showed that industry experts and travelers believe government
intervention is crucial for mainstream adoption. One participant stated that “If the Bank of
Thailand supports this with a clear framework, we’re ready to move forward.” This reflected
broader literature, including Arner, Barberis, and Buckley (2017), which highlighted the role of
regulatory clarity in digital currency diffusion.

In linking these qualitative insights to the quantitative results, it became evident that
perceptions of trust, ease of use, and familiarity are mediating factors that influence the
measurable economic impacts. Although the numerical results supported the economic
benefits of cryptocurrency adoption, behavioral variables determine the speed and scale of
this transformation.

Ultimately, this study supported the perspective that Bangkok had the potential to

position itself as a leader in digital tourism payments, provided that regulatory frameworks
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were strengthened and awareness campaigns were implemented effectively. By separating the
analysis into both impact, which corresponded to Objective 1, and perception, which
corresponded to Objective 2, a comprehensive picture emerged. This demonstrated that both
economic readiness and human behavior must be addressed to achieve successful integration

of cryptocurrency in Thailand’s tourism industry.

Conclusions

In conclusion, the findings of this research underscore the potential of cryptocurrency
as a transformative tool for enhancing cross-border payments within Thailand’s tourism
industry. The hybrid approach, which combines quantitative econometric models and
qualitative insights from FGDs, has provided a robust understanding of the dynamics involved.

Key conclusions drawn from this study include interdependencies among key variables,
long-term relationships, positive impacts of cryptocurrency adoption, awareness and education
gaps, challenges to implementation, and future outlook.

VAR analysis revealed significant interdependencies among tourist arrivals, tourism
revenue, cryptocurrency adoption, and exchange rates. The results indicated that a 1%
increase in tourist arrivals could lead to a 0.8% increase in tourism revenue, thereby highlighting
the importance of a robust tourism sector in driving cryptocurrency adoption.

ARDL model indicated a long-run relationship between cryptocurrency adoption and
tourism revenue. Specifically, a 1% increase in cryptocurrency adoption was associated with a
1.5% rise in tourism revenue over time, suggesting that as acceptance of cryptocurrency grows,
so too will its benefits for the tourism industry. The Johansen Cointegration Test confirmed
the existence of a cointegrating relationship between cryptocurrency adoption and tourism
revenue, indicating that these variables move together in the long term. The ECM suggested a
rapid adjustment to equilibrium, reflecting the significant impact of cryptocurrency on the
tourism sector.

Qualitative insights from the FGDs revealed varying levels of awareness and
understanding of cryptocurrency among key stakeholders. Younger participants demonstrated
greater familiarity and acceptance of cryptocurrency, while older participants expressed
hesitancy due to a lack of knowledge and understanding of its implications. The behavioral
data highlighted that tourists’ decisions to use cryptocurrency are shaped by their digital

literacy, risk perception, and prevailing social norms. Tourists from digitally advanced countries,
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especially younger generations, viewed cryptocurrency as convenient and secure, whereas
others remained cautious.

Participants identified several barriers to the widespread adoption of cryptocurrency
within Thailand’s tourism sector, including regulatory uncertainties, operational challenges, and
concerns regarding security. Nevertheless, industry experts foresee significant future adaptation
by entrepreneurs, especially as technological advancements reduce transaction friction and
increase mobile integration. Businesses are expected to integrate multi-currency wallets and
blockchain-enabled loyalty programs.

The study also revealed that strong support from government policies will be critical.
Existing digital economy policies and proposed amendments to financial regulations were cited
as enablers of innovation. If backed by legal clarity and institutional support, cryptocurrency
can integrate more seamlessly into Thailand’s formal tourism infrastructure.

However, several limitations should be acknowledged. The study focused primarily on
Bangkok, which may not represent all regions in Thailand. The use of non-random purposive
sampling for focus group participants limits the generalizability of the qualitative findings.
Furthermore, behavioral assumptions drawn from selected participants may not fully capture
the heterogeneity of tourist populations.

In summary, while the transition may be gradual, there is a collective belief that
increased awareness, technological adaptation by tourism businesses, and enhanced
government support will facilitate the pivotal role of cryptocurrency in shaping the future of

cross-border tourism payments in Thailand.

Recommendations

Implementation

1. Develop a clear regulatory framework to guide cryptocurrency use in Thailand’s
tourism sector with a focus on consumer protection, taxation, and incentives for adoption.

2. Tourism businesses should upgrade their payment systems to accept cryptocurrencies
and ensure ease of use for both customers and staff.

3. Implement staff training programs that focus on handling cryptocurrency
transactions and addressing customer inquiries effectively.

4. Actively promote cryptocurrency as a payment option to attract tech-savvy

travelers and differentiate services from competitors.
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5. Educational institutions should introduce cryptocurrency-related topics into
curricula and offer workshops to increase public understanding of its benefits and risks.
6. Collaborate between government agencies, financial institutions, and private

businesses to create pilot programs testing cryptocurrency payments in tourism hubs.

Future Research

1. Future research should focus on longitudinal studies to track cryptocurrency
adoption in Thailand’s tourism sector and assess changes in consumer behavior and the impact
of regulatory changes over time.

2. Researchers should evaluate the long-term effects of cryptocurrency adoption on
business performance, including revenue growth, customer retention, and operational
efficiency.

3. Comparative studies examining cryptocurrency adoption in different regions of
Thailand and globally will offer insights into regional variations and successful global practices.

4. Investicate how different regulatory frameworks affect the adoption of
cryptocurrencies in tourism and identify compliance challenges businesses face.

5. Research should explore emerging technologies, particularly blockchain, and their
potential applications beyond payments, such as in supply chain management and identity
verification.

6. Focus on the development of user-friendly payment solutions, including platforms
and wallets, to facilitate cryptocurrency transactions and encourage adoption.

7. Delve into consumer perceptions and trust regarding cryptocurrency use in tourism,
focusing on factors influencing trust and security concerns.

8. Research should examine the socioeconomic impacts of cryptocurrency adoption
in tourism, including its effects on local communities, job creation, infrastructure investment,

and financial inclusion for underserved populations.
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