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Abstract

The objectives of this research were to study the relationship between experience
economy, memorable tourism experience, place attachment, and tourism loyalty. This is
quantitative research using multi-stage sampling from a group of 552 tourists who have visited
the Eastern Lanna Special Economic Zone. The model was analyzed using structural equation
modeling (SEM). The proposed model was tested using structural equation modeling (SEM). The
results showed that our data explained the model very well, whereby tourism loyalty was driven
by experience economy, memorable tourism experience, and place attachment. The findings could
help SME entrepreneurs understand the importance of memorable tourism experiences, which
directly influence tourism loyalty. Particularly, those SME entrepreneurs with place attachments
should emphasize the tourists’ impressions for visits again. The study proposed model was
conceptualized using experience economy theory together with memorable tourism experience
theory, aiming at enhancing the competitiveness of SME entrepreneurs in the Eastern Lanna

Special Economic Area.
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LUNIATRIMaTINaIATENBLATY 4 B9AsENaLERY 949U 20 99) Uay 5) AnNAnATawinvediie
(uusauaiLuuLNIRsEIsTINIA Dsznoumne 2 seAtsznoULny S1Ha% 13 18) LaINIEANT
Anszaifienimadinssualinssi A ANius Bsarmaaiannd 1 Tnelaliusunas SmartpLs 4
(Chin)

msmswaauqmﬂ'}wm’%ma‘iaiﬂ WULTIRBNNITIR (Measurement Model) Tmﬁm‘ammqw

[
p=¢

W9 TILBIINHBN (Convergent Validity) #9azRa194narnadiniinesalsznay (Factor Loading) a9

11NN 0.7 WATAINATIBIGIUUA (Discriminant Validity) Re15edn (nannaafgresaauwlsUsauiadial
(Average Variance Extraction: AVE) 18NN 1A UGIENAN9F UL TUHNHATEINA191nTIm89289 AVE (Fornell &
Larcker, 1981) A1 Cronbach Alpha Aa9#1NN91 0.70 kazATAINHIiaNuaIALlTznal (Composite Reliability: CR)

ad v A

ABININNIT 0.50 LATATITRDUAINLTEIATIBIIENT (Content Validity) AaedtauHiAnaanAaI2nIe
. . . vy . Coq :

ANa1H (Corrected Item-Total Correlation) fTUFRUILaIA 91ARIBHABIYAIUAITNDTET 911U 3 114 UAE
¥NM3ns99sauAdNIEeN (Reliobilty) 2asuuusauainnewiUlede arnnguinveciianiive lUneadien

Tuarsugiafeaiuunzdueen §amau 30 318 FIUAGRT ENTTUNIVBLATIUYAAR 7B A1TBLAT LAY

1
=

NITDLHNTDYAATLATHEATBITEAUNIT0L ABUaaUNIaoINTaVBNTiaafiuiandn anumaEgnRLiLRALT
wazATHAHANArasinne st A A RAELATEIUTENLIUNIATTIN HANAINTATIEA AT ANILEIBY
mLW‘]@T'mTNL@@ﬂum’ﬁm\‘iﬁ‘;’m (Structural Equation Model)

AMsmsaaRauANLiisInsaBanilan (Convergent validity) Wua1sa yﬁ’mnﬂﬁqﬁhmm n
a9ALlsEneY (Factor Loading) YjndageAnssnang 0.870-0.954 fiuddynisadifszdu 0.001 nda unas
uﬁﬂﬂﬁﬁﬁ Dijkstra-Henseler’s rho ( o, ) qﬁwdw 0.896-0.946 way Joreskog’'s rho (O, ) ‘Sz‘lﬁ'ﬁ”m 0.941-
0.957 uazflA1 AVE §9951219 0.788-0.901 (Fomell & Larcker, 1981) uanshniiuandiadinluunazuian

ansaiasaulsuds isuReninfmfieniuuaziinonings uaasmnanT1ei 2
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Table 2 Validity check and convergent validity check

Dijkstra-

Observed Joreskog’s rho
Factor Loading Cronbach Alpha AVE Henseler’s rho
Variables (P:)
(Oy)

Experience Economy 0.917 0.800 0.917 0.941
Education 0.910
Entertainment 0.900
Escapism 0.890
Esthetics 0.876
Memorable Tourism Experience 0.946 0.788 0.946 0.957
Hedonism 0.902
Involve 0.891
Local 0.870
Meaning 0.895
Novelty 0.893
Refresh 0.875
Place Attachment 0.940 0.848 0.941 0.957
Affective 0.940
Dependence 0.933
Identity 0.920
Social 0.890
Tourism Loyalty 0.890 0.901 0.896 0.948
Attitude 0.954
Behavior 0.944

NM9ASIIHDLAMNLTILNASILTITIMIA (Discriminant validity) Wua1m1 Cross Construct Correlation

289 Column Varidble fiusiaudsduiiniainaian v AVE 289 Column Variable Wilaawuan + AVE fiangs

NN AafiA19:919 0.887-0.949 uayluumazuaaniian Cross Construct Correlation #MNaRAN9E91979 0.821-

0.873 LA MTHIFITIA IHUARL URBNATHITOTIAFIULT LA [ARNITUABNIBIAREY LAFILLTUNILAAY

AN ANEUNAGFIBTnLDIa [ARuar AN TIENRTIBITIUuNgS FeRnT19T 3
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Table 3 Discriminant validity by Fornell-Lacker Criterion

Experience Memorable Place Tourism
AVE Economy Tourism Attachment Loyalty
Experience
Experience Economy 0.800 0.894
Memorable Tourism Experience 0.788 0.856 0.887
Place Attachment 0.848 0.842 0.870 0.921
Tourism Loyalty 0.901 0.821 0.843 0.873 0.949

NANI5IT8

NaMTAATEATaYATeRBLLUURaLaH aSaTlAdE [nuTayanimeafieafinesidea s
4 §oda Ao una 1 weien waziBeaans 9auan 552 An WUa1 reuuuLapuatNaaning e
(3B88Y 54.30) ﬁmq'ﬁzwﬁw 21-30 9 (speaz 32.40) finnaAnunsrsulBaae® (speay 35.70) A31eln
10,000-19,999 U WRLeN (s88ay 35.10) waziduwinemasnus (3888 30.10)

smeadisafinniehuasirssgiefirsamnnziueonaulngdanuAniufetude dana
panssneasinnafisassisniige (A1edssNiiRMMIT 4.30) ssasnAniady Tadulsraunta:
MsMBaiEnTiuIandn (AeAnsIRsRuMIRY 4.27) Tadenmursugiadalssaunisol (ANRReTHiaaY
Wiy 4.19) Lmsﬂfvé’mymmwzjﬂﬁuﬁuﬁuﬁ (AARLTINTIRNTY 4.18) ATHAIF

Faquszasadi 1 nan1siiasendauunannislassasislunmaan iunanisiinsisnanadsiug

TrsaNL52 AN B AN RO BBV B WAV NATILAL I NBBNTIRINARDAITNANFUAIEN i FInIng 1

Local Meani |ng “WE'W Refresh Identity

0 870 (60.811) 0.893 (82 393) /

0. 895 (83 918} 0 875 (72 345} 0.920 (96.775)
Innolve Dependence
/ >
U 891 (83. 5351 0.933 (141.661)
..--/

— 0.557 (10.779) —»

0902 (91776)  0.940 (148.608) >

Hedonism 4 Affective

\ 0.880 (77.411)

Memorable Tourism Experience Place Attachment \

Social

Education 0.856 [55 827) 0.365 (7.361) 0.248 (4.508) 0.499 (9.045)

BT 0.910 (107.360) -
h o Atfitude
0.900 (98 296) —¥
T 0.954 (226.340)
Escapism <« 0.890 (67.550) — 0.189 (3.632)
0.876 (71.993) 0.944 (148.060)
. Behavior
Experience Economy .
Esthetics Tourism Loyalty

Figure 2 Structural Equation Model of Tourism Loyalty

From: From testing the structural model according to the research hypothesis with the PLS statistical package.
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FINAINT 2 LHAILEHAITHANNUEFILUUANNTIATIaTNasTad At nanarna Nanfaes

%

dnvaaiieafe T99aauATEgieidelssaunianl AulssaunI9oinITaaiienfiuiandn LaTAINAINN

o o A A o Y oo ¥ o ! ° o ~ o o
HNWALAWA BuduannaannasiureyaBelszdne nuauuud1asen1sdn 13 Outer Model ynsiatusia
wuulpssasnamdadaudsuns Saniminaesioulsdonalawaazsiafianimin (Loading) yndiagenan 0.70
(Hair, et al., 2013) Tuaqu889n1931A79 Inner Model [ARaT19 419N ANLSE RV IaWNNS (Path Coefficient) 1as
NNENN T A ATYNETR F9eaNTURNNAZINA 6 LN A1 R? 289U AUNITUNITNBNARITINIASN

o o A A o A o ! A al ' o ' . L Y

ANHENRRTUANA wazpausinAzasinneasdfieadnininnarssiuawialng (Chin, 1998) wmniusssas
73.30, 79.20 WAL 79.90 ATNANFU HA1 f2 §INIIA1TTALNAI (Cohen, 1988) AIUA 0.04-2.751 UAAIIT

o a ! g =]
IR L R PUYRIG fakahol

Table 4 The relationship between the influence of Experience Economy to Tourism Loyalty

Antecedent Variable

Experience Memorable
Dependent Variable R? Effect Place
Economy Tourism
Attachment
Experience
Memorable Tourism Experience 0.733 DE 0.856%*** 0.000 0.000
IE 0.000 0.000 0.000
TE 0.856*** 0.000 0.000
Place Attachment 0.792 DE 0.365*** 0.557*** 0.000
IE 0.477*** 0.000 0.000
TE 0.842%** 0.557*** 0.000
Tourism Loyalty 0.799 DE 0.189%** 0.248*** 0.499%**
IE 0.608*** 0.278*** 0.000
TE 0.797*** 0.526%*** 0.499***

Remark: DE=Direct Effect, |E=Indirect Effect, TE=Total Effect.
Note: * p-value < .05 (t 21.96), ** p-value < .01 (t 22.58),*** < 001 (t = 3.29)

INATNA 4 WUIUATEFAIBILTLAUNNITURENENANNATINLTTAUNITHNTNBITALTIUITAST

(DE=0.856) AN NARALANTUT (DE=0.356) LarAINNANAIaIHnNadfiad (DE=0.189) HanTnan1aas

o A

. o » o ' ! ¢ ! |
ABATTHNNWHNUFD LN (IE=0.477) LAZAINHANALANTNNEILTIEA (IE=0.608) AMUUTLFUNITUNITVIBILTIEN

'
=

AUNTATIHBENTN AN WNATIAB AN NNUTURAIUT (DE=0.557) UATAININAIBINANDITINT (DE=0.248)
aa a ¥ X o A o ! PN < o o Aaa o
fAvinaneensaANNANAYBINnNeaTe] (IE=0.278) HBNIINTIUANNENANALAOUATRENENANIINT
! o/ o/ ! ! yQ o/ o/ o/ 4 ! a a o/ a
apANANArawinnefisn (DE=0.499) InuyAdaaqUaandninugsznasdninazesioulsiasugia

Beszaunissfiineainuinfeesinneadian
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Table 5 Hypothesis testing

Hypothesis Coefficient t-test 2 Result
H1  Experience Economy - Tourism Loyalty 0.189 3.632%** 0.040 ﬂﬁuﬂgu
H2  Experience Economy —> Memorable Tourism Experience 0.856 55.827*** 2.751 ﬂifuméu
H3  Memorable Tourism Experience - Tourism Loyalty 0.248 4.508%** 0.058 ﬂﬁuagu
H4  Experience Economy - Place Attachment 0.365 7.361%** 0.171 ﬂﬁuﬂgu
H5  Memorable Tourism Experience - Place Attachment 0.557 10.779*** 0.399 ﬂﬁuﬂgu
H6  Place Attachment = Tourism Loyalty 0.499 9.045%** 0.257 aua

Note: * p-value £ .05 (t 21.96), ** p-value < .01 (t 22.58),*** < 001 (t = 3.29)

91A5199 5 w@m‘mmﬂ‘mmﬁgmﬁ 1 Lﬂ‘m;gjﬁ@L%qﬂ‘imummiﬁﬁw%wmﬁmwﬁﬂﬁﬂm
sivaaiien agnsfiduddynieanffissdy 001 fAndnUszansiaunng 0.189 aunAgil 2 AsugAaids
UszaunnsoifianinaneUssaunissinianeifiuafiniandn agefidedidnyisaadfiszdu 001 dan
ez AVBIEUN9 0.856 auNAgIuil 3 Uszaunisninianesifieafiuiandifiananane arnudniens

Unyeaiiyd ageilledAgynNaafiiseay 001 FAFNUITRNTIAUNIG 0.248 ANNFAFIUT 4 ATugRaEa

g
X

. . e w4 e . S
UszaUN1sURENENanaA NN WUTUAUN pg1efliledAgynean@ifisssu 001 HANENUILRNDIENNIY

¥ '
o A o o

0.365 ANNFAFIUA 5 UTLAUNITUNITNBITLTIUIIATIRENTNARBANYNAUAUNNT aaelsTaddty

v '
=

NNFOAATLAY 001 ATNUILANTIAUNS 0.557 URSENNFAFINA 6 ANNRNAUALNUARENTNARD AN

o A

fnfawinnaadien @éﬁ\aﬁﬁfmﬁﬁmmmﬂﬁﬁﬁzﬁu 001 fAdnszavEiaumng 0.499

'E'mqﬂizmﬁﬁ 2 mm‘f;mm:ﬁﬁw%wmméfqLLﬂiﬁuﬂm\‘iLmuwmu (Serial mediation variable)
Faifiusulafiannnuasiulasaanaduinsssnaedaulsdaasdudausnnn Taedduladunasuuy
wﬂﬁmm%mﬂﬁw%wmmfrjy@mwéw@T@Lm‘s@mmmﬁqLmimm %!am@mﬁmmuﬁwﬁwmmmyﬂuL%q@kmﬁu
yaslszaunsninIsvadieafiunandiuazaamgniuiuAng Taslylsunas Process (Hayes, 2013) a0y

v a
PNFITTINN 6

Table 6 The results of testing the serial mediating effect of Experience Economy to Tourism Loyalty

Hypothesis Effect Boot Boot Boot Result
SE LLCI ULCI

H7  Experience Economy —> Memorable Tourism Experience = 0.2194 0.031  0.1607 0.2245  Patial Mediate

Place Attachment = Tourism Loyalty Effect

9INAITNT 6 NUITHANTTVARBLBVBNANNE BNV BIUTLAUNITUN BT ETIUIIATIUA AN N
o & A o O PR A a a o ! o A o ! P
fuiwiduladeAunasuuueynaaiiBenlesdvinarearsugiadalsraunissigaauinfeesinneaiien
Tnefinanmuasdnlsz@nsoauwnans (Boot LLCI) ferauimum (Boot ULCH) flwasaesanuigasiuluagy O
uaPIINUSEAUNsamBITiEafiinand uazA g iRt URWATuTa s Aunasuuueynsnfidanlasdnina

o » o ' ! Co L
?Iﬂ\‘iLﬁ‘ii&lﬂﬂ@L%\‘lﬂ‘jzﬂ‘]_lﬂq‘imfsgﬂq"INﬂﬂﬁ‘l]ﬂ\‘iHﬂ‘V]ﬂ\‘lLﬁilfl T@ﬂﬁﬂ@ummmﬁwﬂﬂu 0.1607 waz2aulauNRINY
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