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Abstract

This study aimed to (1) examine the influence of lifestyle tourism on novelty seeking and tourism
experiences, (2) analyze the influence of novelty seeking on tourism experiences, and (3) investigate
the mediating role of novelty seeking between lifestyle tourism and tourism experiences. The research
was conducted using a case study of Song Wat Road, Bangkok. The sample consisted of 347 tourists
who had previously visited the area. Data were collected using a questionnaire verified for content
validity with an item-objective congruence (I0C) index ranging from 0.80 to 1.00, and an overall reliability
coefficient of 0.95. The data were analyzed using descriptive statistics, confirmatory factor analysis (CFA),
and structural equation modeling (SEM) with JAMOVI software. The results revealed that lifestyle
tourism had a significant positive effect on novelty seeking (B = 0.897, p<0.001) and tourism experiences
(B = 0.981, p<0.001). Novelty seeking also positively influenced tourism experiences (B = 0.950, p<.001)
and partially mediated the relationship between lifestyle tourism and tourism experiences (f = 0.853,
p<0.001). These findings indicate that destinations designed to align with tourists’ lifestyles and
preferences can stimulate curiosity, enhance engagement, and create more profound and memorable
experiences. Such experiences ultimately foster satisfaction and revisit intentions among tourists,
contributing to sustainable destination development.

Keywords: Lifestyle Destination Tourism; Novelty Seeking; Tourist Experience; Song Wat Road, Bangkok;
Mediating Variable
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Tutimenssuiiinugn msvieaiinldivasuannmstadiunsinreunazmsiBouvuaniuil lugnisuaien
AanssuilazviewiiTinuasSndnuaivesinvieaiion (Richards, 2011; Yeoman, 2012) uwilifufisnanEenin
msvieafisndalatialad (Lifestyle Tourism) detinvisaienlsimnuddnfunisdengavanefinevauss
sadlouamzinu Wy Aats 83 Funul Sausssn msvieadfieandsguawieianssuaineassdou 9
mawdsundasiiasiiounginssunavieadinvesauiulmifliinumiuusyaunisnl (Experience) mnniving
(Pine and Gilmore, 1999) vauzifrfumsIsiulunannviesiiewiliiussneunsdeddnagnsasrsnme
Aunnsnsrunmdnual gnuadsdadnual wagdszaunisallannzngu (Goodrich, 1977) aghslsfinny
wwiltiuvstinviendiegalmidliduiinmsudsunnmsieafsuiomsindeuiiesesnaden UIFNTUEIIN
nsBeuiuazUszaunsaifiuvanivg  viliuvamisauiierddudesuiufuazaisassAianssuiiunnsng
iieaisdndnuaiiilansiulunsisgeiinviesiteadmane

mMaviestedslaildladdafiunumddy Whussaumsaiazvoufsmmaulauazadon  dmyana
TagtowzAanssuiliieadosiuemns wiosiu Wy Tl masnaunisadrsrugniiunisensuaifvanud
(Kralikova et al, 2025) yAfeTmaviesiiordnunsddmalnensseUsvaunsaitihvionden filuuinisen
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Seow et al,, 2024)
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wasmsduasse e nvaneelug (The Intelligence Team, 2568)

msuansnanuilaniuial (Novelty Seeking) aaL‘LJuLLﬁqgﬂﬁlmﬂzwmé’ﬂé’uiﬁﬁﬂviaqLﬁmL?}@ﬂﬁ;wm‘a
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fgnilwindudunilwesUszaumsaliiinaneumaniuasmsiuivousasyara  Bosleatunnuidn
?‘ﬂélm%zyﬁﬁlﬂmaé’uﬁamﬁau LAZLANANIINTINUSEI I (Mitas and Bastiaansen, 2018) 41338 a1uuuIn
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1. Wiodinszridvnavesnsvieaiiondslaialndnisonisuaimnanuulanivs uazdszaunisal
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FUNAFIUATTIY
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H2:  nsvisaiend@alaialend d8vSwaleuinmeauszaunisaltinyioiien
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H3:  Aswansmanuwlaniyg $8vnSwaleuinmauseaunisaltnyiouiie?
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Lifestyle Destination Tourism Experience
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LAzl IngUsEaeRvananenIn WiuLEY Sevay 63.4

@il 3 HanFilATiszAUANLAAIuLaN1SATII@eUNTLINIILUUUNAIT s YR LU S
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A1397 1 HANITIATIZRTEAUAMLAATILLAYNIINTIVABUNITLINKITLUUUN AT

AUy N Mean SD Skewness  Kurtosis  NaN1ILANLAY
Lifestyle Destination Tourism 347 4.17 0.638 -0.712 0.225 Un
Novelty Seeking 332 412 0.690 -0.673 0.117 Uni
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NUBwWA:  Lifestyle Destination Tourism = msviessieadalaidlag, Novelty Seeking = msuansmauulaniv
uag Tourism Experience = Usgaunisaliinvioaiien
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959 1 wuin dhvieadieafinnudniiudennduusegluseiuin (X = 4.12 - 4.17) lagms
vieaenBilaiialpalidedogean (X = 4.17, SD = 0.638) sesunfeUssaumsaiinviendion (X = 4.15,
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avuulaniva (B = 0.897) wavfuuszaunisaliinvieadieon (B = 0.981) vaefinisuaromauwdanil
frudiusfusvaumsalinvieadien (B = 0.950) Tnemanudintusiomeaiimannnt 50 Sadhilumnnast
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AT ANTRIIT TR Tfmamsvadeuaygiuresiaaaunslasaing fansd 3

A9 3 NANAFRUANURFIY

AUNATIN  ANNANAUSIIRIGuYs  Ussamdndwa B SE.  p-value  HanIINAHBU
H1 LIFE — NOVE N9AT 0.897  0.033 <0.001 @aduayuauRzIy
H2 LIFE — TOUR N9ATY 0.981  0.039 <0.001 @aduayuaulRzIy
H3 NOVE — TOUR NNAIY 0.950 0.041 < 0.001 aﬁuayuauuagm
Ha LIFE — NOVE — TOUR IRRGL 0853 0037 <0001 avuayuaNLAgIu

HanTATEaNn1slAsIEsne (SEM) femnsnedl 3 wud ynanuRgulasunsatiuayuetndited Aoy
neadAfisEiu 0.001 Tnenisvieaiendsladaladfidvdnaidauindensuaomanuulanlu (B = 0.897,
S.E. = 0.033) wazseUszaunsaiifnvieaiion (B = 0.981, S.E. = 0.039) wenvniinisuawmeuwlanil
Srdamadeuinseuszaunsaiinvieadien (B = 0.950, S.E. = 0.041) wavvimthduiuusfunansunsdau
sewimsvieaiiedelaialndiulszaunisaiiinyioadien (B = 0.853, S.E. = 0.037) @0AARDINULNEUNVDY
Baron and Kenny (1986) ﬁiijﬂé’hLLUiﬁ"uﬂaNéfaﬂﬁ%wﬁwaL%amﬂsiaﬁgqé’aLLUiﬁuLLazéTaLLﬂimm HASNSAINET
azviouinnisvieniivadddaialadiiuvnuimdrdylunisdaasuliminniswarsmanuwdaninivay

aieUszaunisalinvieaeindndanariinuaunguideuluiiuiouunsen

A9 4 HAN1SAATIEBIAUTENDUE WU

FauUsurls (Latent Variable)  #%30 (Indicator) B CR AVE nsulana
LIFE CE 0.883 0913  0.794 ARBTRLIT]
ALE 0.902
UA 0.885
NOVE ™ 0.851 0.881 0.662 RLLNEN
CR 0.731
BA 0.838
SU 0.827
TOUR ED 0.802 0.877 0.664 HULN U
ES 0.793
EN 0.848
EC 0.817
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NaMTIASETRsRUsEneUdEutufinedl 4 wuih Saveusezsudsiiddhminesddsznou
(Factor Loading) agisewing 0.731 - 0.902 Funnniunas 070 uanstenudenndeeintiaelaswEsns
wlsluusiasdia steisuds Lifestyle Destination Tourism, Novelty Seeking Wag Tourism Experience
T CR = 0.913, 0.881 way 0.877 AUAAU wazdlm AVE = 0.794, 0.662 way 0.664 Sannninaeias 050
(Hair et al., 2019b) Feagulfideyafimnuisansadeaenndes (Convergent Validity) aglusziufivmnzas
dmsunsieseilueadavesiely

dndl 6 wamFenssilunanuduiudidenvg  diauenansiesgiluinaaunislasiaing
Bsenin (Structural Equation Modeling: SEM) Litofiansaundviswanianss Svibwamnsden uazdvisnasived
Faudsluluma neurmanuaansalunsesuieauuUsUTInvessanUsay fimns1ei 5

AN 5 NANITIATIBANNTURUSLTIA M0

Aauusny AuUsame DE IE TE R?
NOVE LIFE 0.897* - 0.897* 0.804
TOUR LIFE 0.981* 0.853* 0.981* 0.862

NOVE 0.950*% - 0.950*%

nanSAeTgiauduiuiBanvesiauusluliea finsed 5 wudh msvieadieaddlafialad
nswanenaadaniul  waslszaunmsaiivieadlen Snderuduiudideuindetuesnadifudfynsada
sz 0.001 loefa R vesnisuananauudanlndiviiiy 0804 way R’ vesUsvaunisaliinvioailen
Wi 0.862 uansiwulsdassanunsneduteauulsuTIuvesiulsaulalusyiuge

definsamaniagouanuAgiunuin  maviesiendsladaledisvinaidauinsonisuaim
auuUantval (B = 0.897, p<0.001) wardeUszaunisaiiinviondien (B = 0.981, p<0.001) aehefidad ey
eadd warniswanamanuwlanludiidvdnaduinseuszaunisaltnvieadien (B = 0.950, p<0.001)
wazvimidusuusdunanaunadiy (Partial Mediation) sgwrintsmsviesiieddslaaladiuuszaunisol
nviesdien (Indirect B = 0.853, p<0.001)

Lpaannsaesuganuduiusida g lnegaunzauuazegluszAvas  aenndediulAnYes
Hair, Risher, et al. (2019) fiszyind1 R gandn 0.50 wansisluimadifinnuudaussuazanmnsasinungld
némlagasl samsinsiziuiiui msvieadivadslaidladdsmalnenssuaslnedonseusraunisalinvioadion
runswensnewanll Ssegvieuitihvieafinriifizuuuunavieadismailadidladianzeu fhuaon
anuutanlniuazdszaunsalfifamaimisersusinndudedumslufiuiiveaileregsouunssin
NUNNUMIUAT

dsduazanusiena

namsitelassuandlidiui mavieadleadsladialadidvinatonmmsuaznsdeusonmnmdszaumsal
dnvieadier Tnefimsumeaneuuanlmivimihfdunalnideulosddy dil fuudeuiidenfanssuuay
ussmAdaeafasfusateuowu Shifansiidudin Mafeul wavannsnanuszaunsnldfntiu
Sefu AdeidldagUuareivmenansionudssidusing q dwieluil

1. HanFIAsIzidoyadiuyARaveIneuLUUABUAINMARIIILANI  dreuluudeunudulg
Junquangulviimendgs angsening 26 - 35 U dwlngifianiunmlan uwasaunsfneszaulsayaes
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Uszneuennwiinauuisiensy Sseldiadeseifeustiring 15001 - 30,000 um fmevadnivajineunibou
grunuunsauudiegisiesnilsads nefoumfumannioundou faldaerondeglurasssun
501 - 1,500 U WFnssMviesTedngSunuusrerdy uarifagusvasimanlumsiumeanvioniivide
dladhenm Wuay uaglfnaindouluiiud feasvouuuiliinvesinvondletgalndilvianudidyi
Usgaumsalilazauvingran aiumannninsusinaing (Pasaco-Gonzalez, 2024) UagHaN1TIATIEN
siumwARiuNUT ThvisafieadimsAniiusiennsudsedlussivinn  Tnslemngmsvioadiendslaialag
edamalaonswiensuaananuuanlviuasUszaumsalinvieadivy  uandliiuhmsesnuuuuwdsioniion
Iaenadostusadouuarifdinamengu wtsadaudssivlauasUssaunsaiiiandwnsensual
aonndoetuLLIAnLATYEAIUSEAUNNTAlYes Pine and Gilmore (1999) fiNosinnme1vesnTviesiien
Aemnnisiidauumesinvieadoiiilussfuensuaiiarqunionm

2. wamsnadeUaNLAgIui 1 mavieudivadlatidladlidvinadsuindonisuaameuutanil
vosinvieuiien Femneanudn Ynveaiiedfilieud fyduiadie n1sesnuuy wasusIEINIAYeN
widsvionfisrifiondnwalianiy szfuuiliugdlunisuamsnionssilnl 9 Ausnssondinuszdiiu
naideiimenadesiuuunfaues Lee and Crompton (1992) fsvyhanusesnsdsudanlyifuusegdlavdn
Tunsipumsvioniion uazaenndesiunansAnKIYes Kim and Kim (2015) #iwut msuensensutanivl
funumdndglumsimusmginssutinviendion  Tnsusfinvioadierazdaudionelags  wimndiuualiy
uenameuianlviigefenndeniaglsinduaniBous uirlufumundsioniivmadenlviiuny Woneuauss
AnufeIsUsrauNsaiiuaneng fudu wasndnuiineniusin Seeteulfiduindnieadisandui
Fosnsmsnszduanaslu o egaue

3. waMAdoUANNAgILT 2 mavieadivauddlaidlaaiianinaileuindeuszaunsaiiinvesiien
yosinvieaiisr waddeinandiifiuinuiumesundsionieafioonuuuliaonadotusaionuasiidin
anengy  aansnaeUszaunisaiiienduaraiuguamsdalalituiindeuldlasnss  aeandesiu
unAnAsgRaUszaunsaiues Pine and Gilmore (1999) lausinmsvieafivndeszaunsaiifinainnis
fausiumeesuaiuazaunssnmueuslan

4. wamsneAeUANLAZILT 3 MsumuneuLanlmiiivinadiindeusraumsaiiinviondien
vostinvieaiisr Faandiifiuingidnsuadm o uazndrassianssuiliduing avansoaiienisivd
Usraunmsaideuanuasiinanugulumaiiuniddinnndt watiaenadestunisinuves Huynh (2025)
finuieuuanimivazusseniafiinaulafinadeaunimvesssaumsaiuaranusdlanduinideu

5. wansedeUALLATILA 4 mauamananuilanlvevhvih A sfunansserinansyisaiin
Fslaaladiulszaunisalvesinvioniionegeivoddayncadn Tnedvsnansdeufiiing uaziauin
msviesfledslaialadlailidmareysraumanifsmmansasiy  uidsenseuliAnusegdalunsdum
auudanival Fadududsddgivinldindesfisniauszaunisaiidndauseiinuamsensunininiu
Ao ilaonadostuinasinansaeusuUsdunansues Baron and Kenny (1986) fissyidauusdunans
FeauansdvinaaindiuUsdunazdnadoiiuusnuegaddoddydaduluaudedmuannuszang
TuriAssiuenanilfeenadoiunanisinuves Nguyen et al. (2020) #wudn msuansmauuUanivel
Hutaduddayiidsmaidenandenssud Uszaunsal uazerwiowelavesinvieaiion Tnewdlotinvieadien
#sunanssudennuudanin warlidues awilugnisussidulsraunsallugumosiindusgtediszuy

6. HaMThATEinLdLTLSTIE e uandiiduienuduiusssriaiuy sudsieans Teun
msviesiendalaialad  nisuansanuulanlvy  wagdszaunisaliinvieadion danuduiusiBeuin
Tussduguuasiiveddmeedn Tnefidminunasgiuegsening 0897 - 0981 Fadulunminasives
Hair et al. (2019b) fifmunin Arauduiusinndy 0.50 wansdseadeslosdauinlufimmadeadu
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Fahlugnmsaassaumsalidadnmeiausssunayensual denndesiunuideres Moon and Han (2019)
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suifauinAnues Pine and Gilmore (1999) Mlaueiszaumsalinvioaiiuinanmsiidusmvestieaden
Wamorsuel denu WALINIEYEY Y

Tnwagy msviesfleadslaialod fdvEwarmensuarmsdousioussaunmsaiinviondes Taed
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