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ABSTRACT

This academic article analyzes Generation Z tourists’ selection of community-based
tourism in Ko Kret, Nonthaburi Province. It synthesizes concepts and related studies on
community-based tourism, destination image, tourist experience, perceived value, and digital
media influence. Using conceptual analysis and a focused literature review, the article develops
a theoretical model explaining how contemporary young tourists make destination choices. The
analysis indicates that experiential authenticity, community participation, destination image
aligned with local identity, and user-generated digital content significantly shape perceived value
and behavioral intention. The article proposes an “experience-value interaction” framework and
provides strategic implications for strengthening community-based tourism development in ways
that are consistent with the travel behavior of Generation Z.
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2024, p. 205)

[y 1

Msvieaifienlngvu (Community-Based Tourism: CBT) Fafunundniifiauddyediabs
desnijsiyuvududwendediunummdnlunisdanismsvieadion msudsiunaussloviogaiu
5953 MseysnEnsnensviosdu uarnsairsUfduiusatanumneszrinaditusugundeou au
ASEAN Community Based Tourism Standard wia@nansvieaiiioalasyswu (CBT) mamquﬂgqﬁami
Fanslagaau nalnnsildusin amlusdalunsuims wasmaaiuaiiauszaunsaifdaanimun
AERIRRYY ﬁﬂﬁmwiauﬁmimsqmuLLmﬂGmmﬂmwiaaLﬁmL%amaéuuasmﬁffﬂwu (ASEAN, 2016, pp.

1-5; Goodwin, 2011, pp. 5-6; Goodwin & Santilli, 2009, p. 9)
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Haddouche & Salomone, 2018, p. 69; Morrone, Tarulli, Silvestri, & Santovito, 2024, p. 205)
wiazdaufnniuiunisimiegnisveaineilegyusuiaznginssuvesdnvouneisulng us
faflgorintesranuslulseiiunisesuneanudonlosssninnmdnvaliraioniien Ussaunisalnig
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Espinoza Heredia, Cruz Lizana, Cruz-Tarrillo & Millones-Liza, 2025, p. 1; Tedjakusuma, Retha & Andajani,
2023, p. 95; Wang, 2025, p. 1)
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3. WloduaeiknAndmguififsrdestunginssunsviesisivesinveadisnaeisdud
Tuuunmavienflenlngyuvu
4. ietausuumadinagnsdmiumsimunnsvieaiinlneyrureanizininlvirenadoiu

WoANITURATANUFBINTVOLN IR UEITUlNY

WUIAALAZNITIATIZTLBING Y]

n1sviaaiigalneyuwy (Community-Based Tourism: CBT) li$uniswamniilensuauesso
Lty nsvieaieneg19ddu Tasidunisddiusmveayuvu nseysnyninensviosdu uaz
mm%’wﬂiziwﬁmamwgﬁﬂmwﬁ’uﬁyuﬁ' (Giampiccoli, Jugmohan & Mtapuri, 2015, p. 1204;
Goodwin & Santilli, 2009, p. 9) ﬂﬁﬁﬂmﬁmumﬁiﬁlﬁudwm3‘1/1'@@L‘ﬁmimaﬁqmummmz{%’mﬂ’sm
LANANNYBIUMaia e SN waleTmusTsuLazUs AU sifid A sdmiutinvieuilen
aonndesiuunliumeveaiivrsuaioilviauddyifuauddunasnsildusuesyuvy

waAnssuNMsvieuignvastinvisaiisaawerstud wuestudunguinveafioafiiule
Tuanmuandeuidviauasimuduiasiumsldinaluladuasdedsauesulailunsfumdeyauaznauny

a A

n1siunig lnefivuliulddoyanludeaiife 3Tieeuladuaziasornedsnududiuddglunis
sinAuladengemneUanena dnvieadisanguilianudidyiuanuaiaust authenticity) Audsiu
wagUszaunisainsviesignfiianumnedediuyana snnitgukuunsviesfisndanan (mass
tourism) (Haddouche & Salomone, 2018, p. 69; Morrone, Tarulli, Silvestri & Santovito, 2024, p. 205)

Andneaiuna o sanazuszaunisalnnsvisaiien (Destination Image and Tourist
Experience) Mnanwalunasiosiies (destination image)ilunumadglunisasiemnumeaniusegdla
waznsndulavesinyiond aneunisidunie esannmdnualfisuiarunsodnaneiauad
aruiianele wazmnudslandunndoulueuian suifisatuuszaunisainisviend o3 (tourist
experience) UazAMATSUF (perceived value) 1dunalnddnyiid enloaszninannanual
Yaundisniisafunginsaumdinindou lnsangluudunvesnisvienisalagyuau (Community-
Based Tourism: CBT) Hunsfiufduiusiuyuruuagnisaiaszaunisalifianumune Uimenez-

Garcia, Espinoza Heredia, Cruz Lizana, Cruz-Tarrillo & Millones-Liza, 2025, p. 1; Tedjakusuma, Retha

& Andajani, 2023, p. 95; Wang, 2025, p. 1)

4 aa o | Ao = 9

anSwavesHendauazAnAINIU3 (Digital Media Influence and Perceived Value) #ofdvia

¥

wazitlavfaiielaerldau (User-Generated Content: UGC) fiunumdiAglunisiinuanissuiuay
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nszvumsindulavesinviondiedlugailagiiu Inedeyaandedsausoulat $3eeulat uazidenni
Fldfasietu anunsatisadienulinda assuliuiveulunsidonudsionden uardwasionis
UszilunanInueUseaunIsalnaun1sLaunIg wanand nsdufduiusiuunanrlasuATiads
SviswarionsadenmAfisuy (perceived value) Fafutladudrdiiluganudilalunisidonumds
ﬁauﬁmﬁumﬁfﬂviaqLﬁaaéamﬁa (Haddouche & Salomone, 2018, p. 69; Filieri, Alguezaui & McLeay,
2015, p. 175; UN Tourism, 2023, p. 175)

NIDULUIAATINGBE 31NN1THUATIEAITINNTTY unauiiaueruduiusidmgui

ansnavesdendiatienesun ndnualunasiouieiuazanuaanisleurestnveaiie Weiing

Y

v v

Uszaunisala3s madidmsuiugusy maeiewivesianssy uaydnanualviosduasyividiietuaing
AuA1fiud deutluganuddladen n1suende wagarwsslanduiibeulusuian nszuaunisi
azviaukuIAnUdusius seninalszaunisalnunaai (experience-value interaction) 85u18731
Uszaunisaluazauaililaifudmudswenuinandu uwaliuf duiussudulunisimvuanisdadulaves
WUnvieadiealaiuoistud (Filier, Alguezaui & McLeay, 2015, p. 174; Jimenez-Garcia, Espinoza Heredia,

Cruz Lizana, Cruz-Tarrillo & Millones-Liza, 2025, p. 1; Wang, 2025, p. 1)
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Figure 1. Proposed conceptual framework
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wuaMnansAnE unenaildnisieseiidaunan (conceptual analysis) Saufunisnumiu
I55nssuiiAeItes Weesuenalnnisindulavesinvesdienauesdud Tuusunmsviesadfienlay
yuvy Myl adoulonAnanauinisinnisnisviesiion wainssuguilan nsnaiadavia
wazmswauguvy tegldinziniadunsd@nvudauiundieasieunisussgndlilaaaldamgud
FANA
NM5IATIZYRAZaAUTIENE

WHANIIUNITLADNNTVIB LB lAEYNBUVBITNYIBLNELAUBLITUT UnrioiedlalueLstud

e~ |

T ldULE N La WD g NaNN15UaUUSEAUNSATINAIUTIN doa15A20UlA wardlisouaNdn.ay

o [
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v adda

wdsnmsiinvieaiesausadudadnainaswesuyy W luTufduiusiuauluiun wassuitenny
WJuendnwalvesguwulalaenss dadunuaudfdidyinoulanddnvieaiisasuil (Haddouche &

Salomone, 2018, p. 69; Morrone, Tarulli, Silvestri & Santovito, 2024, p. 205)
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=~ aa v [

wiidudanszduanuaulaluszezneunisnduni lnglanzidegnaievendud efdviasg 193

[ Y

Usgansnn vasuszaunisalasaluiudsddgdounnuaanislinanalunmuafisul minng

[ '
= e

nSaaunsaeenwuuUsyaunMsaiiilanuiiliinveuiisnious aslevi wassandeuleaiugusulaes

D Ao v ~ £ | A v o w ° | & ] & ) A % ..
ﬂﬁuﬂfﬁﬂ3U?}7’D$LW3J6UUBEHQ3JUEJ?1'WWQJ LLa%u71UQﬂ'§7N@QIGDOLUﬂqu@ﬂW@Wi@ﬂaUNW LU BDUYN (F|l|er|,

o

Alguezaui & McLeay, 2015, p. 174; Tedjakusuma, Retha & Andajani, 2023, p. 95)

nseAUsBBmaue] nanmsdaaneiaiuayuinaninnisdadulavesinvieaisnaiueisiud
LlaiAnandadeduuszrinsenansnienmanyalldainisn mieag 1y wiinanujdunus
seninsUsvaunisal auAifud uazu3unadva wunAnufduiusszninsUszaunisaliunuen
(experience-value interaction) 1189818 UszaUNTaiTiTiLSswinasildiusugeasifiarisnaen
msorsunl AuAMIsdnN uazAmAIMenIaFeud danareduiugiuresaiudsladamgingsu
(Jimenez- Garcia, Espinoza Heredia, Cruz Lizana, Cruz- Tarrillo & Millones- Liza, 2025, p. 1; Wang,
2025, p. 1)
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amanual aulingda uasyarinisviesneegegagu (Filieri, Alguezaui & MclLeay, 2015, p. 175;

Goodwin & Santilli, 2009, p. 9)
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