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Abstract

The purpose of this research was to study the Influence of factors affecting consumers'
decision to buy organic vegetables in Mueang Chiang Mai District Chiang Mai by using a
quantitative research methodology which has been studied from consumers of organic
vegetables in Muang district 400 cases in Chiang Mai Province and purposive sampling using
questionnaires. As for the statistics used in the data analysis, i.e. the evaluation of the
measurement model and the evaluation of the structural model by using the program with
the SMARTPLS V.3.3.3 program.

The results of the study indicated that the Marketing mix had a positive direct influence
on attitudes (DE=0.625) and attitude factors had a positive direct influence on purchasing
decisions (DE=0.707) at a significance level of 0.01. There was a positive direct effect on
purchasing decisions (DE=0.107) at a significance level of 0.10. It is very important to create
positive attitudes among consumers in purchasing organic vegetables, which can lead to
understanding, communication and value creation of products that affect purchasing decision

behavior.

Keywords: Marketing mix factors, Attitudes, Consumers' decision to buy organic vegetables
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Ldld 2) drus1A(Price) nu8dia AAN
HARAuNlusUAILEIY gnaAtazSeuLigy
581314AUAT (Value) ¥99USTN15AUTIAN
(Price) ¥09U3N5IU f1AmATGINIITIATNAD
afadulade fedu n1sfamuasianig
Wusn1sAIsiAUmuIEauiuseaunIs
WUINI5TALAY Lagd18danIsIRUNTEAY
U3nsineiy 3) suteannsnisdadining
(Place) 10U Aanssudiivadosduussennia
danndenlunsinausuinsliiuigndn dadl

Wadan1ssuivesgnAalunmuAuas

A o =

AuUsEleguvaIuInN1TNdaus Faazeg
firsanludruiniafife (Location) way
Poanslun1siiausuinis(Channels) 4) fu
daLa3un15ma1n (Promotion) suiA3esile
wiaiifiaudidalunisindedeansli
fléiuins leedinguszasdiudstmansvie
fnysliiinvimuaiuazngAnssy n1sldusnig
wazilunguadidgueanisnainangduius 5)
AuuAAa (People) n3awiinau (Employee)

FeresofunIsAnLien NsEneusy n1334la

ﬂl ¥ % = Y v v v
e Wanunsaadianuisnelaliiugnale
wanadoguusduduniy duiusszning

I v a Y a Y a |
WU NskazglduInIgeang 9 ves
29ANT  LINVUNNABILANUAINIT LNAUAR
Manunsoneuaueorlduinis danuAnsisy
= v
fanuaansalunsunleden awnsaasns
ANNEUIANUBIANT 6) ANUNITASILATUILALD
anwaEnIIN18n N (Physical Evidence and
Presentation) Wunisasawaziiauedneuy
nanteanliiugnai lagne1g1uasng
ANAMIAETIN TINNAUNIEAINLEEFULUY
nshivimatiieadanualviiugnan lidnee
Wudun1saianedye1niseuses N1513590
Aosgningouloy wazn1sliuinisiisinsa
sanaUselevudy 9 NgnA1Adstasu 7) fnu

< a PR P
N5¥UIUNT (Process) LJUNANTIUNLNEIVD

U = aa a wva 4
Auszidouisnisuazarudjualuaiunis
u3n1s ndnauslviuglduinisivensunis
Tiusnsednegnaessinsuasinigldusnng
WnauUseriula

INNITNUNIUITTUNTTUFILUTEIY
Jszaunmanisnaindsznaulunaie 7 Jade
TawA NANSUIN S1AT YBIN1INISAAIA NS
AUASUAIUNITNAIN UARD SNYENINIENTN

BaENITUIUNTT

2.3 Jadedidhudiaund

Ajzen way Fishbein Hu 1#l#uusas
Aeasuirupiindunaayouvesrnuions
UBEREREY magadunisuszanana n1siaen
YodfifiauaRnsznu Jeflaesiuezioveu
vidolslrauvdolauinuasiBaau SeiAuARtl

Wunilsluduwdsdrdyneainuaslaly
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neAnssula gmungudnIsnIEImenauNg
LAZHOANTTUAIUUUULKUAIY (Azend
Fishbein, 1980)

n15AN¥IY89 Jonides (2000, 81959ty

'3
a

FUTINT 99951994 wavlnyad grufinmins,

Y
2560)nad138v03AUTENBUNLsBYIAUARYDY
Austan fesdusenaunavun 3 Yade laun
Autdnla Auidnuasngfngsy Pl

o v X
J1aLLBenfall
1. anudnla (Cognitive) uanslomiiiu

ANGRRPRL ﬂ')']llL%@LL@%Q?WN%@L%H%QQQQQ@

'
a

nilsedaniladsle 1wy guslnaildndnduen
Ailssdaanaauiiioan Joimaudainasu

2. AU3AN (Affective) ANuTANTTe

anmnsonsunivesyaraTiiAnty Fayea
ihluldlumsfiansansiodsdu 1wu eguilaa
Tdnanfusiiduiingdedauindonndai
anuanauielafildidudrunislunisnm
Aawandou

3. WgAnssu (Behavior) WWuminuldy
Beaiiaznszvhodnslaogrmilsdedadn dudy
MsuanseenvasyAnaiiinaInmsindule e
uAazyAnAdziinIsLanseen 3olngAngsui

wanenanuly Wy guslaaingAnssuieus

i LY a [ ¢ [ a '

Avnunand i Wullnsredswindaunau

[

—

@ <

fnaulareaziulainnsuanIanviALAR

Qe

a

WU in9INN1NBfIvBIAIUTe Ussaunisal
AU3 AUFEn azaueenunaullugnns
WARIWEANTTUAN 9 BONUT MUVTAUARABES

U

YONAINANYULVBINAUARIIN LYY
LATDIAUTENOULAIUY VAUART I
SnuwazlanIzdnee lawn

1. viAuARLNAaINNSHUSTaUNITal

a v M Y a 4?’ a
NMsses WlaAnTwesuding

2. YiruARTUTUIM AI1UTULTS AY

4 ¥ d" [~ q' a{' 1 a d'
WUTY TUTUFINLAALAULABNNUIEUD
YEAUARF 19N

3. vimuaRduAsUAsunUadle wiin
Juanuidniireutrsazdamnuamuinig

4. psiviauafsedslawanalmiud
wsegslanidmasianisnseyiniu

AINNITNUNIUITSUNTTUIIEUNTD
a3uladn Jadusuiimuaddsenauluaie

AUl ANUIANUAENERANTTY

NISWCUUINSDUIUDADIUAQ

NISNUNIUITTUNTTY LN BN

v v 6 ! Y

AMUALINUS S¥INAUTHIN 9 AR
Uadeniidvsnasonissnaulade

3.1 AAUNFUNUSTENINedauUsTay
NeNNSAAN NiAUARLAZANLASTaTe

Audelade (Purchase Intention)
e anudullEiduilanenunuie
NARAUTNIDUSNNTUREe LB UNAR Lada
munedsuualiuesfuilaalunisdouusud

<

Wu Uszanluviusafeinuanunalade veg

Y a

Auslaainduiileguslaniusinayanivas

&

NARS Y TaazNaulmIudsANUABIN1TYDS
Auslaanaglasuannste dedrunuimddgy
Y84N15503 ANuTAnlunTEUIuNITAINATLY

weveguilaa (Diallo, 2012) Usenaulusiy
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fanu 5 9o ail DvinuarBonansneionmns
Uaonansiivluowansulng 2viawdendies
TUmdenanfausiormisuasnarsfiuusin
srdouiunislnasenluaintiuniedivheu

4

WinuaularsFenaniuia1IsUasnansie

¥
IS a

1NTY AU Tz E enEnSaueTa1ns
UasnansiwludinUsesn iy Swiusaladioy
FondndusiemsUasnasiviiovdlnasely
Tuszzen
Yaduaudrulszaunienisnainlu
uunesvesfuilnaiinasdenginsunistenn
Uaenasfiy finansidenuiifuduyuues
fuslne wagduarwazainlunistedidvina
NATUYIVINABNGANTTY nstednUaen
41971 T9d0AAE0INUNANITANYIVDY
Nakchatree (2011, p. 146) #ild¥1n15Fnwn
noAnssuvesfuilaelunisdodnuaznald
Uasmansite andnlnadumaaluwniiui
NAVNUNIUAT SnindidenndasiuNaunS
3dyve9 Tanasansopin (2015, p.71) 74
nsnunadedifinasennufisnels luns
linandnanUasnansivluunnJunnumuas
wasUSumma way Satarak (2015, p. 3) 7ilé
Anwnses Jadudrudsyaunianisnannuaz
nsdndulatovesuiinaeimsUaenansiiv
S2UDIFBAAABINUNISAN®Y VB9 Surin (2016,
p. 71) AldAnwngAnssuvesfuilaalunis
dondenaldvaonarsivluiun
NTUMNNNILAT uBNIINLSsaanAday
N15AN¥IUBY Chouychoo et al. (2018, p. 3)
Tavins@netadediulssaunisnisnainin

Uaenarsiwluguuesvesguilan Fannua

ANSANEITIAUNFDAARBINUINUITYLT DI

a

Anul Jadenieniusian Faussulanusny

%4 1%

AunuUeduslan wazladeniwiunisin

|
[ 1 =

e FauseulatuatuauazaIntung

<~ Y o a IS 1 a IS v
HevesrUsinniinasangAnssunisdeinUaen
asiiy nalivasnaisiivuasnanduivasn
a3y [WUReIAU viynua AU (2562)
= d‘l % ! d‘d
Anwies Jadedrudszaunianisnainiina
sangAnssuvesuslnalunisdeinlaen
ansieludminuassvdnn nan1sfny) wuin
Jadgdrudszaunianisnainluguuedvss
AUSLAARUAUY LA ATUAINAEAINTUNTTE
InadangAnssunNIsveinUasnasiiy yull
n1uf 29ln39n3(2560) Anwisesdrulsvay

VIMINAN AMANTIAUA MRS TIALARTIAING

' Y

fon15PnaulatadumtnUasnasnuuad

¥

AUSIAALUNTUNNUNIUAT NANITANYINUTN

Y

ngusegslinnuddnluiFesenueing
audunniiaelunisindulatedudinuaen
197 LazTIAINIAD drulTzaunig
n15man audiRuegditdfyniadadg
J£AU 0.05 d113U Thi Tuyet Mai Nguyen,
etal (2019) Anwndes arusalalunisde
Uaoaarsiiwernislunaiainluiluiede:
n1sAnwIguslaaviaigauiruluiiies

NANISIFULUUINADIAUNTLTILATIFSIINUIN

1 aa =2 1%

Austaasulnd guilaasuiii J3nddndu

a 6

gunn aulinslaaaindunid wazussia

ada o o

g1 dudvihuneviauadndleddgysonisde

'
a =

9IMTBUNTY VaUENIAUANAALEILINA DY
LufiudAgiudiruad uanant wuaviAuAd
USINAZIUAIUAT UazN15TUINITAIUAY
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wgRnssuron1sien nisUasnansivdl feladednadengfinssu n1siadulad
Auduusidsuanduausslalunisio HandugiemMsUaenansiiy dun1siuisan
Naveed,et.al(2020) Anu 1139 AuGslade Laynsisinutelidanasoninuselade
9w sUasnaisiivlunyguslaadeviuanily HEN NN IMITUADAAITAY 1NNTTNUNIU
N WHNITINUNUNGANTTU: UNUINYDIAIY sunsmnilugnmatmuaausRst i
fadiudanindenuazainunsyndndiu H1: @udsraun1ansnangdinane
dawnden nanIdenuinsiauad (A) UsTHin VG GEL BN ATRET

1udnie (SNs)hagn1siuinITAIUAY H2: gulsvaunenmsnandenane
wefinssu (PBO) frarerumtlalunisdeves nssmanlate
AuSlaafenyuaiidiniueinissunid H3: viruARvesUsInAdaNasents
HANNSITENUIN VIAUARAINALTIUINADAY dindulato

dilatevasiuilnaomsuaonansiiu o
NSdUIIUDADIVAQ

INAITNUNIUITIUNTTUIWTLUNTBU

a1 @onAaeIny aingns YUIMUNIA(2560)

WU ANUATEVINITOIAUNN AUSIALIAU

NARAUTND1MITUADAANTHY dINafDAY HUIANANANU

A9LTINAN AT BINISURDAANTNY kAZAINY

AIRUSTHNN

NI9ARIA g NIFUAR
AsAnRula
da
AN 1 NFOULUIANUAALLNNTIVEY
5§ms|ﬁu\‘iaqa 477) AAUATT YUIARIBENTUAINNDLNE

v A

A1MSUNISITENLTAILUUANNITLATIAS S

n53deilduvuasvanulunisiiu , . y
(Structural Equation Modeling: SEM) tW®

USINTBUAINNUTEVINTLUINUNY  AD o A e . .
v VAFRUALNAFIY AD 10 F10813 fip 1 FIU

Uszyrvunusinannlasnaisnwludenin

¥ o 1

d (Indicator) ©38U8A101Y kA bUAITLEAIN
Jealud d@ruvuinfiegie Westland (2010:
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200 208149 (Kline, 2011: 12; lacobucdi,

[
av A

2010: 92) dmsun1s3dedldanuuannis
1Asas19uasddIulIude A101N5IN 42 90
TuIUA2881939ldA25T08N31 420 Aa0819
AIULAUIN VDY Westland (2010: 477) Kline
(2011: 12) ag lacobucci (2010: 92) d1%35U
WNsuiieg1e Ao n1sduiiegwuutadey
(Accidental Sampling) %58 N13dMIBE19AY

dznin(Convenience Sampling)

NM5UsEIHUANAINYBILUUABUANY
FAUNTININITNAGEUAITULT 8IS
(Validity) wag aa1utdesiy (Reliability) #ail
MINAAOUAMILTIEINTS FRENITNAZOUAINY
ieens99 Y LHeuw (Content Validity) U89
1asnsia Tneduusndfiunisiideriany
WWasunuiy §ilsavigy $1uru 3 v tile

ASIVADUAINUATUNIY ﬂ’J’]ﬂJQﬂéf@\‘i AIPMPY

'
= 14 =

doaAdes Aungui tieades saud
n52940UN151EN191 JudourdLdunis
Usuusaudly wagtugaineiionnu ieemse
anuLiomunnTudssndunsihderanuves
s 13 s dadudemanuitadedulug
vrsdrukartnualUaounufugideaig
91UU8N 3 YU (Gerdprasert et al., 2011:

[ [

532) LWOMSIVADUDIAINUADAADDIN

[

fgusrasd dmdu uidedldsedann
donAaITEniNedngUssasAiuTeAIny
(Index of Item-objective Congruence: 10C)
Fuisuiislunmsinionidasina (Rovinell
& Hambleton, 1977) lagA1A21UADAAA DY
gosudartofiaiuazdoslifinin 0.67

MRIIINADUNUAUELT I RAanaILa NN

vAeAenAdes WU Alifindn 0.7 dau
nMsnageuadeiurennasin Fanseii
na131nn1sUSuU g buludiuvesniny
Fesnsanaideniuds Tnsthuuuaeuniuly
aounuiuguilaadnUasnansiivdnnedu 4
Famdadeddnd $1unusn 30 au iiethum
Aanudesiu dmiunisideilldgnsfivann
Tne Lee J. Cronbach o A1 duusyavisioar

YB3 ATEUUNA (Cronbach's Alpha Coefficient)

!
= 1w

Famnduusvans veudazia wusazdaslisn
n11 0.7 (Choudhary et al., 2013: 436;
Carmeli et al, 2006: 81) na4a1ALAN
LUUEs AN INa Az AR E STy
viiomduUszavsuean el ATOUUIA WU
AduUsEaANS Y Yosusaiuls SAmInnTn
0.7

N1s3IAS1tAVala

v
v a

A9 EBudundunewitonisin
nsasteya (Data Screening) dsil dumaudl 1
nsasIaeuAEnUNRvestoya (Outlier) Ay
343115989 Mahalanobis Distance Tunaudi 2
N13M5I9A0UNITHANLIMUVUNAVDITBYA
(Normality) A8A1A21ULU (Skewness) Lay
A1aalea (Kurtosis) ke duneudl 3 n1s
ns19daUALLT BlTy (Reliability) wag A1
figense (Validity) 209 1Aseads (Construct
Validity) Lﬁ@%@yjaﬂiﬂumiﬁﬂﬂimL%‘EJ‘U%’@‘EJLL5’3
Aaudeanuntsnageuanuigiulaglyen
WUU @NN191lAT98519 Partial Least Squares
(Partial Least Squares-Structural Equation

Modeling: PLS-SEM) aaelusinsa SmartPLS
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333 (Ringle et al, 2015) @9 PLS-SEM 1u
Ig¥upnuien viennuaulafivainduly
UITA1UTIND (Becker et al., 2012: 359;
Hair et al,, 2012: 323; Sarstedt et al., 2014:
154; Hair et al, 2014: 107) §utilaau1a1n
A1UATU150909 PLS-SEM Tu UsziAunnsg
a"fmmiﬁ’uflzymﬁLﬁ@ﬁ'ﬁulﬂuﬂimﬁ’ﬂumuﬁa
NFUFIANAERNT 11U Faluuiinududou
a9 tudu (Hair et al.,, 2014: 107)

wWan1so9y

6.1 NM3sAANIBITRYA

Buantuneud 1 nansnsraaoudn
HaUnAvesdayanieidn15999 Mahalanobis
Distance wu11 YayaiiaulaUnATIIUIU 20
VRHE INVInUA 420 VRHE 099106 p-
value fagnd1 0.001 (P < 0.001) Fauds
Anfun1sAndeyaning1I8enINYAdeya
(Joo et al,, 2012: 571; Vianello et al., 2010:
396; Beauchamp et al., 2005: 12) 33vi11%
wdedoyadimiums Anneiludunoudaeld
$1u7u 400 deya Fumeudl 2 nansmsvaey
N15LANLALUUVUNAYDY YayasriuAInIuy
wazA1 AULAY WUl Toyalin1THINLAUY
Uni 1ilesanandadinanmilf (Skew Index: S)
ldynnin 2 fie  Ueyaauninsuseliidauy
Wn wagAduilniulag (Kurtosis Index: KI)
Ldgnndn 7 Ae Jeayainig wanwaskuuung
(West et al., 1995) Juvinlviddeyadmiuns
Ainsgiluduneusold $1uru 400 Feya
uay Jumeudl 3 wan1snTvauAITasiy

LALAINULANLINTIVDILATIASIY TasLSURN

Anudetusienisiansan aneduuseans
waan1veIATaUUIA (Cronbach's Alpha
Coefficient) Wui1dhUsnndILUsiaiiy
Fostu lesnAduUssansueanivesnse
wuraladdindn 0.7 (Choudhary et al., 2013:
436; Carmeli et al., 2006: 81) 3911 1%# 5V o
fra1ud1niunisiasiziluduneudely
$1u7u 40 70 dounduninufisanssves
Tnsead1adaenisiiansanainaiiniindade
(Factor Loading) v0dvam1a1ululnasy
29AUTENOU (Component) 31NAITILASIEH
Uadu1%9d1573 (Exploratory Factor Analysis)
wuin dedraunndeiiaiuifisansives

JEERGERR

6.2 MINAFBUAUNAFIU

AILUUNITIN (Measurement Model)
"9 Fanuun1uen (Outer Model) Nans
Uszflusuuumsinnsefuuunieuondadu
AsUTERuANLL T e uLaTAILTIB RS N3
Uszifluauidesulaonisussdiunnuiesiu
Ypepludenmaodnitely (Internal
Consistency Reliability) LazAIL T o uve s
Faued (Indicator Reliability) @2un15Usziiiu
AuTisansslag AsUsEEiuAULT EInT s
U553V (Convergent Validity) hag a3y
Fieansades1uun (Discriminant Validity) wa

MsUsEluLanInama Ul

Anudeuvesmuaenndaniely
WU AUIHan (Construct) unazAlys Ae
drulszaun19n1Tna1n(CR=0.942) viAuAf
(CR=0.942) nseinaulada(CR=0.943)
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LUUD809 Reflective-reflective N1
= A v % ~ = o

18 URALAL UTAILUTAS 10 NI nTlesEaU
wardnUsisseaunniadusviinuasdinds
LRISEAUNEDY LUUIIABINTINTIUINUNAAE
LA LLUUI1889 Reflective hUUI 1804
TASIAS195189 1URaRIgNUNUNRAD R? 2
way N5 IdNUTEaNSIduUNltedfey

n3oli(duse Suneiaun,2563)

LUUINARINITIA LBNINTUIAINY

donnanin1slum PA Pc waz O VoIRILUS
a319nAilA1gandn 0.70 wamedndaiy
aonndesnely uazanudesiuvessvilings
n71 0.5 1neia15u191nA1 Loading U8dlsas
Avilgandn 0.708 uay Convergent Validity 71
N50U191NAT AVE WUI1Eandn 0.50 AeRNTe

N1

A1999 1 LUUT1809N1TIAURY Reflective-reflective Type

Convergent Validity Reliability rho A
Loading T-stat Average Variance | Cronbach' Composite
Extracted (AVE) s Reliability
Alpha

People 0.864 49.540
Physical 0.860 50.021
Place 0.813 31.462
Price 0.841 37.472
Process 0.854 49.359
Product 0.767 23.408
Promotion 0.850 41.941

Cognitive 0.919 80.065
Affective 0.895 65.323
Behavior 0.941 115.594

Search 0.908 78.863
Intention 0.927 96.789
Evaluation 0.927 96.746

6.3 NINATIUFNYAFIU VBIN15IVY

aensussfiuAduuseandiduns (B) uay

[ {

yAuted1AgueIA1duUsz@nsiduniang

al

t-value wag p-value lai5 Bootstrapping

311U 5,000 f8E9 (Hair et al., 2011: 145,
147) wuin ynauuAgiulasuniseeusu ¢

AN 2
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people
|
hysical ™
P v 0.864
0.860
*0.813

place

behavior affective

cognitive

price +0.841—

+0.854
0.767

*70.850
product .-

[

process

promotion

evalution

0.927
intention

0908
search

+0.927—

0.625

0.707

ITS

AN 2 HANNSAN®N

737 IINNTOUBLUIAMITY

6.4 LUUINADIAUNITIATIAINS

INNITUUUIIABIEUNITIATIASS
HIdeATzdeyAaliaUSInuMmyaiai&saes
tioefign U13d (Partial Least Squares) 1{u
mﬁmeﬁ%’agaLﬁaﬁmiwﬁmﬁﬂﬁzﬂam%
Sudiu (CFA) Faiendesiunsiivunsiuys
Fannle (Manifest Variable) AU LU SLE 9
(Latent Variable) LLazLﬁammaauamagm
29an5398 1ag wanaduwuudiaodaseadng

Fmszilagldlusunsudnsagy

NANITILATIZRAIAIULTIBIRTILAL
Anudedelduennsin n1snI9deUNIRS
Talaeldisinaiudonndesnielunie
FuUszans dav (Q-coefficient) vesnsouta

(Cronbach) tNaATUIUNRIAILRAEVDI AN

HUUTLANTANFUNUSALA WU ANFUUTLENS

gann 0.900 FulU Fedandlmnudeialaas

Y

TunsdifisaulsinnsIafifinsings
WUU reflective ANLIUNITATIV @DUAIY
Jiesmsadaniion (convergent validity) Tned]
LNUIINNSRAITUN e loading avdasiiandu
USuraiuan wagA Indicator loading AN
11nN71 0.708 waziidedrAgnieada ([ t] >
1.96) AN wansiasIng Anmfivansads
Widlau (Lauro and Vinzi, 2004 ; Henseler et

al., 2009) enedialu wues Awena, 2553, i

C-20) HANITIAATITIAIAITIS 2 fiail

J9d8a1uuszauni1anisnana(MK)

[
(Y

Uaderimua(ATT) ndadedlen loading faus
0.708uazilse

v @

AUTYEN

[

AUNANUT I UT DAY

<
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a

95 (t-stat > 1.96) ¥9no31Uad8mIna? o
dnsnalaensaudeulInge Uadenisindulade
(INT)

a

Padeuitrund(ATT) Wuildeiifidnina
n1ensadenisaadulede(INT) Snvardu
Fonarsiinlasvinddoulss Jadodau
Usraunesnsnain(MK) du Jasenisandula

#a(NT) laeildnsnaniewendoudnegs

6.5 AMNINYBILUUINADITIY

(Model Fit)
A1 SRMR (Hu & Bentler, 1998) 45 ®
filsniiaeaindaaeaads Undidnanilates

11 0.05 wansikuuInaedinunImg (Byme,

2013) uw# Henseler et al, (2014) Wy 3
wuusaesdl AuAMALAR SRMR vuingand
0.06 Henseler et al,, (2015) Saiaueszau
0.08 M1NTBLAUDVDY Hu & Bentler (1999)
Un@dnen SRMR sndn 0.1 T fednweusuld
JuvuItasuiizauiuteaya (Kock, 2017)
NTBWUUTIADAAUAING HaNITANYINUI
ArdfAa A1 SRMR dULS thag dG 993
WUUYN@99 Saturated Wag Estimated 393U70

ANAMUUUTIARIAYTINTIAMA A

FaturanIsAnyInuinA SRMR
WU 0.58 LARIITUUUT1a0ILAUAINA

(Henseler et al.,2014) F1A15797 2

M19199 2 NMsNAFeUN AT AYNARATUTDILUUTIRDIARULNERLT B U

Saturated Model | Estimated Model
SRMR 0.058 0.058
d_ULS 0.262 0.262
dG 0.269 0.269
Chi-Square 693.820 693.820
NFI 0.826 0.826

A19°97 3 M1T9INANUATITIIUN (Discriminant Validity)

Construct ATT ITS MK

VUG aNFNTUSAISIA0T : AVE NUMIILEY

(The Fornell-Larcker criterion) (Heterotrait-Monotrait Ratio HTMT)
ATT ITS MK
0.851
0.678 0.595 -
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31015797 3 N15TAAIIUATILTS N15TAAIINASILTITILUNAIELAUD VD
FUUNVBITBAINN (Discriminant Validity) Heterotrait-Monotrait Ratio (HTMT) d115u
Tneiin1snagau 2 s¥u lauwn 1) nsnaasu Tssadeiindreadediu HTMT < 0.90 dwsu
seauUsFunale lag A5aAIUATIT Tassad19fiunnanesfumIuwuldn: HTMT <
SuunEsnama vl (Cross Loadings) 0.85 (Hair et al., 2019)

FINUIT FTIRveIRwUs wHadin1uvndnesa

o Zo . y 6.6 WUUIIADILATIES4
UseNaUuiuINNIRIBIAVDY AILUSLHIBY LLay

- 9 LUUDADILATIASIINDNTUIAINVUIN
JAUINN21 0.7 WA 2) NSNAFIUTEAUVDS

o - o o N LATUeA A UUDIFUUSELANS L AUNIILALED R
AILUT WL ATNANTUIANUATUTITUNAIE &

A89 11NN 1.69 AN5197 5 wansAduUsEans

nsandula 0.625, 0.707 way 0.107 Va9F 2

WNaUUee Fornell - Larcker Criterion @4WuaN

AAUBUIUSIURaNA lALaAstiA1u1NN71AN

o o o R 4 LU @UUSEAUNINNITAAN VIAUAR AL
AMUFNNUSVDINILUSLHUUAUMILUT wilaDu

£
v Av Y

L Msindulage Audeu
9 WA 1T IveIR L UTHHTUTAIIUA T

LBIT1hUNLNEaNe (Hair et al,, 2014) way

A15199 4 duUseansnisaeaula

ADANCO
Construct Coefficient of determination
R Square Adjusted
(R Square=R?)

ATT 0.367 0.365

ITS 0.578 0.576
A15797 5 NaNISANEIVBIMUUTIADIlATIAINS

HeNTENUNINSS | AudszAvSidunng GO ANUAMALARBUNIATIY AUNAFIU

H1: MK -> ATT 0.625%* 15.465 0.642 yausU
EET T

H3: ATT -> IST 0.707%** 16.902 0.642 gausu

*p<0.10 **p<0.05, and ***p<0.001

wu1BWe : Percentile Bootstrap Quartiles 71 97.5%-99.5%

1NAT1N 5 A1ETRNINTINVB <0.05 k¥ LARIEUATIAB A1 P-value <0.001
n15fnwll wansratatadauluannuaans LAPINAABUANUFAFIUYDINTTAN W Wa
AadRtedAYToNAUNIY Mhananilanl Ao NsAN¥IYeNSUANNAFIUNIENTE

AN P-value <0.10 k@nId@adann@a A1 P-value
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A15ATUIAT Good of Fit (GoF)

AsTanuiisnsessawuulunn
574 (Goodness of Fit: GOF) t1Jun15¥alu
AN TV BINUNETININTINTIAUNNS
TAssasauas aun1su1nsInaid Overall Fit
Wedla lngaiuisavinnisaiwialaainans

v

&
JU

GoF = SQRT ((average AVE) * (Average R?)
= 0.797*0.498
= 0.397 (Large)

INMTIATIEANANTIAAULTIERTS
Y99 FLUUTUAINTIL WU AIAIIULTIEIRTS
99/ wuulunIwsam (GOF) iawiiu 0.397
Feilan u1nn21 0303 Faderdvuialng

(Henseler & Sarstedt, 2013)
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Auslae Tudunallendusini Jandadedlng
Fedonnaneiunan1sAn®1909 Nakchatree
(2011, p. 146) AlgvinisAne NOANTTUVD
fuslnalunsbotinuasnalivasnansiiy a7n
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=
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& dy ¥ a
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Abstract

The objective of this research is to study food consumption behavior, marketing mix
factors, and personal characteristics factors related to canned food consumption behavior in
Iran. It was conducted by surveying canned food consumers in the city of Qom, Kerman,
Tehran, Mashhad, and other Iranian cities using a questionnaire in 2019. 150 samples were
collected and analyzed by using statistics, frequency, percentage, mean, standard deviation,
and hypothesis testing using Chi-square test.

The results of the study found that personal characteristics of sex, age, marital status,
educational qualifications, occupation, monthly income and number of family members were
associated with canned food consumption behavior in Iran, while the area of residence was
not. For the marketing mix factors which affect the consumption behavior of canned food in
Iran, it was found that the subjects gave precedence to good taste, nutritive value,
convenience in consumption, and time-saving. At the same time, the canned food must be
reasonably priced, easy to find, and offer a variety of sizes, prices, and selling channels. Also,
the promotional factors that affected the buying decision were the availability of food tastings,

discounts, and giveaways.

Keywords: Consumption behavior, Canned food, Iran

unui wazansgeniutefiisnd (Judu nisuem

nanludiieasenisdsnanidniuSesdfn

Uszinalnadulszimanianiseles dy a o e NP Y
Peoalinansulazdasuienawnusglaves

1nNN15a9aUndn nuaAINAASTgNNIA o o o
v USenaNY1an1g ansr1utduldseind

suludszinavesing (GDP) lute 5 Uik Tums S uoonnaned S sy ans 83.30

11l n.@. 2558-2562 s18lAannnisdsesn % Andusnasslulszma (GoP) Tl

= a 2 v ]
1288 AALUUSRYAY 65.20 ¥93UaA1 GDP o o v ~ o
Y W.A. 2562 tn1nu 458.50 Wua’]ULﬁﬁﬂwjaﬂﬁﬂ"’]

wavun wazludatunarsusemainingd » v A e o
: f wazdsrelandsnaiineaumat 5,506.20

WWswsnaUusenauiuniIsAlunaialaniinis d 9 .
= WIgQanIg” (International monetary fund

WUITUNUDENITULSS VINliNSdeenvBelne 4 oA A aa 9
3 [IMF], 2020) 99U NANTUIEDANITANVDY

TUdwatnnanvatsUsemalionsin1sves i o o . e
Uszwmalnanudnsiulugag 5 UAEuun (w.a.

anad laun Usewedu vy 3eplus unale . . . o o
e 2558-2562) WUI1YaAINITAI0NAUAIVDY

duladlide g99n9 LTuauy Uiy tn1ua ke a2 ¥ v
Ingludns1uinauaIn 217.40 dunsogy



21sd1sUSKHIsgsNvNa:AaUmaas sisuJpadaiuun

UR 10 aUUA 1 uns1AU - Dauwu 2565

ansg Tud we. 2558 1y 145.80 Ay
ansg Tul we. 2562 Andudnsnvenssily
n1sdNeenanadfouay 32.90 Lagainadnauen
deoanuiniian 5 Suduusn liua e1emne
nabinszUowazulsgy Wuasndnduaily
HARAIIEN Lazdnan urdy wiLdeazuis
audiu dmiuemnsnszlesaslneiiing
deoanluBuniiulsznaunie 8IM1sNELa
nszlouarulsgy waldnszdasuazulssy
Annszdeos wasdaudsgyd (dr19neu
Uannsensiemnalyd, audmaluladaisauna
WavnnSaedEns, 2563) mﬂﬁﬂmﬂu%ﬂaé’u@%’a
Jelimuaulalunisfinwingfinssunisuilam
o1msnszdeslulsvinaduiu el du
wuInabiduniasseazniatonvulunising
wlevrgduasunisuanluningnainnssy
911136kaE 01U TWUIFU waziieiduluanig
lun1susudivesdusznaunisinelunising
WNUNISHENKAZN5E980NAUAIUTENNDIMNT

nsztaswasneluussinadungnu

Saqus:=adn

1. WlefnwmgAnssunisuilnnems
nszladludseinadnsu

2 iefnwiladadudiulszaunisg
Asmatafifianuduiusfunisuslanennis
nszladludseinadnsu

3. ileAnydadednvazdiuynna
Afanuduiusiunginssunisuilane1ms

nszdaslulsemeadninu

JsseuNssURInYIVol

u,mﬁﬂLLazmqwﬁtﬁmﬁ’quanim
Ku3lnA (Consumer Behavior Theory)

NeRNTSUEUSLAA (Consumer Behavior)
mueds ngAnssuiiguilaaiinisde n1sld
nsUsELuNan I sIENan AU nIon15UINIT
Adunsnevaussaudosnisveguilan
(Schiffman & Kanuk, 2007) @3un153LA518%
naAnssuvesguilaadunisidensedum
Aedungiinssunistevionslivesdiuilaa
Tnemnauiildazdrelminnisnainluldly
msﬁ'mﬁwﬂaqmémqmwamﬁmmm
navaussuianelavesuilaalaotie
winzan dmsuiauiildifiedunidiney
Aeafunginssuguilaa Ao 6Ws uaz 1H
Fauszneudae 1) laseglunaimdinune
(Who is in the target market 2) 1Ju@1a14
ffoen1snsviednuaznguidinung
2) QU%Iﬂﬂ%aavai (What does the consumer
buy 2) 1ud1a1ufideasnisnsiusieiuds
ﬁ;ﬁu%‘[ﬂﬂéfaami%aLLazéfaqmﬂéfmﬂ
NARNA U 3) ﬁﬁlmﬂuﬂmﬁa%a (Why does
the consumer buy ?) Judanufiensiuds
faquszasdlunisdeinguilnatodudn
diearls 4) lasddusaulunsdndula (Who
participates in the buying ?) Wudray
\ens1udaunuinveanguluuiiiisniwaly
n1sandaula 5) ﬁu’%‘[m%@tﬁa‘lm (When does
the consumer buy ?) {ufatuiiensiuis
Tomalunisge Tdurradoulavest 9aeiu

4

Tavouiau wagdIIa1lnvediu 6) (ustan

e

Foiiluu (Where does the consumer buy ?)




RMUTL Journal of Business Administration and Liberal Arts

Vol. 10 No. 1 January - June 2022

< o = =2 ! A !
Wu1auiiensiuiisdenianiownas
EVEPN o d"l a Y L3 L= ! a
nguslaaluviinistendndue 3o U
7 §uilanadasg1els (How does the
[d o d{l =2
consumer buy ?) LJuA0 UL N I UT
Jupeulunsdnduladenuszneudie n1ssu
falaym MsAumeya NsUseLiiunIaGen
nsinaulage warAuIANNENaRINNITTe

(A325500 185591 wavAy, 2552)

N dIUUsEANNIINITAAN
(Marketing Mix Theory)

drulszaun1anisnana (Marketing
Mix) (Armstrong & Kotler, 2009) fia LAT84ilD

v Y A 1%

n19n15na1angUsenaunsidineliussg
Y 13 = vy
noUsgasanamInaintunand g dla
J1wuneomdu 4 nguning 9 M3enan 4Ps
FaUsenauie nansiaet (Product) Miaueuiy
doamieaduaula nsdamn nsldvsenis
uslaanianansainlignaiinainuiianela
Inendnsdadituensazdudalinialinld s1a0

(Price) i® 37UULIUNABIT 8L ANDTLIAL

holY

[
Y v

HARNAI/UINT YTeAMAITINIATIgNANSY

Calle

WialnlauselawuannnshuNanA el /usns

Auduliundell n1sdadinine (Place)

A 1 2

PUIYDI I9N1T @DIUN WIBUDINIINIT

MUY NNINISUINAN N UANDIaNA

Y

naadanune lagAanisaiunsaniviaig 9
Y29N19N15931M U8 TUNITU AN A U9 LD 9
anA1 Warn1sdasunN1sv1e (Promotion)
I d‘ = d‘ 1 ¥ v 1

WuaIesiledeaisuaznisdatanulvingy
anandmunglansiuyansvesduniag
USN15 N1sdnasunIseatadufanssunasuney

iN94 IANAAINUADINIG LAYAININELDNS WA

Y

ABANIAN ALY LaENGRANTTUNITTOVDS

naugnAmang

nsingulavasguilang

Schiffman & Kanuk (2007) léLaue
wuudaeansinaulavesiuilan (A Simple
Model of Consumer Decision Making)
fiusznousie 3 Suneu el

1) msthid (nput) Wutumeuiitlade
neueniidnsnasenszuiunsdnauladoves
Auslaa lawn Jadesuianssunianisnaie
YDIUIEN (Firm's Marketing Effort) fiUsznause
dAUNANNIINITNATN (Marketing mix: 4P) Aig
NAMAY (product) N1Td9LATUNITUY
(promotion) 1A (price) LALABINIINITANA
319U (channels of distribution) @3ula3®

ATUANINLINADUNIIAIAY (Sociocultural

=

Environment) §tdudadeiieguindauds
AUSLnALaziiBnsnalunisvaeviaaungfins sy

Ae 9 VBIAIUAAR LA ATEUATY NAND19BY

Ll q

[y

Fuynedsnn war¥anssau Tnetaduneuoniis
aosuiuuAldvinadmiilunisdadulato
YDIHUTLNA

2) n3EUIUNNT (process) Ao Tuneu
veanszuIunsinaulatevesfuilnadae
Jademadninen loua usegala audeanis

¥

AMLle A5ISEU3 yadnaiw Adleuuay
WAuAfveIfuIlan Fe9zidnsnasanis
ATEMUNDIANNABINIT NTAUMTBYANBUTD
a A ! dy Y al
warn1sUssliunaienieuteveuilag
3) nadws (output) 1uduneugaring
YoanszuIunsiilungAnssundanisnisde

LALN1TUSLLIUNAINITUSLIAA TINATNS



21sa1susKMIsgsnvlazAalmaas sisuJnadaiuun

UR 10 aUUA 1 uns1AU - Dauwu 2565

d‘ a d’f a [~3 =
MANTUIINNSUSINAD1A T UAURINE TR

& | =2 v a % & a @ v
ysoldfanalaludidumivsausnisnta wag
v e a X o Y & ¢
HaansAnTuazgnandlillulssaunisal
TunsuslnakazdinasataduauanInenvad

Auslaaluasssie o U

awv dd v

NNV

9135010 1wl (2559) SoemgAngTu
AansenduTinuazadenisnisnainiisiug
RON15TeNAR o588 UseLnnian

1 [

N5¢Ua9909813ulathdy WUINNANNUSIAA

9

54

LY

aa v | ¥ )
lengtossglalivnlimnuddyiuavnimn

v 9

waztlnsuddduy aasld nagnininisnaie

Y a [

Yutufnandugeagnsduasunisnain

=

[ 0w A Y a Aa
Wudrdgy Tavaniznisidenldingaund

o

A danAmMlaruIn1snn In1slawan
ANAUINIPIUFVAINAIVURAIN

AISUNAENSAUIIA AT UTTII M LaenIs
U5Uans1m1v18duA191NN15aAUUA
N30UTUIUVRIAUALALUTIYAUINAL LD

¥

Huslaandistelatuseaiuisadala wis1An

Y

LY [y a

FeAUnUITAUTUAMAINYBIAUAT UALAIT
ponuUUUTTISMaliLUanlvdalsnufgali

AUILAALAAAIINABINITTRAUA A1UNGY

€

a

Uslaandlongunuarilsnglage msly nagns

e

R a

agamumuwamﬁm%uazmsaaﬂLL‘U‘U‘U':?':?R;

=p

a [ 1

Fuaguifeadunguusn lnglisosusuan
S1ALAAITAS1IN N NAUVRIFUA AL T UN

N A ° ! ¢ ¢ < Y
NYU ﬁ]mmﬂwglﬂaimimm AZINUAEAIN

X 2 v oa & v o o a o
Yo "?NNUiIﬂﬂﬂq@Ju%%IVﬂ’JqﬂJﬁqﬂﬁgLﬂEJ'Jﬂ‘U

Y
ANATNLAZATIZNATS AUMNEUTENBUNNT
TaudAglusunissuseunnsgiuaina

#1499 LU GMP HACCP 1SO kagh1un133uTes

Y

= a N a
Lﬂﬁ@ﬂﬁuqﬁﬁqaqa‘ﬂqﬂﬂigW]ﬂ@‘lﬂ@umﬂl@ Y

WinAUgeiuangUsInaludulatigylave
2 nauuaziiinlenialunisdseanudndoueivan
nszleslugaussmedulaiide

Mohajeri et al. (2020) ¥i1n15@n &1

« A !
Seausegslalumsidenamslunguuelvegy

>

Tudminkashalavesdninuy NanISANWISE

q
1

Fsmemsidunsagelandnlunisidende
o1sfisndu daugunim uaznisaluay
‘13mﬁfﬂLﬁu{]ﬂé’aﬁwé’@umuﬁaﬂ%’wizmu
mmwamu%ugﬂué’mu fuguslaaiil

seAunsAnwkagselafiadu danuduin

(% '
= =

Juing1iuomMsileguaIn N15LaeNeIMIs
- < & o w A
Weguninaziluinadidrdglunisiden
SUUsEMIUeIMT UBNIINTUUTUAYDIDINNS
Faludnuilansegelalunisidentovesauid
anugnuAsYnawavdenuiagluseiuas
IN31EANT19111 75 1AL AAINGN I

o w [y

2IMITINANN LLﬁ%QBIﬁﬂ’J’]&JﬁWﬂQJ}ﬂUQﬁWﬂ

[y

I~ I3 o =
21991z uBIRUsEnaudAnluNISLaeN

o

g0 Tnswinwnazidendouazidoniulszniu
onsiidegua mLaznisiostulsalundn
Tuvauzingusnegefilaniusmaasugiauas
Fenuluseiudn 5100 Ao Jadedrdaluns
Feondeormslasianizasnsdsluaseuniiiia
selatioy

Aghaeia & Naeinia (2018) ¥inn15@n®1
Sesiruaivesiuslnasondnfarimnasiilusl
luna1ndnsiu nan1sAnwinuinguslan
Tanuddnlusunaninainiign 89831

oA vssydainaziiunumddglunisige

¥
= U U A

anANINTY Susvau Ae 51A1 Feludnsu




RMUTL Journal of Business Administration and Liberal Arts

Vol. 10 No. 1 January - June 2022

'
LY o [ 6

LALHOMTIAITUNUNIUAT AIUUNE R N

=).

wigenlu q Afdatignainaisiisnm

o 6 1 v ¥

waTulAL DL AgUNUNAN TR A UNTN AU

'
(Y LY v o

53R mune dudsdfsusua

y Tudaqdu
fszuunsdndimiieininarinagnaaelasy

a [ L3

NARAUNNNAINTA8UINNINTUBRAATININLYN

¥ o

AB9YDINSIUVNLVBIVIVUIALENLYINULY ALY
ANUNS DU TINUVBINAN A UNWALTDING
Tunstondniuaiiaud1AyfesnIIN154e

NARA N AL

NSOUIUDIAQNISIIY
NUITENLENINITNUNIULUIAA

MUY MUITY kaLITIUNTIULAYITEY Lag

Aal59asy

Uadnduynna
1. e
918
L AR TUANANTA

. SEAUNNSAN®N

DIRILUIANLAL NGB NITILATIENNOANTTY
Qjﬁiﬂﬂ (Consumer behavior theory) (Schiffman
& Kanuk, 2007: 2-4; @375504 4&35911 hazae,
2552: 141-169) wuudtaosnisandulavey
Qjﬁiﬂﬂ (A simple model of consumer decision
making) 984 Schiffman & Kanuk (2007: 512-
515) LagNquddiuUssaunianisnane
(Marketing mix theory) (Armstrong & Kotler,
2009: 615-616) alglun1sivuAnToULLIAR LU
msidediedunumslunsine Tngldsmun
suusdasaduladvdnymrawasadenain
AUUTTAUNIINITAAIN EIUAILUTAN AD
ngAnsInN1UIInAe NIz Uoslulszine

DS FNUNTBULLIAA LA 1

AU sanY

\4

. D1TIN
. 5wleseLfou

. AL Bnlunsauas?

. WURNUNNNNDIAE

Ja9unm19audIuUssaun1anIsnane

1. AUNERTUN

2. U
3. AUYBINNITININNUY

4. AUMTENLERNNITRAN

npAnssun1suslaaemsnszlaslulssimadnsiu

—_

o N o o B~AWLWDN

. Uszennuesduaiidanusiae
. Anudlunsuslana
I a a v aa e
. LANANYRIAUATLEDAUSLAA
. YSunalunisidendaenmsunusing
_anbanglunistesmsnsedasunuslam
P4 + A& aa
. A01UNYDBIMTNTEUINLUUNULN
WRNanulae

. undstayailiinansveseinsedes

AN 1 NFOULUIANNISHNINY



NsaI1susMIsgsAvliaAaUmaas s1suJnaaiuun
UR 10 aUUA 1 uns1AU - Dauwu 2565

38aTuUMsdy

1. Uszunsuaznguiegng

Uszrnsildlunisine Ao {uilaa
ownsnszlesfionduaglulvaiiiosnu ilos
wwosinu Wenameau Wesfudn uaziesdu
9 ¥99UILNADNIIU 91UIU 400 A9EI L6
[eea1ngrananiivinnisdisiatoyalia
aniunsninIunsnsratsvaslsafadelaa
Talsun (COVID-19) Tuseozusndaiinaguuse
sgannuaziluavassadidglunisiiudeys
Frensasiiud fedulunisinunasiddldngs
M8e1e T 150 FIBEN IINNITETIAEY
wuuasunmeelatnelidediniliannsn

muAulaluray 9 Ay

2. ingeailenldlun1sade

N13ANYTINGANIINNITUTTNADINIS
nszlosluuszimadnsiuduidoideaiuim
(Quantitative research) lagdaya NEARY
nsfnwiluteyausugdl (Primary Data) 911
n13d1519msuuUEBUnUlnEN1TdUiag
LUUMU@zaIn (Convenience sampling) Way
rdeyaurdtasizimlu 4 diu laun Jade
ANUULAIUYAAAYBINEGUFAIBEN NOANTTH
n1suslane1misnszleslulssinadnsiu
Hafdrutszaunianisnainfifinasnenis
uslaro1msnseladlulssinadnsiu was
AuduiussEnintetadednuvardiuyanaiy
ngAnssun1suslanemisnszUadlulssine
I uwagtoyanieqnil (Secondary Data)
AfuTIuTmnuvddeyavemLisnuss 4

alusazaralsemeiidulselosunanisAne

4

3. M3ATIvidaya

[V aa

vAsedeualneldAa1anf

D

3

o))
2

A1Aud A1fesar Aade druldeauy
UINTFIU WATNITNAADUANUATIUN
AduTussEninatadudnuurduyanaiu
nyAnIINN1UIINAD NIz laslulsyina

dusumeailaawals (Chi-square test)

wanmsfAnw

UadgdnunzdiuynnavaIngy
A10819

HANITAN®IAINNAUAIDEIS T1UIUY
150 AW W31 fraukuvasuaiudiulvgidy
WA D18TENIN 36-46 U N13ANYITEIU

a A

USuey1as danruninausauazegaieiu
Juuaun¥nluaseunil 3-5 au deuegly
LUATIULL DAL DI TWNE NI UUTENLDNTU/
andauazidvesians/gsnadiudm U5l
sewiou 50,000 vwuly wavsnauladende
gnsnsydossenuies Inefin1swdsuive
Unaumliusy
ngAnIsUNISUS LA IMSNsEUagly

UsnAdunIu

HANI9ILATIZRNGANTIUNITUTLAA
9113nsrUaslulseinamdnsiu wuitgneu

wuvasuavaIulngIneTRLazLIEONT00 1T

+

nszdesdszinnuannsylesuavyuinsyles

o [ ! a

N =% &
winfian laelifidedndniindnlunie

(% o
[

A9USENA TANUDIUNITTD 1-2 ASIABLADUY
AsIay 1-2 n5xUad wazlaAlganewnazasa
LaiiAin 100 v AumgRalunisidenuilaa

91113058709 Ins1zUszudaaluazilalu




RMUTL Journal of Business Administration and Liberal Arts

Vol. 10 No. 1 January - June 2022

[

azmnlunisuslan dauildendedulngde
91nasIndudn Taelasutaisiieniu
91115058 Uesa1nlnsidy d1u5ue1nns
nszdosiiutaindszinalvnedfney
WUUFBUAILLABUSIAAT UL 66 AU AR
Sevay 44.00 maqéjmamwuaaummﬁy’wm
Tngemsnszleswadlneiiiasuilan loun
naliinszdes YainseleosuazyuinszUes
flwanszdes dwaldnszdes Ainselos

woaU3ITd haviAseunanszUed

Yasedouuszaunienisnarafisiua
fan1suslnmemsnssUasludssmadnsnu

HANISILASIERUATYN19ATUAIU
Uszaunnanisnandisinasonisuslane1nis

nszUaslulsemadnsiuluninsiy nuan

Anouwvuasuatudulngliaudrfgyiu
Haderta 4 dru Liun drundndas diusan
PIUYDINNNITIATINUE LAZAIUNITALEATY
nsnain Insldseglusziumn diunanis

a o

ALY TeaTl

A15199 1 uaasAndsuwazdiudessvunnsgiuvesdadediulsraunianiseainiinasanisusing

2191505 Uasluusenednsiu

g daulaauy .
. ALY STAU .
U2y AINTFIY . JUAU
(Mean) AUEIALY
(s.D.)

J8AUNANA N 4.09 0.66 1170 1
Ja3sA1usIAn 4.01 0.88 1170 2
J998AULBINIINITINI U 3.99 0.87 110 3
J238AUNISELETUNITAAA 3.44 1.00 Yrunang aq

ANRAYIIY 3.88 11N

¥ a (% 6 ! 4

ATUNANA LI WU HUSLAALA

Y

[ 1 | =

AUFIAYABTAYIAR TAMAINIDINIT I
ANazANtuNITUSIAALazUTEngaaIIn
Nan soeaun baun duAlasunisiuses

a v & da ad o a v
ﬂmﬂ’w\l ATIAUANUUNUBULAZUYBLATY dUAN

fadnuvainvatguaziaainuanstoya
TUaelBunFUARL TN UTT TN
WUasuusemulaiiewasiiuanyalyesduen

e fatayalunisned 2



NsasusKIsssAvazAaumaas sisuJnadiuun
UR 10 aUUA 1 uns1AU - Dauwu 2565 33

d' 1 dl ! dl L% ! dld ! )
f1919N 2 LLﬁfNﬂ’]LQaEJLL’ﬁSﬁ’J‘ULUEJ\‘iL‘U‘Llil’]Glii’}u‘U@Qﬂﬂ‘ﬂﬂﬁ’)ﬂﬂi%ﬁiﬂ‘ﬂ’]ﬂﬂ?i@]ﬂ’m%uﬁ\lﬁﬁ]@ﬂ’]iUﬂﬂﬂ

219115052V lUUTENADNTIU ATUNAR N

. ARy | dudsauunasgy | 5EAU
Uady .
(Mean) (s.D) ANNEAALY
a v & da ad o
asnaunnluniounaziioidss a.11 0.97 1N
auilisunissusesnmunn 4.32 0.93 1N
AuAnlinuraInang 3.80 1.02 17N
FAVIRALATAAMAINIDINT 4.45 0.79 1N
AMuEzAINtuNITUIInALazUsENdALIAY 4.45 0.63 17N
Ussiasiasalasulsemulaieuasdl
o 3.70 1.09 Tk
sUdnuwalveduAaIsay
flaanuanadeyasgasidgndunegedniay 3.80 1.11 170
AR 4.09 11N
A1U31A1 WU Justaalviaiudfy WisuisuAudnedu d91auNIgauiy
MUsIAMENEaufUAMNAIMNINNTIEA T8989 USunauuasimasiate fdeyalunisian 3

A =

A9 AU1suanesIANTaau snaldwnaiile

a 1 = ! PN Y ! Aa ' a
M990 3 LLﬂﬂﬂﬂ’]LQ@?‘JLLﬁga?‘HL‘UEJ\'iL‘UUlI'WﬁiWu“Uaﬂ‘{jf\]f\]ﬁlﬂ?uﬂigﬂuﬂﬂﬂﬂ’]’i@]ﬁﬁﬂ%uma@@ﬂqillﬂﬂﬂ

219115052V lUUSLINADNTIU ANUSIAN

. ARy | dudsauunasgy | 580U
Uady .
(Mean) (s.D) AUEIALY
FIAWALTAUTUAUNIN 4.30 0.93 110
SIAALNEENNUUS U 384 1.22 110
e blwnaiiarSeuisuiugiadu 3.95 0.96 110
al A:l' %
HeuanesnANdmLau 4.11 0.95 170
SIANAITILEND 3.84 1.27 110
ALRAYSIY 4.01 4N
AUYBIN1eNITIRI MY Juslaali nuIAvndNdaLan an1undadivulredauan
ANUdARiaNITIREUA g lusum Wesne duAldivalgruiauaziinaisssay
WuiudeLIndian sedawn laun wdedne I ebiidente (3199 4)

nainnateyesnelviidente duadnegly



RMUTL Journal of Business Administration and Liberal Arts

Vol. 10 No. 1 January - June 2022

d' 1 dl ! dl L% ! dld ! )
19190 4 LLﬁfNﬂ’]LQ’dEJLL’ﬁSﬁ’J‘UL‘UEJ\‘iL‘U‘Llil’]Glii’Tu‘U@Qﬂﬂ‘ﬂﬂﬁ’)ﬂﬂi%ﬁiﬂﬂ’]ﬂﬂ?i@]a’m%uﬁ\lﬁﬁ]@ﬂ’]iUﬂﬂﬂ

219115052V lUUTENABNTIU AUYDINIINITININNAUNE

Anady | dudsavusnsgu SEHU
Uady * .

(Mean) (s.D) ANNEAALY
widede fvanvanedesmdliidente 4.05 1.06 110
duidnegluvsnavyfidaay 4.02 1.05 1N
msdmnsdumeglusiumisiinuiiude 4.09 1.07 N
fudilnansvunauasivanessdusaliidonte 3.86 1.17 110
dnuiTns e fiudiiioame 3.91 1.01 170
ALaaYsI 3.99 1N

ANUNISTABASUNITAAIA TUATNTIY

o \ a ) =
NU3 dramnen1susiaaluseauUIunane @9
A a I v ' U aa i
Va5 dus e wuan Jadendinane
ANSUSIAATEAUNIN AB JN1SNAAaBITUAUAN

v wazlin1sIns18N15dIUAALALYDILAY

VNedasunIsune d@rudadeninananns

UslnaszauUiunas Ao TnslavanNIudsly

YOINGE ) LAZAITIALAAIAUAT B 0

19U (AN5199 5)

a 1 = ! PN Y ! Aa ' a
f19719N 5 LLﬂﬂﬂﬂ’]LQ@?‘JLLﬁga?‘HL‘UEJ\'iL‘UUlI'Wﬁ;ﬁnusUaﬂ‘{jf\]f\]ﬁlﬂ?uﬂigﬂuﬂﬂﬂﬂ’]’i@]aﬁﬂ%uma@@ﬂqillﬂﬂﬂ

219115052V lUUSLINADNTIU ANUNISALESUNITNAA

v ALRAY | doudenvuanmsgiu | 5EAU
Uady .
(Mean) (s.D) AR
finslavannuanlutamIewng 9 3.32 133 Uunan
1N1599519N5AIULAALAYVDILAILNDFUATUNTVIY | 3.50 1.34 110
N133ALAAITUAT  ATINUNY 3.41 1.26 Uunans
n1svnassgudualug 3.52 1.47 110
AR5 3.44 Urunang




NsasusKIsssAvazAaumaas sisuJnadiuun
UR 10 aUUA 1 uns1AU - Dauwu 2565

AuFuRusszndneladeanvas ANULINA 818 ARTUNINEUTE TEAUNITANY

dauyAAaiuUNgANITNNISUTIAADINS 21T Telasalran IuuauTntuaToUay

nszllasludszinadngnu Haudunusiungfnssun1suslnne1nis
oo . nseUoslulsenadnsiu TuvaeNvadseniu
NANISNAFBUAINUEUNUSTENING ¥ odde o oa A
o . 5 waNunn @ lulinuduiusiungfnssy
Jadednwardiuyanaiungfinssunisuslaa - . o
. ) A15USINABIM5NSEURluUTEWMADNS 1Y Lag
g1snszlasludsemadniiunudeyaly . W oy
. | o . f51eazideneadl
M399 6 waz 7 wud Jadeanvazdiuyana

A13199 6 Tadednuwardruyaratunginssunisuslnaemisnsydedulsemeadniiu

Uadudnuauzdiuynna
waAnssun1suslan LA 218 F0UNNENTE | SETAUNITANED
a7 msnseUal , p- , p- , p- , p-
X X X X
value value value value
WARIHER 0.216 0.898 9.967 | 0.126 4.266 | 0.371 | 16.611 0.002*
A fluniste 24.297 | 0.000% | 26910 | 0.008* |  9.109 | 0.333 | 52.177 | 0.000*
Usinailunistesianss 2171 | 0141 | 7285 | 0063 | 1143 | 0565 | 10578 | 0.005*

ﬁﬂ%ﬁhﬂﬁi@ﬂ%ﬂum'ﬁ%@ 50.484 | 0.000* | 160.030 | 0.000* | 59.018 | 0.005* | 87.779 | 0.000%

amuﬁ%a 5.039 0.080 17.617 | 0.007* 10.641 | 0.031 | 27.282 0.000*

wiasdeyaildurnans
4 . . 20.310 | 0.001* 52.293 | 0.000% 29.025 | 0.001* | 26.732 0.003*
NEINUDINIINTZUDY

a o

nanewin: * ddudAynnsadanseau 0.05

1) Yadednuazdiuynnaniuine
fArudunusiungAnssun1suilnne1uIs
nszdoslulseinadnsiuly 3 du leun Aud
Tun1sde Arldd1eronsalunisde uay

waslayalasurnansinediuemsnsyled

2) Jadeanuwardiuynnaniuens
Harudunusiungfnssun1suslnne1nis

nszdastulsemedninuly 4 eu lawn AUl

Tun1s@e Aldarenensaluniseye @ unae

' ]
= 1 =

WaTLMaIauanlasulNI@1sIAEINUBINIS

Y

AFRAIRN



RMUTL Journal of Business Administration and Liberal Arts

Vol. 10 No. 1 January - June 2022

A13199 6 Tadednuwardiuyaradunginssunisuslaremisnsydadulsemeadnii (de)

Jadganuugdiuynna

- - . o A wuEnTnly | LaNunann

WeANIIUNITUTLAA 21N seldsaau . .

. ATaUATI 21

2113n3zUBY
p- p- p- p-
X X X X

value value value value
ERART 13.220 | 0.212 | 148.000 | 0.000* | 20.824 | 0.000* | 2.558 | 0.278
anufilunsie 48392 [ 0.000* | 369.371 | 0.000* | 27.812 | 0.001* | 10.437| 0.034

ﬂ%mmiuma%@&iaﬂ%”’a 2.896 | 0.716 89.073 | 0.000* 7.655 0.022 0.225 0.636

ANLTINEABATINNT

P 191.5821 0.000* 1,200.000 | 0.000* | 104.133| 0.000* 1.933 1.000
o0

amuﬁ%a 22.321 | 0.014 177.829 | 0.000* 7.187 0.126 3.684 0.159
Lmda“ﬁayaﬁiﬁ%’u

Fmasieatuens 85.603 | 0.000* 481.681 | 0.000* | 31.359 | 0.001* 5.935 0.313

nszdag

nanewn: * ddudAynnsadnnseau 0.05

3) Jadudanuaizdiuynnaniy
anunnausaiauduiusiungAnssunis
Uslneemsnssledlulsemadnsulu 2 A
fio Alddresendaluniste wazundadoya
AlFsudnasifeiuemnselos

4) Yadednwazdiuynnaniuseiu
nsAnwdanuduiusiungfnssun1suilam
a1v1snselesludszimadnsiulunnaiu
Haundawdn audlunisde Ywalunisde
sonds Aldsrerenssluniste aouiite uay
uwastoyafildsudnansiienfuomnsyles

5) YadednwazdiuynnaniueIan
fauduiusiungfnssunisuslane1nis
nseadlutsemadninnlu 3 ém loud Al
lun1sde arlddredenselun1sde was

wastayalasurnansinediuemsnsyles

6) Uaduanwagdruynnasuselase
Woudaudunusiungingsunisuslan
amsnsedaslulssmadnsnulunnanu laun
uwiasndn Auilunisde vsinalunisdede
afs Alddredensilunisde anudide uay
uwnastoyafildsurnansiiefuomnsyles

7) YadednuwauzdiuynnanIudnulu
audnluaseunsilianuduiusiunginssy
n1susiameimsnsyleslulssmadnsiuly
4 Fu liun wvdinda aanudlunisde
Alddnesondilunisie uasuvdedeyailldsy
FmansieiuemInszles

8) Jafudnunzdiuyanaduiniiui
fnendelddanuduiusfunginssunis

U3lnmensnseUadlulsemadnsiu



21sd1sUSKHIsgsNvNa:AaUmaas sisuJpadaiuun

UR 10 aUUA 1 uns1AU - Dauwu 2565

M131990 7 asuran1svegeuauduiussymieladednyazdiuuanaiungAnssunisuslanemis

nseUaslulsemeadnInu

Uadeanwazdiuyunna

e

[cw

=)

a ) -+ (D

naAnssuN1sUsIaAemsnszlag €

=

© < =
g g_a':" g Gg ac
T | & G c | 2=
= w ® 2 I=
[ c & © 1S
[ [ NS = =
= 2 = = c | wE
T @” < s ® ) = s
S & 2l R | 6] & | | B
LABINER X x | x| VvV | x | V|V ] x
ANNAlUNITTD vV I V| x| VvV |V |V |V ]|x
Usualunisdenenss x x | x| v | x| Vv | x| x
AlganerensslunsTe vV I VI VIV |V |V |V ] x
A0UNT x | vV | x|V | x| V] x| x
wiasdayanlasurnasineaiuemnseles VIV VIV V IV IV ]

dasUwanazonusiuwa

1. wgfnssun13uslane1Inszles
Tutsemaduing fuslandilvginedouas
FondoormsnseliosUseinndanszdesuas
yunszlesnniign lnglifidedifnindud

EHANUMTBA1UTEMATIAINDIUNNSTD 1-2

(%
[ =

adoiou adaz 1-2 nseles uasiAldane
utazasaliiAu 100 uw Fumgaalunsden
Uslnremsnszle nsiguseudaiatuaszil
auazanlunisuslae aaufildondediu
Tng/doarninsassnaudn Taeldsutans
WAegafuemisnszlesaininsiiay d1uu
gmsnszlesfiunanussmalnereuilanfe
HuSesay 44.00 vesineuLUVABUAUITINA
Tngemsnszleswadlneiiaeuilan loun

naldnsedas Yarnseesuasyniuinsz e

flwanszdes dwaldnszdes Ainselos
geaUssTaLaziASounAnszdaq

2. MsAnwUadeauaIulIzaung
nsaanafifiauduiusfunisuilane mis
nszUasludszinadniruluainsiu dnau
wuvgsvawalnalinnuddyfudased
4 a1 laun ATURBAA M A1UTIAT AU
F9INIINITINTINUY LATATUNITALATY
m3mann Tneladsegluszduinn

3. NANNTNAFDUAIIUFUNUSTZ NI
Jadudnvazdiuyanatiunginssunisusiag
pmsnszleslulszinadninu wuin Jady
ANUULAIUYARR ATUNA D18 ADTUNNANTH
SLAUNITANYT 01T 518laseLfou S
au1¥nlunsaunsl TauduiusiungAnssy

n15UsIlnA nIsnseUsslulseinadnsu




RMUTL Journal of Business Administration and Liberal Arts

Vol. 10 No. 1 January - June 2022

luraziidateduuafiuiiinneideladd
AMUFURUSAUNgRnITNNITUSTAAD NS
nyzladlulszmadninu
nuanITAneInudn Jadudnuuey
AIUUAAA ATULNA 818 ADTUNTNANTE TEHU
n3Ane 913N Telarafiou uIuaundnly
ATEUATY TAuduiusiungAnssunisuslan
ansnsededhuusemedniiu Tuvaedidede
FueituiifiinlidauduiusiungAnssy
n1suilanemisnszUasludssinadniu
Tuvaefitidediulssaunianisnainiinase
nWyAnTINN1TUIIaRoIMInszlaslulszina
usuta 4 du Taefuslnrenanseadly
dusrulinudrfgyiutaduaunandueiunn

'
A

fapiflerFouiiisuiuiiadefuau 9 dnilvg
Tauddyfuiiessawdia dauainig
91115 dAd1udzalnlunisuslnauay
Usgndanan se%asin tawn duAimaslasunis
fusesnunn aduduideuuasiideides
dumidanunainvatsuazilaainuanideya
FUALDYAAUADENTALIU UTTYA AT
WUasuusemuladiewasiiuanyalyesduen
#1893 %ﬂaamé’mﬁ’ummwwm 913591
LAWUA (2559: 719), Aghaeia & Naeinia
(2018: 118) waz Mohajeri et al. (2020: 648)
ﬁﬁmamiﬁmmwud’]ﬁu%“[miﬁmmﬁ’lﬁiﬂu

é’mﬂmm‘wsmaﬂaum ﬂ’ﬁi‘Uiaﬂﬂmﬂ’]‘W finan

=b.

sryTeandeanaiiussyAusiviasay
diuniusin Juslaadiulvg
audAgyiusiAmunzauiunan NN
= = @
Nan Ns1erInds1AgeuInUss 1 vuni by

! dy Y dy IS
azldausadela uenanfaisidvnouans

meidaulazsnlliunadeIouiisui
Briedu dmiunagmdiusaiuszneunis
AITINUATIANANAINNATERUNINTUIR
mNuqvesium ileliaseunquiuilaaluyn
seausele nieenvazdmualiduusud
d1mnfuudeadunrusiaIiuauYe (Fighting
brand) Faaoandosfun1sanwives 8135ml
Wil (2559: 719) Anuinluguilaedisleny
touelaliinn mafunagnsdmunaiuas
U353 1agn15U5Uans A1 vIedua1aIn
N158ATUIANIBUTUIVBIAUALATUTTY
fausias elvifuilnafifiseldtiosannnde
16 wismdentmnganiuAnN MY IFUAT

ANNSTUAIUTDINIINITININNUN Y

[ |

Austaaliinudidnsanisdninedunilvie
Tushunannudiudieunign sesasun loun

d’l 1 a 1 ¥ A dgj a v
MIpdy Avarnvagyeanislviiiende dum

[ (=Y

QWSQIUMN’JWMNW%WLQU ﬁﬂ’]‘N‘Wﬂﬂ%']‘VI‘NWEJEJ

Y

a 14 ] a Y

FuAileane duAidviatgvuinuasiiviany
sesusaliidende edenndesiunisine
Y99 Aghaeia & Naeinia (2018: 118) 7152y
AMunaulrauvpINandueilazyoanicly
ﬂﬁie‘?}l@mamﬁmsﬁﬁmmﬁ’lﬁﬁyﬁaé’m’lm'ﬁ?ga
wanSusilug Fadudusznaunisnasn
ftusdimsmenisdsisdinduaswodaunans
ieadesgomien1sinsinuie Tnufmden
Wusinsiidindesienisnainiivainnans
Hosnnguilaaludvsulfaudidgyiv
Audimdedny fnannrangdemndliidente
WagAUAIAITHNANLIUIN NA18TLAUTIAN
AUNITAWFTUNITRAR WU Uy

aa i a Y} A A
'V]llNam@ﬂ']TUﬁIﬂﬁigﬂ‘Ulmﬂ A UN1INMaDN



21sd1sUSKHIsgsNvNa:AaUmaas sisuJpadaiuun

UR 10 aUUA 1 uns1AU - Dauwu 2565

Fuaurlud wazdnisdns1en1saIuanuas s
Loy Wiedaasunisve drudasefifinasonis
U3lnaszauliunans Ae finslavaiiude
TugeIn19M19 9 LAZNITIALANIFUAT
RRVGIRE Famsatun1sinuives Aghaeia &
Naeinia (2018: 118) lun1stg1u1vn19nane
dnsvaumlurlaesiinislawanUsendunus
sadedalusludunazvasseaiiodaadunis
118 uonandgnovuvuasuniulal
Forauanuziisatuesnszdasdiaztndaun
1eludnsIuIEAeIiingIaalngIatavu
nszdes fiauamd Ts1afmunzausenis
uilan sgdrdinangaluguilaamly
Tilansnsnteld uazdudmsiiaumainuans
sayfeses danudasndelildarsiuyn

Mdudunsesogunn
voldueiu:

Faravauuzlunisdseadesely

nMsAnuadsiitdosialunisasiiud
iieiAunusudeyaveafuilanludssing
313w suLilesunaInanIunIsainIsuns
szunveslsnindolidalalsun 2019 filsl
anunsomuUALazanazili ez Augadiola
Faduguassadfgivinliliannsafiudoya
AULTINNIES UL 400 FreadreRaalale
Fadutolauauyzdmiunisinelunfedaly
mﬂmmsaﬁﬂmsﬁﬂmﬁmauﬂquﬁuﬁiunﬂ
aaveslsemednsuazsilildteyaiiaig

aziBuanazazviouliiiunginssulunis

Uslnaladmauungeuy

nadinssuuUs=n1F

[
av A

NUITedlASUN LA UINNAY

q 3 q

[ [ o

LATYFAIANST UNINYITETIUAINNL {378

YovauRaLTuE19Es

[oNa1SO1JDJ

% 6 s

ddnanuddansensiemnaled, audmalulad
A15AUMNALATNISADAT. (2563).
FuAaseana1Ag el s1eUsEA.
Aulile 20 nun1Wus 2563, 270
http://tradereport.moc.go.th/Repor
t/Default.aspx?’Report=MenucomTo

pNCountry&Option=1&Lang=Th&m
ExType=1

ATaao Y, Ang e Tend, USey andeuw,
24919 UNeI10Y, Ualdn 43unn,
Fsgdanl oydvyuuy, wavesve Laa
1550438, (2552). NMSUSHITNIIAAN

Al NTANN: 5ITUANT.

a

913501 LWL (2559). NSANYINGANTTY
0n15aluTIn wagUadenienis
nanaTiinarensoNaRTTe NS
arausztanuaintzUnavunavin
dulafi@e. Tu dsuy arvusiing
(USTUNBN19), NITUTETUNINITYINIT
Yo I BN RSAIanT AT 54:
§1Y1INIMIANT, AIYVINUGIAINTTY,
F1U1801008NTTUAITATUAE
ImINTIUAITNST, A1Y199FIMNTTU

LNWAT, F1UINITNYINTETTUYIOUAE




RMUTL Journal of Business Administration and Liberal Arts
Vol. 10 No. 1 January - June 2022

Fauandou (wi 713-720). uunys:

T5aNUNISUNT WA,

Aghaeia, S. & Naeinia, A. (2018). Consumer
attitudes  toward new  pasta
products in Iran market: A
qualitative and quantitative study.
Management Science Letters, 8(2),

109-120.

Armstrong, G. & Kotler, P. (2009). Marketing
An Introduction (9™ ed.). New

Jersey: Pearson Education.

International Monetary Fund [IMF]. (2020).
World Economic Outlook Database.
Retrieved February 29, 2020, from
https://www.imf.org/external/pubs/
ft/weo/2019/02/weodata/

index.aspx

Mohajeri, M., Hoojeghani, S., lzadi, A,
Ghahremanzadeh, M., Pourfarzi, F.,
Nemati, A., Barzegar, A. (2020). Food
choice motivations among Ardabil -
Iran adults?. Nutriton & Food

Science, 50(4), 641-652.

Schiffman, L. G, & Kanuk, L. L. (2007).
Consumer behavior (9" ed.). New

Jersey: Prentice-Hall.



NsasusKIsssAvazAaumaas sisuJnadiuun
UR 10 aUUA 1 uns1AU - Dauwu 2565 41

ANUMNaaIaluMsaincia=asduidulgus:nouds1dwndiwadous=ansmw

— S

misUfUudJuaeoulcudvadyaouUadSuayauciuds:infiny
Intelligence Skepticism on Performance Efficiency of Certified Public

Accountants in Thailand

= o/ ¢ v v 1% = L3 g v ¢ W 2 L ¢ aa 0‘2
fIIAU ASAY" , AT1NT WIANUIWARIUST LasiFUUN sRgUslang

a9

Chureerat Tatuy!", Jeeraporn Pongpanpattana? and Natthanun Thitiyapramote?

.q‘

b @nun39nsURY, AugIngIN1SINNTG, HINgNaesuanaung
2 ANEINYINITIANTG, UNNINYIREI1ANA1UN
Program in Accounting, Faculty of Management Science, Lampang Rajabhat University

Faculty of Management Science, Lampang Rajabhat University

E-mail: Tatuychureerat@gmail.com

Received September 29, 2021; Revised April 29, 2022; Accepted June 30, 2022

unfAado

'
= v ¢ A

NuITelliTnguszasAivenaaaunansenuvasANYIyaaInlun1sdunaLaz asdeL gy

a va v A

Usenauivinidmasieussansamnisujiinuaesudadvesiaeutndsueugmludszmealng

Tnensiiusiusindeyanin Jaeuddsueugntulssndlve 91uiu313 au waglduuuasuay

q o

Juasesdle abianldiasziiiiensuauufigiunuide fe n133As1zRaN0n00ENAN NAN1TITY
wuimnungaaalunMsdunalarasdelgesussneuiinauanuiivianalunsasteasdy fu

nsUseliunanguegesedinseiwazsunisdndulanuaniunisal Iauduiusuasinanseny

o

WeuinseUseansainnisujiRiauaeulniveswiaeutaydsueunymlulseinalng deludaaudd
mistranudAyiunsdunaiazasdegesiuszneuindnnazinliiia UseansamnisudRau

aoulnyd Lieaseananiesiusoa1ssuruINUNRULae Ul InT1aae UUTIAININNTSUARITRYA

o 1 v

] ] a v & o
‘VI?JG]G]EJ“UEJLVI?]"\]NEJULiJUﬁ’ﬁ%ﬁ’WﬂQJ}

o

AdA: ANuYIaaInlunsdunauarasdeldeaUsenouivan, Ussansamnisuiuanuasy

o

IS 4 v A

Unyd, Hapudydsuaygialulsenelneg

U o



RMUTL Journal of Business Administration and Liberal Arts

Vol. 10 No. 1 January - June 2022

Abstract

The objective of this study was to investigate intelligence skepticism on performance

efficiency of auditors in Thailand. The data were collected from 313 auditors and used the

questionnaires as a tool. The data were analyzed by using multiple correlation analysis and

multiple regression analysis.

The results showed that intelligence skepticism including reasonableness of the doubt,

systematically researching knowledge and carefully evaluating the evidence has positive

relationships on performance efficiency of auditors in Thailand. Therefore, the auditor should

pay attention to the observations and professional suspicions that may cause the performance

of the audit. To build public confidence that the audited financial statements are free from

material misstatement. Moreover, the preparation of financial statements in accordance with

the applicable financial reporting framework.

Keywords: Professional Skepticism, Performance Efficiency, Auditors in Thailand
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Abstract

The purpose of the study was to analyze related factors toward the success of
construction projects in the southern area of Thailand. The study was conducted by a
questionnaire-based survey developed from Service Dominant Logic of Marketing and 7S's of
McKinsey to collect data from participants in building projects in the south of Thailand, such
as engineers, contractors, and company owners who had at least 5 years in this business. The
formula for quantifying the sample size of an unknown population with a sampling rate of
40% and an error of 0.05 was used to compute the sample size, which collected data from a
total sample of 398 people. Hypotheses were tested with the Pearson Correlation Coefficient.
The results revealed that all factors relate to the success of the project in the southern region
at the moderate level. For consideration in detail found that: 1) The Knowledge factor related
to the success of the project in the southern region at the moderate level (r = 0.559). 2) The
work skill factor related to the success of the project in the southern region at the moderate
level (r = 0.459). And 3) The Resource factor related to the success of the project in the
southern region at the moderate level (r = 0.420). Limitation of the research was unrelated
variables were not excluded from the analysis. As a result, the researcher should conduct a
component analysis in the future to discover factors in terms of construction project success

indicators in various locations.

Keywords: Construction, Success Factor, Success Indicator, S-D logic, 7S’s of McKinsey.
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Y
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psansfiszuunsdanisduauvasady

2. 1199ANITATURULAZLIAT RUBD
UseAndnalunisuiniswasnisdnnislagenig
Fausiduaunseiivaugalasamshanusoaia

dunitelaiatuazaulssuiunnAInua bl

Y v ¥

anusadalasanisiagludvataundasening
v A Y] A v a ] N o =
AnetewisetpsigasunanIsiduiinnanis
Maunsunledgymdsanunsaleoedslalu
Tassnsealule srudemnufianelalunasiu
LWAAILARINNANISABUNAUNIBINNNIS
Usgiliunavingnasiuieglduselesiann
lAsIn1snaenIudingIsInNineduy 9

= P a

FaagunaINnITfnuInguiuas

Av A o v ) av X v Aaa a
NUAFYNNYIVINUNUITRUFL NN Wa
warainansznumamIuasavadasinisiag
a v O v o Py
nUadetudesaunsanunukasianala s
ATUANAIN A1UIUUTEUI LaZAIULIAN
wannillasanisneasimisessianeainemiu
Py " & P a a =~ g v

waawsdunislugsiausnistdldauaiunsa
SwadenuAiugnal AsdunssuIuialng
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AINANILNYIVBINUNITULBINSNYINTN
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Lusch (2008) n&1731 gshavngsnalugsia
a d‘ a k4 U a ¥
U3N1s Ngsnalinineinsarglugsialuaiig
AuAldugnAldinazsidugsiandndusn
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usn1susedaunvigludiuwdldninensi
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MBUAUDIAIINABINITVDINAT UALTINATIS
AuAugnALianaliinnuianelagegn
(Vargo et al., 2020) Wuf® LUUDINITOUNUIN
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FungyuesgInIneasstunstielvigna1ussg
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as1atnuin 81A13 Negende seNvinaus
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AUsENaUNTS (Fagns wernssadad, 2557)
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(Operand Resources) LY unswen sidu
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nszurunsduEiunsiieliAanad e
(Vargo and Lusch, 2008)

2. w%’wmnsﬁﬁalﬁﬁmmﬁw (Operant
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U dl o a d‘ 1 Y a
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AUANLS (Knowledge)

AIUNITUIMITIANTG (Management)
AuYinweuUURANIS (Functional Skills)
AUNITINNITTINAENS (Strategic Management)
AURUIMT (Executive)

AUTINYEN19Y197U (Working Skills)
PUN1TRAaN (Marketing)

aumndugiin (Leaderships)

Y

AUANUTIUYVBIYAAINT (Staffs' Expertise)

o

AUNITNYINS (Resources)
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Y [
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- AUIAN
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laendeaaruuiagidu (Non - Random
Sample) 1899 nuAasUisuaulasenas
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! 4‘ an' v
A1ANARIALARDUNYOUTH
WAavuls (0.05 %59 5%)
ATNIATEIUYBITEAUATINY

\FosTu (95% Wi 1.96)



21sasusIsgsnvlazAalmaas sr1suinaanuun

UA 10 aUUA 1 wns1AU - DQuibu 2565

WNUALAREAILUS I UENNNS

0.40 (1 - 0.60) (1.96)
(0.50)?
368.79

>
1l

v v
v A U 1

Femil msfnwadiifvundieds
Liddounin 369 faeene HIdelIsnsdukuY
LANI£L91299 (Purposive Sampling) AU ;:\Tﬁ
Aerdesiunmsuimslasssneaiisluniald
waranunsafiusIuTndeyaanngudieggla

Y19%UA 398 F29819

\A509LaNIElUN1TITY
A A A = v
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d' a [3 v aa [ [ ] <@ 1 2/ X A £
A15199 3 N159AT1eRdadendaudunusiualiudiaveslasanisneasicluiunniala
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Abstract

The purpose of this research was (1) To study the importance of experience economy,
satisfaction, relationship management, expectation, and loyalty, (2) To examine the interstitial
factors of satisfaction that transfer the influence of experience economy to loyalty under
variable degree of relationship management and expectations, and (3) To investigate the
influence of satisfaction on loyalty when directed by expectations and relationship
management. The sample group was 500 tourists, both Thais and foreigners in 5 regions of
Thailand, namely the North, the Central, the East, the Northeast, and the South. This study

was a quantitative research. The tools were questionnaires. Data were analyzed by using
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descriptive statistics to find percentages, mean, and standard deviation. Inferential statistics

were used to analyze correlation by ADANCO structural equation and PROCESS analysis
program for research model.

The results showed that the overall of all factors had a moderate average to a high
level, respectively, were relationship management, expectations, satisfaction, experience
economy, and loyalty. The intermediary factor of satisfaction that transferred the influence of
experience economy to loyalty, it was found that experience economy had an indirect
influence on loyalty and the influence of satisfaction on loyalty when directed by
expectations. Besides, managing relationships found that the expectation of tourists was
significant. However, the governance coefficient of relationship management was insignificant.
This showed that in the overall governance the interaction of expectations with satisfaction
has a higher effect on loyalty. But while the co-management of relationship satisfaction had
no effect on loyalty. Nevertheless, tourism entrepreneurs should create attractive attractions
that are challenging. There are activities and unique identities of tourist attractions to motivate

tourists to come back for more. Ultimately, it leads to loyalty in destination attraction.

Keywords: Experience Economy, Satisfaction, Relationship Management, Expectation, Loyalty
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wsiangveiun aidyaviesdu TausITy

'
o A

VIYUYU AU LFR9T IS IRman suag

&

(% (% L4

Tusruadidudndnuaivesiosduuay
Usginand ieatuayulidnrieaiioalin
ArTug TS entuUseiule Su
BN INAIMUAYNAUIUNEIDE11AY?
31UA98U89 Chen, Huang, & Petrick (2016,
pp. 142-147) NU1AIUUIFIAAYDILNES
ﬂaQLﬁsaﬁqwmwmwwLﬂ'mﬁuﬁwamwru

1 =

Feuindernuiisnelavesfuilounaziluy

Yadeiifidnsnanenuiisnelanazaiusing
YoIguLgau (Lim, Gong, Wong, Ng, Hong,
Jia, & Tan. (2019, pp. 1-6); Murphy, Moscardo,
Benckendorff, & Pearce (2011, pp. 302-310)

Hagtugsiavieadivadnilngjsislasy
NANSTNUAINAISUNSTLTUIAYBILATA-19
UINTNITAINAINVDINIASY Lﬁammmms

WWITEUINVDWTBIITA 819 UINTNITIIULAUY
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N1 U190nUTELNA UIATNITHIULAY
MadheenuLT/ U mTe Sadennsnns
Flnanudiviondior wnsniseenanidenali
Unvieafiealdunidannisiiuniuasnisass
Woaind1e o Aulsewsy i igddiula-diu
Geliifsnelavifimsmsgldsunansenu vh
Tsusumieninunsels lnegusznaunns
flan1mAsedRi U19518919UUNSUATTE
Alddnenasuiauliln desiadulaginng
ANLHUTINT (NS¥n529n15vpaLisauas i,
2564) d@awaiinlininauuIeAuIns1elanse
UNFIELAANITANNY FIURRUTENBUNITTD
Fudnaureauiduiuglduinisdesas
e msurskralidnuiugnAtulguInng
towas inliiAna1insaiviayuldluiign
n15usznaunisldifulumunanuninnad
Avuald dudunauiannuinsnisnisiiu
JEULMNNNEIANVDITFUIALNY (NBAUATHFNA
N15v8Tied, 2568) AAEAIUNITTANIT
Auduiusveatnveufistanas msisunas
vioadiendnlvgUnfanis unfewneidsua
falaihnnsnstemdeiususssn (suna 3
1TAUNT, 2563)

(%
YY)

At UlBUI8VDINIASTURIUTENA

1 7|

Inedugidiula-drudsdesdinnsatvayu

&

1AsINIUseas9fangsy nsvieadelmduly
ANUANUABINSVRIUNVID MR UAs U UAS
naeALIal tneAsaiun1susulseaniui
' a Y a '
yawngIvaten1sminmIu vy Auwlan
PIDAS19ORANBALANIZ AT AINULANFHII91N

WAAIVIDILNBILNIDY o tiead1suszviula

Widugddiuiiedtesfiugnainnssunisg

a

! PN 14 =) v aaa
Vel memangukuunseladeniisnsneg
sanisainanuianelalviuinvionien
VeNFAUINITIAUANAVDIUNAWI DT

Uaneynannuspmesestinviesiedely
Saqus:=aJAn1sddy

1. AnwANd Ay ve AT YN AL
Usgaunisal Anufianeala n1sdmnas
AUFUNUS AIUAIARTILaEANUANA
IuLma'wiaaLﬁa’gﬂawmwmmgmuawm
Unvieadien

2. Wiofnwdadudunaisvesniny
fanelafidenendninaveiasugialds
‘Ui%ﬂ‘uﬂ’]iiﬁﬂﬁﬂ’l’mﬁﬂaﬂ’lﬁﬂﬁﬁE)‘L!I“U'iSﬁ"U
FHULUII9N158AN1TAUFURUS LAy
pueavTsvestinvieadien

3. Anwidnswanufianalanise

AMUANAEBYNAITUAIYAIUAIANTY Lag

ASIANISANUFLRUS NI en

voulvavaJnN1sdVy

nsiveaaitvouwn 4 d1u Ao (1)
Fruidonn dadumsfnulssfiuasugings
Usvaunisaifiansivestnriendios arufis
NaladdNTNan1sAIAUIINYDIAIUAIANRIS
Larn1eanIsANduTuSvestnviaien
Aoamusnilulrasiondisavatenns (2) s
Usenns fe dnvieadisaiasnilneuazn
AaUsEmanduvesfiorlulsemelnglud
W.A. 2563-2564 (3) ANULIAT AD LADUNEIEY

W.A. 2563 DINULNYU W.A. 2564 kay (4) AU
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& oA oa o .:4' a
NUN AB LLVIaﬂVI@ﬂLV]EJ']V!ﬂTJi%LﬂVlIu 5 .Qll.ﬂ']ﬂ

99UsTmAlNe

NISNUNJUJSStUNSSY

nguindnildluided o nquiaw
HanalamuuuiAnaeos Shelly (1975) 1Ju
nquifiindeanuidnvesuyudiiunis
UduiusnieneniniaznisSuitaunin
U3N13 MNUARAAINIANNIAUIN LU AINEY
ANYA wazaulielalununinuinig
gouiAnAuiianela udanuITeves Tiko &
Winston (2021, pp. 1833-1843) a3U31AMAN
Uin1s A8nsnadendtuiianela dien1s
WIBUWEUAMULANAI9N1TTUSAIAMAIN
UIN3TeninamaUseleviaInudn et/ usns
LarAUAIANTIVRIEIYUTNIT (Churchill, &
Surprenant, 1982) 41u37899¢ Candra &
Juliani (2018, pp. 125-132) WUI1AITHU N3

[ o

waladuegiunisiuiamninuInisiazau

' o
(% LYY a

AMTUS Aeilu nquauiianalaeiurglain

[

fAuUsiingates Ae AINAIANTS N155U3

'
o

ANAMUINITIINYTEAUNMTAILEAMANTUS

1. iAsugnaBeszaunisal
(Experience Economic)

ULV Gilovich, Kumar and Jampol
(2015, pp. 152-165) aguirUszaunisal 1lu
wuadslunisiuindeu sugialuiiignse
Haﬂuﬁééﬂﬁﬁaﬂd? ‘Experience Economy’
WALy UNBIVBY Pine and Gilmore (1999) nan
Jgsiadesadredeaiduniunsedaliiu

]

Y a

HuslaAuaziUasumI unsIsntinaterdu

Y

a o ¢ ~ o a L <y
Na@ﬂm%gULLU‘UMUQWLﬁﬂﬂ'}q Jsgaunsad

warn13i3eus (Ritchie et al, 2003) 1MuiTy
Y83 Hung, et al,, (2019, pp. 43-52) laagui
AuA1USEAUNIS0Nl 4 dRTdanasiongfinssy
AduRIlandvuNL By ugn Ao (1) 04
HARBULNUIINNITAINU HUTLAATAIUSEN
AuAualdTeuaziauiiuinsiailiun
wagianela (2) Gfnsusnisndude duslae
Useriulalunisusnisndenuduiing (3) 48
= A ~ ~ ' °
quUNIENIN anunvieunigadianuraulayin
nsdnneunaiy wae (4) TRANUaUNauIUYIe
AuduLia i lisEnmdamauauduaiiy
478 (Hosany and Witham, 2010, pp. 351-
364) IRAuAUTEAUN TldNRRaNgANTTY
6’5 1 al < a
ANuAdtaIugUnIEAIN Aududelunis
USNITHALAIUAUNAUIUNAIHAFABAINUNS
wola wiliAnanouwnunIsasuliiinanszny
1 a o o U v} 1 d'
pgiltpdAguestinviaaiisn (Bonn et al. ,

2007, pp. 345-354)

2. AnuNanala (satisfaction)

IMuUAn®I1v99 Shelli (1995, p. 9)
asuanufianeladueuddnita 2 wuuves
UYBE A AIUTANNIIUINEAZAINIANNS
au mmiﬁﬂiumamm"f]ummiﬁﬂﬁl,ﬁmmﬂ
Uszaunisaiiiointuudasilifinanuddn
au1ela warAIINay nIeANIANNIIUIN
Mudulesn ssiusvnevresaufionela sy
WUIAAUBY Akama and Kieti (2003, pp. 73-81)
fidnu 5 fu Ao (1) Al @ eraniidede
(3) M3mavaues (4) Anudeiulingda uax
(5) nstenlald nsidelusfnnuin A

No1av9dNYID U NLIAINANIINSTIADANUANA

VDIUNNDUNYT LALAINANIDDUADANUNNA
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yoatnvieiisalagniunisoaiouve
Tnvieaifien (Wang et al.,, 2009, pp. 397-406);
@dwgn 191304, 2564, n1i1 88) faens
WIeuigusenInemnuaIan TN uKNand el
nydusn AndnduaniinuA1desniiniy
memia gnindesazidnlinela nadifiaes i

a v 4 v ¥ 1 Ve

I
nanduaduluaiuaanis anAdensdannela

Y Y

= v Y a o ¢ A

n3dlanying WandaeianIfiA1Ands gnan
douazdanuszvivlandefianeloidusgiads
wagaziinisuendaliiuynnalnadaliuily
UINNg

3) AUAIARIN (Expectation)

1398984 Bartol and Matin (1991)
1Ana128999 ¥ A11UAINNITIAILLUIAN YD
Vroom (1964) Usznausig 3 sULuU Ag (1)
nsUfTAeuAngeuliiuluaiuaiiy
aaniudaleniafiaznsyindsiuladnsa
funndeaiiisla (2) nsnsziirenadnsiiu
nsfiyaraaianislidamin daminnsesin
nAnssutuudrazldnadniunnuedluniedia
w3alil uay (3) AuAvosmaansiunua1an
NaYDININTITIARLAY ARG TILARIWAANTTL
tfu Tnearuaaniadusuusiiundeunis
Fansenuduiudtnvesieauaziiunds
AuNanela (Rufin. Medina, & Rey, 2011,
pp. 2185-2202) A31uA1anTadudunuinig
vegsvesinvieaiier saududufinuas
MAHATDINITNOUAUDINI O LN UAUDIVDY
Waaviofigaalenig (Driver, & Knopf,

(1977, pp. 169-193)

4) N15IANITANUFUNUS

(Relationship Management)

a 4

amwmwgﬂwﬁméammaqaﬂw
sasibiminnisudsduegrmiga il
AUsENOUNTSABIadeAuduiussEnIng
qﬂﬁwﬁuaqﬁmﬂﬁumﬁq@ (Baran, Zerres,
and Zerres, 2018, Online) #alad1Agyueinis

IANITAMUFTUNUSADIVNA283A AN AN

waa Yssaunligdudaiiuge laldiie

9

'
calal

NaUSEleYUYBIRULEY LRAAANENNUSTALAY
et N1359AN19ANFURUSITUNAgA
Snwkazn1stRUSNIIAIENISIANS
AU USIENIN98eAN1TAUgNAT (Berry,
2002, p. 59-77) duRusAuLuIAnY9e Sigala
(2005, pp. 391-413); Armstrong (2004); Richard,
Thirkell & Huff (2007, pp. 927-945) @5y
nsasrwazsnwanuduiusidunisueu
AuAwazATanelagaaaungndn Litols
Wulumuainuaiands (Chi, & Qu, 2008, pp.
624-636) AuNanelatidnsnaldsuinme

| a [

AMUANAYDIGNATUNUINAATYFDTINT A
auuRgud 1

H1: anufisnelaiduiladofidenen
anSnaveuATugadaUsraunsallugaiy
fnfneliteulvszduiifunlsvosnsdanis

ANMUFUNUS LA ANNAIAN TV NVID LAY

5) AUANA (Loyalty)

amanwalvarenindugnveiniy
e mmﬁmLLazmmUisﬁU%ﬁé’mﬁLﬁ'mﬁ’u
an1uiiiiduganuisatenie (Crompton,
1979, pp. 406-424) NIYIN1TIIUIUNINGS

AUl lUNANWULZDIASINYDINUNAI8NS
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AruANINUa189N19 mszidunIsiandaanis
93AAIX3 ANUYsEIIUlA aAflazAINARYNg
& = ' Ao A % )

p15unIyARanSoNguAUNdaNAgITaeiY
) = P
INONIDANIUNUU 9 (Saravanan and Sopna,
2015, pp. 2-3); Rahimi and Gunlu (2016, pp.
89-112) 39889 Kim Thanh, Vinh, & Tuan
(2020) MUsFTIAIUAIANTT AMAINITTUIVEY
v} 1 d‘ = a U o 6 a
Jnvisaedkazanuianaladnnudunusid
YINAUANUANA LA8ANUANAVDINNTIDTE
U5¥NaUnIg 3 WuIN19 As (1) N1SAAUUN
7199918797 (2) NMSHULILaTUaNAD kay (3)
fauiulasneuindu (Bigne, Mattila, and
Andreu, 2008, pp. 303-315; Chen and Chen,
2010; Hawkins and Mothersbaugh, 2010) 614
AUUAFIUN 2

H2: Uad8AunanauaImInuianalad
018997 dNENAVOUATYFAATIUTTAUNIT
luganudnanielaeuleseauiduudsves

N159ANNSANUAUNUS WAL ANUAIAN IS
S:IUYUDEIVY

UsEynsuasngunlagi

Uszuns Ae dnvioaiianiennalng
LazyasUsEmantiusraunisaiviendion
wnnan 1 ade Tud we. 2563 9laingau
$1urn nqusedns fie gnéndisluszaunisal
vioaflen Tnsinusives Tabachnick & Fidell
(2007) T98ms1d1UvDIIUIUAIBES (n) U
91U 5, 10, 20 WNUDId1WIUFILUTUIRTIA
Uszneufuinaaivues Hair et al, (2010) 7
Arualildruinnieg19581Ing 15-20

f7981968 1 WIS1TLNDSAIUN Jackson (2003)

LYY

LAUBINIATIEIUTIUIUNANAIDE 1A UAILYS

v
v Aaa v

FunnAswinnu 10 windull Teeddedisuwls

Va v = =

WInsin 50 AIwUs HIdedvdenldinme 10
WiveeilUsuInsin naudieg1s 311U 500
Au WeliinAueiuwazgnfes lnednass
dneveanudndiundusieginig laeAnden
v 1 vadg v & ¢ v ¥ A
Areg19nAuandanldduinusidaidl Ae
& val = 1 ' -
Wugneedivszaunisallunisvieaiien
1NN 1 AT

A0 B LlUNMSIVE A UUERUANI

wUsoany 4 ddu fall

gaudl 1 deyavnluvesdnrioaiien
oA e 818 @A §1TN STAUNIIANY
Uszwafiinuende dovd $aunSiwesns
TH3ms wgsaiunliuing Ussamvesunas
Vieufle ansaumailasunasunasioniioai
N Ldeu

daudl 2 FuUsurasIuIu 5 du (1)
WsugRagaUszaunisal (2) anufianela (3)
AMUAIANIT (4) NTIANITAMUAUNUS Lag
(5) audnilunrasioafisratenis ey
maUanslanuuransfneu tilowmaaas
(Mean) Avdautdealuuunsgiu (Standard
Deviation: 5.0) warATENUSEANS AN
wUsUTU (Coefficient of Variation)

daufl 3 AnwdvinanisAunalsves
mmﬁqwﬂfﬂﬁmmammé’uﬁuﬁ‘ﬂjaaLﬂwgﬁaa
Besvaunsalluganudndluundsyionilen
Janeng

daudl 4 Anwndvswamsifuaiudia

wolalugaudnaluundioaneivarenis
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AU 8AINUAIANITILAZAISIANTS
ANMUAUNUS

N3¥UIUNTIATIENUYANENFIIN

1ASUBUUADUANUNAUAWLLAITAIT

1. A5I9ABUANNANY TIUATIINN AL
Yaataya Mildeyavinniegiieingnouliy
LimouasunundeyaagmeseAlafemnoy

a Y v 1

NnIAATIERlnAALe S1teyaanvae

£ 9

A5z Rda1duUssanSAudunUsfing
0.10 iesnnadlaneuindeniu wiaiun
0.50 il naslanszaresnden azsanue
syl

2. mmaauammwm’%mﬁaﬁw SEM
software s ADANCO (Henseler, 2017) Ta g
frsanfinuiissnsaduniounazaiy
Fioansadesnun

3. AATIERAILUUNITAINUYDINIT
funans (moderated mediation model) A3¢
1Usunsu PROCESS macro (Hayes, 2022) lag

NAFDUALLAFIULANZAIULUUNITANULALH?

'
[

LUUNISATAUAITAUNANRNNFUUTZENT

121N

6 v v

n153tAsIgdauaniglusunsy

RV

1 E

PROCESS macro usiagfosulastayalagnis

SIUAIALLUUYBIAITIAVINLAALH I U T
1Y) P av o ¥
AININT 3 NTBUVBINANITIVENLANINEFU
GGG

[

1deldnsldaaugunINLATe9ile

e

wuady 2 syey gl

SreEl 1 N1INTIVADUANNINLATOID

v

noun15d1539331 FIdeusuldimalinaueu

a

a ¥ =) a1
LBu931nns Y sELTeuiesU (Common-

method bias) LagAULUTUIIUINNITIIY
(Common-method variance) #1uALUZ U
Y89 Podsakoff et al., (2003) Taalginaua
Multicollinearity 1ilafiasaunadu IR Uiy
sEndnedauUsnadnsiusuusdu Tasns
W91901A1 VIF 8A1 3.442-3.637 (VIF dalal
Ay 10) Feeglutasiivousuldinduysdasy
lufiauduiusiuniuinugiaes Allison
(1999, p. 142) {A3eleMInTIvaeULnTin
idietlostuanuldudswiomurainaiou
TuN15IAY0IN1TNBULUUABUAIUVDINGY
Fregns nieuataAALTismsietoves
wuunageulasfifidervigaisuenidug
f915001 S 5 ViU NUIAIAIUTIEIRTS
Faflen (Validity) Tnesau 5 §1u iy
0.836 waziuuvasuaulunaaedldiungy
UnveadieteisilnenazenisisUssmnais
Uszaunisalviewiisaninnin 1ade 7idl
AuauURAgIMuiuNguAI9E19 91U 30 AU
wazIannudedeld (Reliability) fiAnvinfu
0.78

SpeEd 2 mimmaammmwméaaﬁa
Ao Usnguadsdl

ALIBen ST aniiow (convergent
validity) ¥84t 03 alasuainn15d1513339
Usgnounigdkusuea fe (1) 1Asugiads
Usgaun1sal AVE = 0.572 Dijkstra-Henseler's
rho= 0. 844 Joreskog's rho= 0. 850 Cronbach's
alpha = 0.851 mﬁfmﬁﬂﬂﬁaagjiwdwﬂiw
0.78-0.63 (2) avaiitanela AVE = 0.752 Dijkstra-
Henseler's rho= 0.964 Joreskog's rho= 0.868

Cronbach's alpha = 0. 863 mﬁmﬁﬂf]ﬁ]ﬁaag
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5¥1119%79 0.85-0.64 (3) ANUAIANTY AVE =
0.566 Dijkstra-Henseler's rho= 0. 873 Joreskog's
rho= 0. 876 Cronbach's alpha = 0.816 A1
niiniladuegseninagag 0.82-0.78 (@) N3
TAN15AINUFTUNUS AVE = 0.566 Dijkstra-
Henseler's rho= 0.846 Jéreskog's rho= 0.859
Cronbach's alpha = 0.842 ﬁﬂﬁmﬁfﬂﬁﬁﬁaag
5¥NI9Y 0.81-0.65 haz (5) ANUANA AVE =
0.524 Dijkstra-Henseler's rho= 0.846 Joreskog's
rho= 0.853 Cronbach's alpha = 0.780 A

Uadeoe 551119929 0.86-0.61 AWIUNMIATIVEDY

1% £%
1 o Y Y

Al mindadey (Loading) dwsudidianndail
AnduUSIUUININANIT 0.50 warildedAay
@@ (p < 0.01) daudiwindadefisnia
suflunsineon waneiunasindanuiiemss
(Fornell & Larcker, 1981) 11957a  whiagiade
A111508 I3 09511v0nulE R Saudeiinay
Wemsuaziiauieiioldgs

ANALOULDBIINNTS M SELT8UITI AU
(common method bias: CMB) HAN15ILASILH
CMB lagTaa18n15330bduUNIIny
(multicollinearity) (Kock, 2015) Uiﬂﬂgmaﬁ\‘iﬁﬁa
VIF 983 ExprECON= 3.442, VIF U89 TrsSAT =
3.590 VIF 499 DsLYLT=3.489, VIF 989 TrEXPCT=
3.528, VIF 499 TRM= 3.637 fatiu a1 VIF aglu
\neust 3-4 Meusuld (Pan and Jackson, 2008)
1a33n3 slulfidamn CVB fadu waainnas
Jpeimufisinsadaniiou nansiassi
PTIENRS AT MUN LasNaNTIATIZA CMB
ayuladnuesindaauninnsmune 3.442-
3.637

nsusIvTINdaya

AIveiuTIUTIdayaanuagund
franuvdaunteaulal lneUssauauNy
AfATeTIunIsviendisn Ae d1dneunis
Vieadisanasimvesusazsmialulssndlne
LaraNIALENTUSTaTiBIsIuIU 5 A Ao
Aawile n1ANane AARLTUBEN A1A

[ 17

nriveanidsunianazaials weaiiudeya

Ya o

nnguAIegranginie §Idelads
wuvaeunueaulak1u Google Form 113U
1000 A waglAsuLUUABUAINNAUNT 567 YA
Aeufiguisu 2564 Aanuuasuniy il
AuyIiaanIIUIU 67 YA ANNTORUUABUNTY
LQW’]%ﬁﬂNgiﬂj 500 n waztfurunaiiognad
Wigawe (Marsh et al., 1998; Ava Snuwl

wazUszande wauum, 2562, i 181-188)

nsATIEidaya

Anneideyaltaiiidamssauiion
Aforay Aade uazdrudesuuunsgIu
AAs1giiaufisnsudaniounaraiiy
Fiesnsudasuunlaeldlusunsy ADANCO
(Henseler, 2017) hag3tAS1¢% moderated
mediation analysis A281Usknsy PROCESS

macro (Hayes, 2022) Faseluil

asuwanisddu

dauil 1 dayanaly

9 ! - ! [ a

Unvieuigrdrulngiduinangq
fewar 61 01gnszrelulndiAsaiuluynngs

91y eniIuggeengiidadiutiouniingudu du

9 9

3 1% 1

e ugassauadaaindgdanunimlan laed

v Y

dadiuausaudifoesay 70 dulvgjendn
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a A 1 a

dasy Ais 1NN I/EIANT Tewar 56.4 uay

[ [y

Wuornntnaunindguazniaensusiniuds

3 P v 14

Jewaz 32 nguiian Astniew/dnAnwiusg

Y

= a o ! b4
bNBYUDIYITU Inefidndiulseanaiovay 56

o ~

Unviesiendnlng wasduiimsfnwaeudng

A o &

= = ) a = °
fn A a']lﬁ‘ﬂﬂjiﬂﬂ‘l‘ﬂ'ﬂﬂi%@UﬂﬁﬁJﬁyﬂﬁsLLagﬁn

=

nUSees TwudulsSevaz 94 uazildeyna
Inendudlue Sewaz 79.56 AmERu
UM OUNYININT D ULNREIVI DI 87

YangNUTenNULIA/SISUV IR aZNITINYNT

a

Wudaulng Seeavr73.40 s09a3u1 Ao 139

o s

Taussw/seiRmans/A0TInvasnguyRug/

q

N3V NENTIGUANLAZNITHIY Y Tnedl

13 A3/ 090 Ao 4-6 A5/ RHATRINTS
Vieudien fe fossinney sewwn fe deanis
yensuazUszaumsallu 9 Weaiisenag
T¥FUnULDILAZATOUATY YNNG Taiinns

o

vieafigr9rnUssya/dununfinuagaruds
Uszaumsaivieailedl sadafeamsiiousia
Finvosyuvuriauioaludnduilndidvaiu
Yovay 13 fs 15 Teya/asaumaiilézunousn
Viam,ﬁsnmm?iqm Ao Website/Internet 58489
fio Wlow/anh uavuSEning

[

1 q' a 6 o
AUN 2 Nan1ATITRAINEALY (1)

o

ARSI AT UsTAUNISAl (2) Aufianela

(3) ANUAIAWIA (4) NMFIANTANUAUNUS LAy

° S da ' .:4' = A =, Lo A
PNUATIVIANTVIBUNIWNTIER AD Utz (5) AuinAluLaiANeIUaeN

ms']\‘iﬁ 1 L@AINaAT Mean, Standard Deviation, Coefficient of Variation

1. isughaauseaunisal (Experience Economy) Mean SD CV
1.1 U'ﬁgavmiﬂjﬂ%’;ﬁﬁ’ﬁﬂﬁ‘ﬁ’lwL%ﬂﬁﬂl’mi&ﬂﬂ‘ﬁu 3.67 077 0.21
1.2 amuﬁviauﬁauﬁumia%ﬂaLLS&ﬁJ@@I@ﬁﬂﬁaaLﬁﬂa 370 08 0.22
1.3 ﬁmmﬂizﬁﬂﬂwﬂmsﬁag”lul,méwiauﬁmumﬁ 373 087 0.23
1.4 farudntudwiesileusisiifinudnuusuaniarnaouiiuisdu q 372 067 018

1.5 Uszaunisaivieaiiewinlvinvieufieddumunnisinauesinug/Jeyauinniiaudy 368 0.75  0.20

v

1.6 Juusvaunsaifiuenmiloniniatnsusy s iulaeduis 378 077 0.20
Aadesau (Total) 372 059 0.16
2. auawala (Satisfaction) Mean SD CV
2.1 farwguivusvaunsalluanuiiesdieauvsd 375 069 0.18
2.2 Usvaumsalanuvdwieaiisawdeiidunnninfianeamss 398 058 0.15
2.3 amaneUmevawisiiveunnuduaiiuresdmd 400 074 0.18
2.4 msyvieafiefidifunsdadulatignsies 389 0.77 0.20
2.5 a;mvrmaﬂmamaﬁﬂuamuﬁﬁﬁiuﬂm?jammmﬁumm%ﬁ 346 087 0.25
2.6 Madsumunamonisuiiinouausigauni 357 0.68 0.19
2.7. Tngsumudrduiianelafuuszaumsalfifntuluuaniondiouded 357 057 0.6

Aaagsau (Total) 374 0.47 0.13
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3. AUAIARIY (Expectation) Mean SD CV
3.1 F¥MINNSAUN1 Aeniviasldieunaievizedinuay 372 057 015
3.2 pIATRznUALLANALazNsAsuwasTinaulalunsidume 349 069 0.20
3.3 maniaieglddudatuiaussauvionaiuisiifienudung 344 075 022
3.4 unasvioafisauisiiiionssu/ Sausssufifiauuanswazihaule 343 081 023

3.5 panirinayldduiaiuanu? Wevviteanuddnmalse Simand/ Samsssy
U v 3.30 0.74 0.22

TUNUINITUIBNITHIYABUDENS

3.6 AAnIanaglnaeany s luaiunsaan 338 077 023

AaaesI (Total) 346 053 0.15

s

4. mssansanuduusvasiinvieadien (Tourist Relationship Management) (TRM) Mean SD CV

0.1 l§5udeyadiituiefuumasisniiegamneaemsi 356 073 0.20
4.2 uvawieafiganemsazuiluligmiuiislefunuguassavietam 349  0.65 0.19
4.3 mluudsieafiousisinesnsuiimnureuvienoumninvasdmida 353 059 017
4.4 YevneUaeynaisiifiass s nuagaaniia 353 0.60 0.17
4.5 emnememsiifunefaneuwmiluausnfivesdu 348 071 02

4.6. ﬁ;m‘mmmeEJ‘vnaLLﬁaﬁmmmLLﬁf]ﬁgWiﬁaEJNﬁﬂﬁsﬁw%mw 341 06 0.8
Auadesaa (Total) 3.50 049 0.14
5. AvusnAlusasviasfisauatevng (Destination Loyalty) Mean SD CV
5.1 fgwmwm&J‘vmLLm‘ﬁyLﬂuéhLﬁaﬂmﬂsiaiﬁiuamﬂm 3.65 072 0.20
5.2 %mim%amﬂLﬁmﬁqumwmwwLmeY”UQﬂﬂa?ﬁu 9 369 059 0.16

5.3 agliilUiBonvuanuiou q mnnsideuvuuamisaiioaeneidanuduldls 366 061 017

v

5.4. Buiwnieuditseluuimailunsdsuezfistutnefany 358 0.63 0.18
5.5 azuuzihviiieuaivvdoafvesdmduBeudil 350 054 0.15
5.6 fanudululdegannitesndusnluuvawisuiieausisonass 355 058 0.16
AnaAesI (Total) 361 042 0.12
a3197 1 wuinluawsiuyndaded wald wwsugnudelszaunisal wagauing
fhl,aﬁlsjﬁau%’ﬁqgjq 1AgLRNIEAIUAITIANIS Tuunasieuiisrvaenis danadesimatu
Anudutusvesinvieafioinazainuaians 374, 3.72 uaz 3.61 ungwuindalanniaiian
wuinflAedsifissssduUiunataintuy 3 CV (Coefficient of Variation) aq’luisﬁw‘h Ao

ANARYTIULYINAU 3.50 WAy 3.46 dIUAINUN UA15¥1I19 0.15 D9 0.23 FILAAIINAEIUY
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Lﬁmwummgm (Standard Deviation) if
Aoudred wandliifuindnieadionls
ﬂawmﬁwﬁ’mﬂszl,ﬁul,wdﬂﬁﬂﬁwa 9 A

@il 3 nansiaszidladedunans
anufiawelafidnevendvinaveuasugialde
Uszaumsalluganudng melditeuluszdu
fifuulsvein1sinnismnuduiusuaraing

Y

ANANTIVIUNVID Y

A37839n0UAIN NI NATYTANTY

| [

UZaUNITULADAIUANA LULAAIV D TE

Yanenstudiidededu o Nsuonluyinli

v

ANFUNUSLFIANAAATULATHFALTS

Uszaunisalluganudnidaiamseld Tng
Yadefivaus feo anufianela Tneflinue
fonsandedl

1. &raufeaneladudadodiidun
Foulostuiasugiaideszaunsallugainy
Analunnasvioniisrvaronieldade A
FuUsyAnsidumsendumaiy fo iasugia

a

a ¢ A ' Y] A A
WU EAUNIT L%am‘[mlﬂqmmmmmam

1. MSAATIZHALUY

Experience

Funi8nsnalae sy (Total Effect) 92609
anaslng 0 vIslulitdodAyy

2. d1dnsnalaesiuanas ualdlng 0
wildedAyLasBNSNan199auRATEFNY
LBIUITTAUNITUEINANTENUADAIUA AN
Auanela Leswgiagelssaunisallyg
mnufenelanazidouledlugamnudng gl
Woddny wansliiuinanuiaweladudady
Feulowaziifulsdu o idanumdenles
WFSENATIUTTAUNINdINaRaRUANA

Fedu lenrufianelafulade
funanauds Jadeanunnniuwaznisdans
ANuFuRusTU FuiusIauiu (Interaction,
Moderation) Auauianelanaiaziiuayinlin
thriesitenfimudniiutuniol

dadl 4 AnwdnSnamnufianelaiis

o w

fanuANg LilagnAiuslgAIUAAnTILAY

I
Y

ANSIANITANUFUNUS ALY N15ILATIZNI

wenidy 3 Junau sl

Destination loyalty:

economy;
ExprECON

{).358™*

DsLYLT
R2 =0.128

AT 1 MFIAFIENBNENALRETINVBRATHFAATIUTEAUN SN DAIUANA

Tuwvasvisanelvantenig

1NAINA 1 wulenswalanesiy
(Total Effect) ﬁﬁi’ﬁjﬂmﬂ (B = 0.358, p-value >

0.01) Ainilgenin 0.20 i liiAnasdednUadey

AuLATEgNATIUTEAUNTSaloalllaanive

= ' = o A o A v
gl ufe19agiidadedy 9 Myeulgadunig
YauATugiadeusraunsallugaiudnaly

wrasiaaeUanenise b Inlesuiy
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Towrist satisTaction;

TrsSAT
R2 = 0.267
0.518** 0.323**
Experience Destination loyalty:
economy; 0. 191** DsLYLT
ExprECON R2 = 0.201

ANH 2 NMTBATIETAUNIANUFURUGVOIATEIAATIUTTAUNTAILDNENAN 9N TIsBAUTINDL

LALANMUNIND L BNTNANINTIRDANUANA LULAAI B RLIUAEN

! v v 6

NN 2 HAMTIFINUINAUEUNUS

YBAUATHFNATIUTLAUNTUNTDNENAN1IN T

£ v

famuianala Inedduuse@nsiduniaunn

a

1gm Wiy 0.516 5938937 Aip AUNINelall

o,

a

a a 1 v A a o a
BNTNANINATIABAINUANNR Iﬂ&lllﬂlllj'i%ﬁﬁ/lﬁ

LAUNINAIATU 0.323 WagLATYTAILT

USTaUuN1TIBVBNaN 19N SINEANANA Lagdl
FuUseansidunie wiafu 0.191 anugAng
WIsEgRaUsTaUNISAIlBvENanI9deunanIY
fnd Feseurumufianels Tnefidudsyans

VEUNNaINAU 0.167 (0.516*0.323) Anuansu

Tourist Expectation;

TrEXPCT
Tourist Satisfaction; 0. 167** Tourist Relation
TrsSAT Management;
R*= 0 267 TRM
0.516%" 0.141™" -0.036™

Experience Destination Loyalty
Economy; — > DsLYLT

ExprECOM 0.253 R = 0.332

A 3 Kan1TIATIIEILULT 16 (Conceptual Diagram; Moderated Mediation)

Al 3 leunsniladeiiadudunans
mmﬁma%ﬁmawam%m%waeuaqLﬁwgﬁm%q
Uszaumsalluganudnd nudndvnsnanimse
Ay 0.141 (p-value < 0.01) tHuluanu
aruAIAnIeI1asdesddasedu q 9au

WweulgaiusygnageuszaunisaliuaIy

v a 1

fnduiu wazidlerfudunisiuiadunii
fanelaludanudng meanumanisasnig
Fan1saanuduius wudnduussansiduniad
toddynnidunng nanfe duuseantiduna
YauATugRadUsraunsallugainuiianela

HA1AILANLMIAU 0.516 (p-value < 0.01)
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a £ v

dudsgdnsidunisvasnnuianalaligaiy
AnA TAUIAU 0.141 (p-value < 0.01) anag
RNANAN fo 0323 FuUszdndidunisues
isugRadalszaunsallugauing dadu
Bndnan1emssliAyvindu 0.253 (p-value <

0.01) WuTuantiy 91nnInd 2 (B =0.191,

o w v

p-value <0.01) ApUNALUNTNAMUIAIAUAIU
AIUAINNTILAZNITIANITAUFURUS AU
dumeauiianelalugninudng

AIUU 21N1NNS 3 waneldLiun
\AsugRagaUsraun1sallllaliansnasionIu
v a | Y v o I I a a
fnfurninlatdn denusingiludidnsna
Tngsau luamd 1 (B = 0.358) mnuaiidade
o A a v = = N |
au 9 MAgtemsonIziinnuieuleteg

greanalmianasnsidudnsnalaesiuiian

<

gannTu ety anuianeladadudadendi

[y

a | Y = ° A =
UAINUYGDULTU I@EJ@JUV]U’W]EW@EUVI?J@JL%@@JIUQ

o

UadeamuLasugnafsuszaunisainualuig

walaysan1ssiuiu lnslanisnadnsves

a1

andnantamsedensiiangaunn (B = 0.253>

1Y '

0.20) wazivedfy daunanalimiuinazdana

ftadeAunansdudnuiy
dmsududsiduaiiufianelalyg

AUANA WUINAINUAIANTILBNTNATIN

(interaction) AuAuanela demansenune

AufnAgNitsd1AyNTEau (B=0.167, p-

]
a

value< 0.01) WAluvaEANISIILBNTNANUYD

A15IANISANNEURUSAUAINUTaNDlAdINa

[

nsznuReANAnftesun waylifidedAy

(B= -0.036, p-value> 0.05) wanslifiuinly
AmsuTuALAIAnTIveaTnvie Lt
dvznamiuduniesauiisnelalugaiy
ANA WeN1sIRNIsANNFNRLSTUTBnEnaniu
dumaiientiull ureonaiivswasunziouly
Wity (Conditional Effect) nanade snswa
YaeaduNineladisemituing wie1q
wusidsulumudevlvuradoulavesnis
573U (Combination) 289A5E AU 9 (5N
Uunans g9) Yeeiindsiiu A Anuaanie
LAZNITIANITANFUNUS 138077 pick-a-

point analysis

2. N15ILATITHDNTNANITAINUAIY
ANANIILAZNITINNITAINFUNUS ULLEUNIS
= % v o
AMUNINDIINUAIUNNA
NN 3 WUINANUEANTN15AAU
v = 1 %) = b4
duniavesauiianelaludgaiudnanigle
ANAIANTY BEldudrAgy (B=0.167, p-
value< 0.01) WAFUUSEENTANTANNUAINUN
walalugairudnanieldnisdanas
AuduWuslulided A (B= -0.036, p-
value> 0.05) Wa@M431ATNTINAITIINAU/
UduiusrasniuaIanisiuanuianealadl
WAl UANFNAETY wiluvaein1ssiuiy

v 6

989n159ANNSANNFURUS AUANURINe e LTl
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Aa

A15199 2 dnsnamuiawelaniiseruing suaulvA1vesimkUsAIfuANNAIANIILaLANS

IANTAMUSUNUS
TrEXPECT TRM Effect se t p LLCI ULCl
i - i -1.0294 00339 00617 05493  0.583 -0.0873 0.1551
(;1;’1 - Junang -0.016 0.0675 -0.2378 0.8121 -0.1486 0.1165
i - a9 1.0294 0.041 00891 -0.4603 06455 -02161  0.134
unang i -1.0294 0191 00653 2921 00036 00625 03193
Junang Jaunany 0.3431 0.141  0.0509  2.7673  0.0059  0.0409 0.241
Yunang g 1.0294 0.116  0.069 168  0.0936 -0.0197 0.2516
g W -1.0294 0348 00855  4.0693 0.0001 0.1799 0.5159
a9 drunane 0.3431 0298  0.0566 5.2608 0.0000 0.1867 0.4092
a9 a9 1.0294 0273 00646 4.2288 0.0000 0.1462 0.3998

A15199 2 nudndenituatands
safufuAaNianela w sEAuAMNAIANIS
5AUUIUNANIAUAIAN TS walum i
N3InN1TALELRUSDNATATA ¢ arudINE
nsENURBAIUANALULAEIfY tngaglasy
NANSEMULNNTY 9 L@Jammmmmqmmméﬁ
oy Wensdnnisaudusitusiianla 9 (#
Urunand g9) uimuaianiilaigedeazdang
NITNURDANUANALTULAEINU

PNANTNT 2 WEAIBVE WA S LY
Hulunuideulurvessaudsinfuiaes fe
ANUAIAWIILAENITINNITANTUNUS S 0 L

o w

NANTITENUINS A A aANUAIARTIEIA

JrunansneilaAas ﬁquiunmzﬁuﬁwamﬁ

Y

D

TANITAMUEUNUS Mu18AIUINLUITNUN

Uaneneveduna winaignagaiunsniunig

a LY

TAN15ANNFUNUS9E19ls 919 SEAULINUTD

@A v L

syautaulfieala dnSnanteeeaunilvdedneay

>
[%

dl v a1 = =
NN WemnuAaniadla1uiunatsduluauns
A laedA18vEnan1egeusenIng 0.0599-

0.1796 LAZAIBNTNANIIBBNALFWINIDNS

IANISANUFUNUS AW IazANUAIANTITAN

drunaniiags nanme Weanumanisilau

'
o

nang effect=0.0985 wagiile TRM danduasy

P~

ANUAIANITINAES effect=0.1796 ABNTNA

Y

[
IS a v o W

Vadeums 2 4 Al TYEAeY WAATIIAIUNS
woladudlasefisndu wWeinisdeules
irswgRadeUszaunsalgamdng usiileti
ANUAIAIIS LATNNTIANITALAUNUSUITIN
Ufduiudenendy daavinlvidninaniadoui
HupufiswelandlitedAyed uazaziiang
dlomnumands fiAunanadiaga Yuzinas
Sansemuduiusiasuazidiofiansanenis

AYIUAIN I

N153LATIABNSNaN1IToU

BNTNANIIOOUVBILATYTAALT
Uszaunsalluganusdng fianudnidudosinu
Hadeduse Teflenzdviwanuveansugia
Lﬁ?jaﬂizaumimmlﬂdmmﬁﬂawhffu mAfILUS

Aunanedalidanswany Fenanlmiulaannua

Df«d
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s

Usgaunisallugainuiianala Auusedns
umnsvesanuianalaludnnudnalueend

HodAty wansinmnuianelalpesiundutlade

v a I

SAUNAINANTENUADANUNNG WALLDIINAY

o w 1

= 1 [ a

fanelalugaudnfazgniiiuaieadiy
ANATIALAENNTIANITANUAUNUS T9Tdnsna
MIeumUduMIATYgAITUEAaUNsallug

Anudianela wazidouleslugaiuing Faden

waztiadAMIUNaNIIIAY A9 NsUfauRUS
LUINANMUNINDTAAUAINUAIANTY WAy
SEMINANUNINDLINUNIFIANITAIUFUNUS
P - | a a P P aaA =~

FAsunIdnsNan19eauedeiiteuly Ao ANy
ASNANNEIUAY (combination) VBISEAUAT (AN
U1uNang g9) veenuAInniuarn1sIanig

ANUALNUS

A15199 3 anSnan1edeuATughalsUsraunsaliuauien aladaudnfgniniumieainy
ANARTILAENITIANITAUEUAUS
TrEXPCT TRM Effect BootSE BootLLCI BootULCI

#1 -0.8662 i -1.0294 0.0175 0.0414 -0.0645 0.098
#n -0.8662 drunans  0.3431 -0.0083 0.0346 -0.0746 0.0617
B -0.8662 8 1.0294 -0.0212 0.047 -0.1128 0.0722
Uunand i -1.0294 0.0985 0.0482 0.004 0.1905
U1unane 00726 Uiunane  0.3431 0.0728 0.0292 0.0189 0.1334
Uhunans 0.0726 &9 1.0294 0.0599 0.0373 -0.0126 0.135
81 1.0115 A -1.0294 0.1796 0.0597 0.0595 0.2934
8910115 Jrwnans 0.3431 0.1538 0.034 0.0893 0.2226
8910115 8 1.0294 0.1409 0.0349 0.0776 0.2154

YNINUAMUAINNIILALANTIANIT
ANUFURUSTU Y U9 BIANUNIND LAY
duMaAsEgNATsUTEaUNIIal Auianela

Tganusing lagiiansanain Indices of partial

moderated mediation (AN51971 4) NUIBNSWA
V998U VBLATENATIUTTAUNTUNTNARD
ANUANA LAV BNAgIUa18919 TR DUHY

ANUNINDLA

A137°97 4 AYTURINITAUNAIY/AAUUISEIU (Indices of partial moderated mediation)

Index BootSE BootLLCl BootULCI
TrEXPCT 0.0863 0.0191 0.0483 0.1239
TRM -0.0188 0.0300 -0.0789 0.0403

dl = o L
PNATNN 4 ﬂ’]’]ﬂJW\‘iW@Iﬁ]Qﬂﬂ’]ﬂUIﬂEJ

ANUAIANTY LIBNISIANITAIUANNUS (RN

pick-a-point A7 LuA1A1 wIeUIUNaT U8

IS4

49) Wiy nilnansenuedelidedfey diu
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IANITANUAUNUS 119AIUANANTIAIT (AL
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AT BvEnavesU duNuS wandlviiuing
HELRNNZANUAIANIINL B NS NaN 199 UBE N4
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a a IS

WAL LA DNTNALYOULYININTU ANUAIVBDIAINY
ANAVIITLNLYY @IUNITIANITAIUEUNUS b
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a < . . 1 5 [}

UHanIzNULUURN (pick-a-point) MU AIATN

7 4 dan i 5 sialuil

Effect of tourist satisfafion on destination loyalty with low level of tourist expectation at

various level of TRM

-0.2

-0.6

Destination loyalty

e TFEXPCT low TRM lOW == TrEXPCT low TRM medium

0.4 —

H

Tourist satisfaction

TrEXPCT low TRM high

AN 4 BVSnaveIP LRI lavesinviewNeINdneANUANR MelATEAUTBIAINNAINNIIVDY

Unviaadiglusedusng 9 (g9 nana én)
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NN 4 azuiule o Waulunaanu
ANANIITAIALAZNNTIANITANUFUNUST AN
Wiemnuitanela dengauauagszauuiunand
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Effect of tourist satisfaction on destination loyalty with medium level of tourist expectation

at varius levels of TRM
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Destination loyalty
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e TTEXPCT medium TRM low

TrEXPCT medium TRM high
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AN 5 BVSnavesruianelavesinviswneINinennuing MelAseaureInINUAINRIIveY
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Effect of tourist satisfaction on destination loyalty with high level of tourist expectation at

various levels of TRM
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Tourist satisfaction

e TTEXPCT high TRM low e TrEXPCT high TRM medium
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Abstract

Thesis on “Strategic management for tourism business survival under the COVID-19
crisis of the elephant park in Mae Taeng District, Chiang Mai Province, Thailand.” The main
objectives of this research was 1. Study the income situation of the elephant park business in
Mae Taeng District, Chiang Mai Province under the COVID-19 situation. 2. To study and analyze
the adaptation strategies of elephant park businesses under the COVID-19 situation and
analyze the similarities and differences of large and small businesses. This research was
conducted using a qualitative research method that consisted of an in-depth interview, a
Structured Interview Form, and a field note by the contributor proprietary information and
employees of the elephant park in Mae Taeng District Chiang Mai Province. The researcher
used simple random sampling by lottery method, which specified quotas for 2 small elephant
parks and 2 large elephant parks out of a total of 8 elephants.

The results showed that the COVID-19 epidemic crisis affects the income of the
elephant park business in Mae Taeng District, Chiang Mai Province. Studies have shown that
the spread of COVID-19 affects the tourism of Thailand foreign tourists cannot enter Thailand.
Due to the country's lockdown policy in which foreign tourists are considered a key factor in
generating the main income for the elephant parks in Mae Taeng District, Chiang Mai Province
and when categorizing the elephant park businesses into large and small, it was found that
the average income of large elephant park businesses before the COVID-19 situation and
during the COVID-19 situation. The average income rate decreased by 99.87%. The average

income of the small elephant park business before the COVID-19 situation and during the
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COVID-19 situation the average income rate decreased by 97.06%. Compared between the
large elephant park business and the small elephant park business, the average income
declined equally high. And the adjustment strategy of the elephant park business in Mae
Taeng District, Chiang Mai Province of the large elephant park businesses, the use of human
resource management strategy was the most important in management, followed by
marketing strategy, process strategy and prevention strategies for COVID-19 and financial
strategy and the strategy and prevention strategies for COVID-19 were the most, followed by
financial strategy and marketing strategy and human resource management strategy. The large

elephant park businesses focus on using the human resource management, the overall

average was at good (X = 4.12), while the small elephant park businesses focus on the use of
process strategy and prevention strategies for COVID-19 as a result as the small elephant park
business in Mae Taeng District, Chiang Mai Province under the COVID-19, the overall average
was at good (X = 3.60) Other strategies are at a similar level.

This thesis shows characteristics of choosing and using strategies for managing 5 areas
of elephant park business with the same and different selection characteristics according to
the size of the elephant park. It is important to choose the right one for the operating
characteristics of each size. The results of the study will benefit elephant park operators in

studying ways to cope with the current COVID-19 crisis.

Keywords: Strategic Management, Adaptation Strategy, Travel Business, COVID-19

Introduction especially for elephant food that requires a

large budget each day. Usually, food for

Due to the impact of the COVID-19 elephants each day is frequented by

virus occurring in the world above as . . )
E tourists. Has eaten fruit or snacks in

mentioned above. Its like a set zero addition to the main food, such as grass or

business related to tourism. With the .
corn plants and now there is not enough

current situation of the COVID-19 epidemic food to meet the needs of the elephants,

't affects many aspects and many people, Because elephants eat about 140-270 kg

not just people, are affected. Elephants are oer day per 1 rope. COVID-19 Crisis that

among the most severely affected by the

COVID-19 outbreak. COVID-19 is affecting

spread throughout thus affecting the

income of the elephant park that will

the elephant park lack of various factors orovide food for the elephants for many
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months. Causing the elephant park to bear
the cost both mahouts, food costs, and
elephant medicine costs have affected
elephant care. This made researcher
interested in studying the situation of the
elephant park business in Mae Taeng
District, Chiang Mai Province and to study
and analyze the adaptation strategies of
elephant park businesses under the COVID-
19 situation and to analyze the similarities
and differences of large and small
businesses because it is considered one of
the famous tourism business in Chiang Mai
and is a business that can generate income
for Mae Taeng District. In order to use the
results of the study as a guideline
suggestion for tourism business operators in
Thailand to use in the adjustment of

tourism business in the future.

Objectives of the Study

1. To investicate the income
situation of the elephant park business in
Mae Taeng District, Chiang Mai Province
under the COVID-19 situation.

2. To analyze the adaptation
strategies of elephant park businesses
under the COVID-19 situation and analyze
the similarities and differences of large and

small businesses.

Expected Results

1. The government sector can use
revenue analysis for each period of the
COVID-19 epidemic situation let's assess
the income of the business of the elephant
park tourism industry in Chiang Mai
Province. And also has a policy that can
bring help in various fields to entrepreneurs
to support their business in the future.

2. Tourism businesses especially
elephant parks can use research findings as
a guideline for managing strategies within
the organization to survive under the
COVID-19 situation. 3. Academics, students
and general interested persons can be
used as a basis for further research on

business knowledge about elephant parks.

Scope of Study

The scope of this thesis was aimed
at the elephant park in Mae Taeng District,
Chiang Mai Province, Thailand, divided into
2 large elephant park businesses and 2
small elephant park businesses. The study
was based on population observations
measuring instrument interview the owners
of each elephant park and continue to
conduct surveys to collect data from the
beginning of April 2021 to September 2021.
1. This thesis have conducted studies and

collected research data in each elephant
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park of Mae Taeng District, Chiang Mai
Province, Thailand. In which Chiang Mai
Province, Mae Taeng District is considered
the district with the most elephant parks
and many tourists come to visit the
elephant park in Mae Taeng District. 2.
Elephant Park in Mae Taeng District Chiang
Mai Province there are 8 elephant parks.
The researcher selected samples from the
elephant parks in Mae Taeng District,
Chiang Mai Province total of 8 elephant
parks. For this research the researcher
selected 4 elephant parks (2 elephant
parks with large businesses and 2 elephant
parks with small businesses). 3. Researcher
studied the income before and during

COVID-19 situation of the elephant park

The spread Revenue

of situation of
coronavirus
(COVIN-19)

elephant park

business in Mae

Taeng District

VI

Before During
the the
Covid-19 Covid-19

business in Mae Taeng District, Chiang Mai
Province under the COVID-19 situation. 4.
Researcher studied and analyze the
adaptation strategies of elephant park
businesses under the COVID-19 situation
and analyze the similarities and differences

of large and small businesses.

Limitation of the Study

1. The survey was conducted by in-
depth interviews. The advantage is that the
sample is the person who has the best
information on the subject the researcher
is studying or is most relevant to. 2.
Interviewees are owners and employees
working in the elephant park in Mae Taeng

District, Chiang Mai Province, Thailand.

Strategies for Adaptation of the
Elephant Park Business in Mae Taeng

District Chiang Mai Province

- Financial Strategy

- Marketing Strategy

- Human Resource Management
— Strategy

- Process Strategy

- Prevention strategies for COVID-19

Business Size
- Big
- Small

Figure 1 Conceptual Framework
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RESEACH METHODOLOGY

Locale of the Study

The local of the study is each
elephant park in Mae Taeng District, Chiang
Mai, Thailand. This thesis have conducted
studies and collected research data in each
elephant park of Mae Taeng District, Chiang

Mai Province, Thailand.

Population and Sampling Procedures

There are 2 stages of operation: 1) to
study the income situation of the elephant
park business in Mae Taeng District; and 2) to
study the adaptation strategy of the elephant
park business in Mae Taeng District, Chiang
Mai by studying the business of 2 large
elephant parks and studying the business of
2 small elephant parks as follows: Researcher
finds and collects information about
elephant park business in Mae Taeng District,
Chiang Mai and do the following: 1. The
researcher made a letter requesting
permission to conduct the research to the
managers of each elephant park in Mae
Taeng District, Chiang Mai to request
assistance to interview information. 2. The
following non-participant observations were
performed: 2.1) Observational instruments
include observation forms, cameras, audio
recorders and interview form 2.2) Carry out
observation within the area of each elephant

park, they are classified into large elephant

parks, as follows; 1) Mae Taeng Elephant Park
and 2) Mae Taman Elephant Park and small
elephant park businesses, namely 2)
Boonlert Elephant Park and 2) Panda
Elephant Park by site visit observation and
field survey at elephant camp. The
researchers recorded their observations to
determine who is involved in the service and
is an in-depth interview with service providers
in the next step 3. In-depth interviews with
service providers the details are as follows:
3.1 Provider in-depth interview tools include:
1) Unstructured interview form explore
information about the income situation of
the elephant park business before and during
the COVID-19 situation and to explore the
adaptation strategy of the elephant park
business in Mae Taeng District, Chiang Mai in
various fields such as financial strategy
marketing  strategy, Human  Resource
Management Strategy, Process Strategy and
prevention strategy for COVID-19. 2) Tape
Recorder and Camera 3.2 Interview location
each elephant park in Mae Taeng District,
Chiang Mai 3.3 Determination of the number
of samples of each type of elephant park: 1)
Large elephant park business Determine the
number of samples with a specific sampling
technique with 5 interviewees as follows: -
Elephant Park owner, head of marketing,
head of finance, head of human resources

and head of general management. 2) Small
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elephant park business Determine the
number of samples with a specific sampling
technique with 3 interviewees as follows: -
Owner and relatives 3.4 Service Provider
Interview Process The researcher introduce
and Explain the objectives, benefits,
procedures, and duration of research data
collection which the researcher has
respected the rights privacy confidentiality of
all informants along with the right to accept
and reject this interview during the interview.
The provider can terminate the interview at
any time they wish. Without affecting the
image of the elephant park in any way the
presentation of the interview results with the
researcher will only present an overview of
the results. 3.5. Interview the situation and
adaptation strategies of the elephant park
business in Mae Taeng District, Chiang Mai
Province under the covid-19 situation
according to an unstructured interview. The
total time spent in interviews is 30-40
minutes per person. 4. The researcher
gathered the interview logs. Take the tape

verbatim and used it to analyze the content

Measurement of Variables

Use interview questions and
participant ~ observations, participatory
observations were used for field recordings
to record details from conversations,
interviews, and observations throughout the

study and other tools including mnemonic

devices such as voice recorders, cameras,
notebooks, maps, etc. The researcher chose
to use a combination or mixed purposeful
sampling, i.e. Critical case sampling and
purposeful random sampling. The researcher
explained the meaning of the 5 strategies in
the in-depth questionnaire for interview. And
there are 5 levels in the rating scale according
to Likert, which can be answered according
to the opinions of the elephant camp owners
and  their employees towards the
management of various strategies. Which has
the weight of the scores in descending order,
ie., the most, the most, the medium, the

least, and the least.

Excellent was given a score of 5
Good was given a score of 4
Fair was given a score of 3
Poor was given a score of 2

No opinion was given a score of 1

Interpretation Criteria for Data Analysis

Interpretation  considerations by
calculating the mean based on the scoring
criteria by using the formula for calculating

the spatial width as follows:

Range =  Highest Score - Lowest Score

Number of levels

I
o
oo
S
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From the above consideration criteria,
the meaning in the question on opinion of
elephant park administrators on  various
strategies important to the adjustment of the
business under the COVID-19 situation as
follows:

421-500 mean The highest level of
opinion

341-420 mean The high level of
opinion

261-340 mean The moderate level of
opinion

1.81-260 mean The low level of
opinion

1.00-1.80 mean The lowest level of

opinion

Research Instrument

Used Interviewing questions and
participatory  observation  participatory
observation was used for field notes to
note details from discussions, interviews
and observations throughout the study.
And other tools, including mnemonic
devices such as voice recorders, cameras,

notepads, maps, etc.

Data Gathering

Data collection in the study was
used to collect data from in-depth
interviews and observation. In which to
collect interview data, go through the

following steps; Collection of secondary

data - Study concepts, theories and
research work related to tourism. Concept
of business management under the
circumstances of COVID-19. - Collect
information on the general condition of the
study area. Collection of primary
information from the interview - Use an In
depth interview with the sample group
from elephant park operator in Mae Taeng
District Chiang Mai Province, Thailand. (Four
elephant parks)

Analysis and Results for
Qualitative Research

The researcher used a survey of
Strategic Management for the Survival of
Tourism Business During COVID-19 Crisis of
Elephant Park in Mae Taeng District, Chiang
Mai, Thailand., an in-depth Interview were
conducted, the interviewing with Key
Informants who are knowledgeable or have
information on the subject, the researcher
is studying best or most relevant. Pre-assign
specific respondents the Semi-Structured
Interview is a type of interview that is used
for interviews that take place between
structured interviews and unstructured
interviews. The interview will consist of a
series of open-ended questions. To allow
the interviewees to provide useful
information and express their opinions as
well as suggest management guidelines for

the most appropriate and feasible in
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practice. So, the interview form for this kind
of interview, Therefore, there is often no
definite pattern. Instead, it is characterized
by a combination of question structure and
pre-set questions. This semi-structured
interviewing is commonly used in
qualitative research that requires flexibility
in the data collection questions. While
maintaining the content that covers the

study issues in their entirety.

Research Findings

Case Study of Mae Taeng
Elephant Park

Annual income (Estimated income)

The researcher asked about the
elephant park name and estimated annual
income also asked about strategies in
various fields in the adjustment of the
elephant park business under the COVID-19

situation.

Mae Taeng Elephant Park
350

300

250 I
260

200

150

100

50

0

2016 2017 2018

1,000,000 Baht

Before the Covid-19 situation

Figure 2 Maetaeng Elephant Park annual

income before the COVID-19 situation

Maetaeng Elephant Park has annual
income before the COVID-19 situation
(Estimated income) in year 2016 estimated
income about 264,000,000 baht, in year
2017 estimated income about 260,000,000
baht, in year 2018 estimated income about
300,000,000 baht. Average 3 years income
equal to 274,666,667 baht.

Mae Taeng Elephant Park
3
25

2 I
2.05
15
1
05
0

2019 2020 2021

100,000 Baht

During the Covid-19 situation

Figure 3 Maetaeng Elephant Park annual

income during the COVID-19 situation

And annual income during the
Covid-19 situation (Estimated income) in
the year 2019 estimated income about
250,000 baht, in the year 2020 estimated
income about 205,000 baht, and in the year
2021 estimated income about 230,000
baht. Average 3 years’ income equal to

228,333 baht
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Table 1 Opinion of Maetaeng Elephant Park administrators on various strategies important to

the adjustment of the business under the COVID-19 situation

Opinion of elephant park administrators on various Comment level X Interpret

strategies important to the adjustment of the business 5 4 3 2 1

under the COVID-19 situation.

1. Financial Strategy 3 2 3.60 Good

2. Marketing Strategy 1 2 2 3.80 Good

3. Human Resource Management Strategy 3 2 4.60  Excellent

4. Process Strategy 3 2 4.60  Excellent

5. Prevention Strategies for COVID-19 1 2 2 3.80 Good
Total 4.08 Good

From table 1, it was found that
opinion of Maetaeng Elephant Park
administrators  on  various  strategies
important to the adjustment of the

business under the COVID-19 situation, the
overall average was at the level of good (X
= 4.08) were human resource management
strategy and process strategy at the level
of excellent with an average (X) 4.60,
followed by marketing strategy and
prevention strategies for COVID-19 at a
level of good (X) with an average (X) 3.80

and financial strategy is at good level with

average (X) 3.60

A case study of the Mae Taman
Elephant Park

Annual income (Estimated income)

The researcher asks about the
elephant park name and estimated annual
income also asked about strategies in
various fields in the adjustment of the
elephant park business under the COVID-19

situation.

Mae Taman Elephant Park
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Figure 4 Maetaman Elephant Park annual

income before the COVID-19 situation

Maetaman Elephant Park has
annual income before the COVID-19

situation (estimated income) in year 2016
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estimated income about 12,000,000 baht,
in year 2017 estimated income about
11,400,000 baht, in year 2018 estimated
income about 7,200,000 baht. Average 3
years income equal to 10,200,000 baht.

Mae Taman Elephant Park
25

2

15 Is
1

1

100,000 Baht

0.5

0
2019 2020 2021

During the Covid-19 situation

Figure 5 Maetaman Elephant Park annual

income during the COVID-19 situation

And annual income during the
Covid-19 situation (Estimated income) in
the year 2019 estimated income about
120,000 Baht, in the year 2020 estimated
income about 150,000 baht, and in the
Year 2021 estimated income about 180,000
baht. Average 3 years income equal to

150,000 baht.

Table 2 Opinion of Maetaman Elephant Park administrators on various strategies important to

the adjustment of the business under the COVID-19 situation

Opinion of elephant park administrators on various Comment level X Interpret
strategies important to the adjustment of the business 5 4 3 2 1

under the COVID-19 situation.

1. Financial Strategy 3 2 3.60 Good
2. Marketing Strategy 2 3 4.40  Excellent
3. Human Resource Management Strategy 3 2 4.60  Excellent
4. Process Strategy 3 2 360 Good
5. Prevention Strategies for COVID-19 3 2 4.60  Excellent

Total

416  Good

From table 2, it was found that
opinion of Maetaman Elephant Park
administrators  on  various  strategies
important to the adjustment of the
business under the COVID-19 situation, the
overall average was at the level of good (X

= 4.16). The human resource management

strategy and prevention strategies for
COVID-19 were rated excellent with an
average (X) 4.60, followed by marketing
strategy at excellent (X) with an average
(X) 4.40, followed by financial strategy and
process strategy are at good level with

mean (X) 3.60
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A case study of the Boonlert income about 6,000,000 baht, in year 2017
Elephant Park estimated income about 6,200,000 baht, in

Annual income (Estimated income) year 2018 estimated income about 6,300,000

The researcher asked about the baht. Average 3 years income equal to
elephant park name and estimated annual 6,166,667 baht.

income also asked about strategies in

Boonlert Elephant Park

various fields in the adjustment of the .

elephant park business under the COVID-19 o 2
£ 25
situation. ; 4 ]L
S 15
8 1
0.5
Boonlert Elephant Park

0
6.5 2019 2020 2021
6.4
6.3 During the Covid-19 situation
62 J
2

1,000,000 Baht
a

Figure 7 Boonlert elephant park annual

5.6 income during the COVID-19 situation

2016 2017 2018

Before the Covid-19 situation
And annual income during the Covid-

Figure 6 Boonlert elephant park annual 19 situation (Estimated income) in the year

income before the COVID-19 situation 2019 estimated income about 100,000 Baht,

in the year 2020 estimated income about

Boonlert Elephant Park has annual 190,000 baht, and in the year 2021 estimated
income  before  the  COVID-19  situation income about 250,000 baht. The average 3
(Estimated income) in year 2016 estimated years income is 180,000 bah

Table 3 Opinion of Boonlert Elephant Park administrators on various strategies important to

the adjustment of the business under the COVID-19 situation

Opinion of elephant park administrators on Comment level X Interpret

various strategies important to the adjustmentof 5 4 3 2 1

the business under the COVID-19 situation.

1. Financial Strategy 3 4.00 Good
2. Marketing Strategy 2 1 3.67 Good
3. Human Resource Management Strategy 1 1 1 3.00 Fair

4. Process Strategy 2 1 3.67 Good
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Opinion of elephant park administrators on Comment level X Interpret

various strategies important to the adjustmentof 5 4 3 2 1

the business under the COVID-19 situation.

5. Prevention Strategies for COVID-19 1 2 4.33  Excellent
Total 3.73 Good

From table 3, it was found that
opinion of Boonlert Elephant Park
administrators ~ on  various  strategies
important to the adjustment of the business
under the COVID-19 situation, the overall
average was at the level of good (X = 3.73).
The prevention strategies for COVID-19 were
at the excellent level with an average (X)
4.33, followed by the financial strategy at the
good level with an average (X) 4.00, followed
by the marketing strategy and the process
strategy at the good level. Average (X) 3.67,

followed by human resource management

strategy at fair level with mean (X 3.00)

Case Study of Panda Elephant Park

Annual income (Estimated income)

The researcher asks about the
elephant park name and estimated annual
income also asked about strategies in various
fields in the adjustment of the elephant park
business under the COVID-19 situation.

Panda Elephant Park
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Figure 8 Panda elephant park annual

incomes before the COVID-19 situation

Panda Elephant Park has annual
income before the COVID-19 situation
(Estimated income) in year 2016 estimated
income about 8,000,000 baht, in year 2017
estimated income about 8,600,000 baht, in
year 2018 estimated income about
7,000,000 baht. Average 3 years income
equal to 7,866,667 baht.

Panda Elephant Park
3
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Figure 9 Panda elephant park annual

income during the COVID-19 situation
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And annual income during the
COVID-19 situation (Estimated income) in
the year 2019 estimated income about

250,000 Baht, in the year 2020 estimated

income about 200,000 baht, and in the year
2021 estimated income about 250,000
baht. Average 3 years income equals

233,333 baht.

Table 4 Opinion of Panda Elephant Park administrators on various strategies important to

the adjustment of the business under the COVID-19 situation

Opinion of elephant park administrators on Comment level X Interpret

various strategies important to the adjustmentof 5 4 3 2 1

the business under the COVID-19 situation.

1. Financial Strategy 1 2 3.33 Fair

2. Marketing Strategy 2 1 2.67 Fair

3. Human Resource Management Strategy 3 4.00 Good

4. Process Strategy 2 1 3.67 Good

5. Prevention Strategies for COVID-19 2 1 3.67 Good
Total 3.47 Good

From table 4, it was found that
opinion of Panda  Elephant  Park
administrators ~ on  various  strategies
important to the adjustment of the business
under the COVID-19 situation, the overall
average was at the level of good (X = 3.47),
First is human resource management
strategy at good level with average (X) 4.00,
followed by process strategy and
prevention strategies for COVID-19 at good
level with average (X) 3.67, followed by
financial strategy at fair level, the mean (X)

3.33, followed by the process strategy at the

fair level, has an average (X) 2.67

A study of income of elephant
park businesses in Mae Taeng District,
Chiang Mai Province

The researcher has defined the
business categorization as large businesses

and small businesses are as follows:

Large business type means
Elephant Park in Mae Taeng District, Chiang
Mai Province Those with income before the
situation of COVID-19 more than 10,000,000
baht are Mae Taeng Elephant Park and Mae
Taman Elephant Park
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Large business

Average income
before the COVID-
19 situation (Baht)

Average income Average Revenue
during the COVID-  Decrease (Baht)
19 situation (Baht)

The average
income rate
decreased by

percentage.
1. Mae Taeng Elephant Park 274,666,667 228,333 274,438,334 99.92
2. Mae Taman Elephant Park 10,200,000 150,000 10,050,000 98.53
Average income of a large elephant park 142,433,333 189,166.50 142,244,167 99.87

business

Figure 10 Average income of large elephant park business in Mae Taeng District, Chiang Mai

From Figure 10 the average income
of large elephant park businesses before
the COVID-19 situation was 142,433,333
baht, the average income of large elephant
park businesses during the COVID-19
situation was 189,166.50 baht, the average
income decreased by 142,244,167 baht,

thought is a 99.87% decrease in average
income.

Small business type means
elephant park with income less than
10,000,000 baht before the COVID-19
situation, namely Boonlert Elephant Park

and Panda Elephant Park.

Average income
before the COVID-
19 situation (Baht)

Small business

Average income Average Revenue
during the COVID-  Decrease (Baht)
19 situation (Baht)

The average
income rate
decreased by

percentage.
1. Boonlert Elephant Park 6,166,667 180,000 5,986,667 97.08
2. Panda Elephant Park 7,866,667 233,333 7,633,334 97.03
Average income of a small elephant park 7,016,667 206,666.50 6,810,000.50 97.06
business

Figure 11 Average income of small elephant park business in Mae Taeng District, Chiang Mai

From Figure 11 the average income
of small elephant park businesses before
the COVID-19 situation was 7,016,667 baht,
the average income of small elephant park
businesses during the COVID-19 situation
was 206,666.50 baht, the average income
decreased by 6,810,000.50 baht, thought It
was the average income that decreased by

97.06 percent.

Strategic study of elephant park
business in Mae Taeng District, Chiang
Mai Province

From the study of strategy
implementation under the COVID-19
situation of elephant parks in Mae Taeng
District, Chiang Mai Province by asking from
the owner of the business managers and
related persons have the results of the

study as follows:
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Large business type

Table 8 Strategies of large-scale elephant parks business in Mae Taeng District, Chiang Mai

Province under the situation of COVID-19

Opinion of elephant park administrators on Mae Taeng Mae Taeng X Interpret

various strategies important to the adjustment  Elephant Elephant

of the business under the COVID- 19 situation Park Park

1. Financial Strategy 3.60 3.60 3.60 Good

2. Marketing Strategy 3.80 4.40 4.10 Good

3. Human Resource Management Strategy 4.60 4.60 4.60 Excellent

4. Process Strategy 4.60 3.60 4.10 Good

5. Prevention Strategies for COVID-19 3.80 4.60 4.20 Good
Total 4.08 4.16 4.12 Good

From table 8, From the strategy table
of the large elephant park business in Mae
Taeng District, Chiang Mai Province under the
COVID-19, the overall average was at good (X
= 4.12). The first one is human resource

management strategy at excellent level with

average (X) 4.60, followed by prevention

Small business type

strategies for COVID-19 at good level with

average (X) 4.20, followed by marketing
strategy and process strategy. At the good

level, there is an average (X) 4.10, followed

by financial strategy at the good level, with

an average (X) 3.60

Table 9 Strategies of small -scale elephant parks business in Mae Taeng District, Chiang Mai

Province under the situation of COVID-19

Opinion of elephant park administrators on Boonlert  Panda X Interpret

various strategies important to the adjustment Elephan  Elephant

of the business under the COVID- 19 situation t Park Park

1. Financial Strategy 4.00 3.33 3.67 Good

2. Marketing Strategy 3.67 2.67 3.17 Fair

3. Human Resource Management Strategy 3.00 4.00 3.50 Good

4. Process Strategy 3.67 3.67 3.67 Good

5. Prevention Strategies for COVID-19 4.33 3.67 4.00 Good
Total 3.73 3.47 3.60 Good
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From table 8, From the strategy
table of the small elephant park business
in Mae Taeng District, Chiang Mai Province
under the COVID-19, the overall average
was at good (X = 3.60). The first one is
prevention strategies for COVID-19 is at
good level with average (X) 4.00, followed
by financial strategy and process strategy at
good level with average (X) 3.67, followed
by human resource management strategy.
At the good level, it has an average (X)
3.50, followed by marketing strategy at a

good level with an average (X) 3.17

Summary Implication and

Recommendation

A study the strategic management
for the survival of tourism business during
COVID-19 crisis of elephant park in Mae
Taeng District, Chiang Mai Province,
Thailand has the following research
objectives: 1. Investigate income situation
of the elephant park business in Mae Taeng
District, Chiang Mai Province under the
COVID-19  situation. 2. Analyze the
adaptation strategies of elephant park
businesses under the COVID-19 situation
and analyze the similarities and differences
of large and small businesses. Starting from
qualitative research which was created
from the study of concepts, theories from

documents and research related to both

Thai and foreign languages. and then define
measurable operational definitions. Then
create an open-ended questionnaire and
check the quality of the questionnaire to
allow the interviewees to provide useful
information and express their opinions as
well as suggesting management guidelines
to be most appropriate and feasible in
practice  using the  semi-structured
interview, this is an interview format that is
based on a structured and unstructured
interview to help complete more research.
From data analysis the researcher can
summarize the research results as follows:
1. COVID-19 epidemic crisis affects the
income of the elephant park business in
Mae Taeng District, Chiang Mai Province.
Studies have shown that the spread of
COVID-19 affect the tourism of Thailand,
foreign tourists cannot enter Thailand. Due
to the country's lockdown policy the
foreign tourists are important to generate
the main income for the elephant parks in
Mae Taeng District, Chiang Mai Province.
And when categorizing the elephant park
businesses into large and small, it was
found that the average income of large
elephant park businesses before the
COVID-19 situation and during the COVID-
19 situation, the average income rate
decreased by 99.87%. The average income

of the small elephant park business before
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the COVID-19 situation and during the
COVID-19 situation the median income
dropped 97.06 percent. Compared to large
elephant parks and small elephant parks,
the average income drop was equally high.
2. Adaptation strategy of elephant park
business in Mae Taeng District, Chiang Mai
Province of the large-scale elephant park
businesses, the use of human resource
management strategy was the most
important in management, followed by
marketing strategy, process strategy and
prevention strategies for COVID-19 and
financial strategy. Strategy and prevention
strategies for COVID-19 were the most,
followed by financial strategy and
marketing strategy and human resource
management strategy. In  which the
elephant park business is large, it focuses
on the use of the human resource
management strategy. While the small
elephant park business uses the process
strategy and prevention strategies for
COVID-19 was the most important in
management. And use the marketing
strategy, financial strategy, human resource
management strategy and process strategy
are equally active. Therefore, it can be
concluded that COVID-19 epidemic crisis
the income of the elephant park business
in Mae Taeng District, Chiang Mai Province.

Both large and small were greatly reduced.

Therefore, each elephant park has adapted
by using 5 strategic principles, namely
financial ~ strategy, marketing strategy,
human resource management strategy,
process strategy and prevention strategies
for COVID-19 in order to survive. Both large
and small elephant park businesses use all
5 strategies to manage the elephant park
business to mitigate the impact and be
able to continue to work in the current

crisis of the COVID-19 situation.

Implication

From the results of the study, it was
found that managing prevention strategies
for COVID-19 in large and small elephant
park, there is something similar in most of
elephant parks agree on maintaining the
image of the venue in cleaning up the
elephant show area including various areas
within the elephant park area including the
service of employees that must be more
stringent. The situation after the lockdown
is relieved operators expect more tourists
to visit and think that standard tourist
screening methods should be used to
create a good image for customers to be
confident in their services by increasing the
cleaning process such as adding a spray of
disinfectant and alcohol-based hand
sanitizer.  This  service may cause
establishments to increase management

costs quite a bit. But it is a standard
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method of the Ministry of Public Health to
regularly inspect the orderliness of the
establishment. This is the part where
operators  have made the most
adjustments in order to maintain service
standards and to not Vviolate official
regulations. Reduce disputes and the risk of
business closure. This is consistent with the
results of the survey on the demand for
cross-provincial ~ tourism  among  Thai
people today in line with the research
results of Walaitip Kitkan (2020) Talking
about building confidence in using resort
hotels, a survey of people who travel
across the province for tourism, 83.96%
thought that the accommodation should
be cleaned and alcohol gel (Alcohol) to
wash hands at various points throughout
the hotel and have employees wear masks,
gloves, and have a cleanliness inspection
report for customers to be more confident
when staying, etc. And the elephant park
has a screening point measure body
temperature in the entrance area alcohol
hand gel is available at various points to
tourists and social distance.  Ask yourself
how your needs change some activities?
Can the service be modified to meet the
changing needs in each of these cases?
There is a limit on the number of tourists
per day. Instead, focus on providing

services to tourists online, such as selling

packages through the application by video
call with elephants and buyers what to buy
for elephants, how much money, transfer
money, then feed the purchased food to

the elephant, etc.

Recommendation

1. Government Agency

1.1 The government should
promote public relations at the local,
national  or  international  tourism
exhibitions, roadshow introducing tourist
attractions and also has a policy that can
bring help in various fields to entrepreneurs

to support their business in the future.

2. Elephant Parks

2.1 More travel media should be
created for public relations, especially on
the Internet as it is the main source of
information on tourism.

2.2 The elephant parks should
organize cultural tourism activities to create
and distribute income with the local
people. For example, there should be a
guide to take a historical tour in the village,
welcome dinner with local dishes. There
should also be a variety of local handicrafts
and souvenirs for tourists to practice and
buy, cause participation. This is to generate
income for the Elephant Park and local

people.
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2.3 Integrated marketing
communication strategies should be used
to promote elephant park tourism, such as
discounts on special tour packages and free

souvenirs.

Recommendation for future study

1. There should be an integrated
marketing communication  study to
promote cultural tourism.

2. There should be a comparative
study of the desirable image of the
elephant park between the opinions of
Thai tourists and foreigners to be able to
bring those opinions to improve and
develop continue to manage within the
elephant park.

3. Guidelines for  promoting
elephant park tourism under the situation

of COVID-19.
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Abstract

This study focuses on the influencing factors of the research objects of the tourism
destination image, and the location is positioned in Guilin. A questionnaire survey for people
who have been to and have never been to the Guilin, and conduct investigations and
evaluations through two aspects. On the one hand, the service and utility, design image,
sensory and psychological, content and artistic design of the internet tourism information
quality are conducted. On the other hand, Guilin's image survey and evaluation as a tourism
destination, including cognitive image and emotional image. Among them, the cognitive image
is mainly aimed at people who have not been to Guilin, while the emotional image includes
people who have been to Guilin and people who have not been to Guilin. Essence studies
have found that the results of the quality of tourism information on Guilin's tourism
information on cognitive image and perception image are significant, which proves the
relationship between Guilin's internet tourism information quality on cognitive image and
emotional image. At the same time, the cognitive image and emotional image show the
relationship between the data analysis results of Guilin's tourism destination. In addition, the
theoretical framework on the basis of the literature review and related concepts significantly
proves the correlation between the quality of Internet tourism information and the Terrace of
Guilin tourism. The results show that tourists form a cognitive image and an emotional image
of the tourist destination under the influence of the quality of Internet tourism information,
and thus have different levels of interest in the tourist destination. Finally, through this
research, it is found that there is still room for further research, that is, what is the relationship
between the cognitive image and the emotional image of the tourist destination, and which

of the two plays a dominant role.
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Introduction

China's tourism industry is in the
stage of rapid development of information,
which plays a strong role in promoting the
optimization of the overall economic
structure and economic development. In
addition,  the  industry  has  the
characteristics of green and environmental
protection, which can effectively use the
natural and cultural resources in different
regions, improve their use value and create
greater benefits. In particular, in the
background of the internet information age,
the internet platform and related
technologies can be effectively used to
publicize internet tourism destinations and
promote the rapid development of
tourism. Due to the rich content of modern
internet tourism news, including tourism
destination infrastructure, tourist hotels,
catering, social security, popular tourism
routes and other content. The positive or
negative information of tourism content
will greatly affect tourists' travel decisions
and behaviors. In addition, the expression
form of online tourism information includes
text, video, pictures and other rich and
comprehensive content, which directly

shapes the image of tourist destinations

through  new media communication
(ZhuRP, 2018). It can be seen that the
quality of internet tourism information has
a great impact on the image of tourist
destinations, which indirectly affects the
degree of recognition and selectivity of
tourists to tourist destinations. Therefore,
strengthening the relevant research of
Internet  tourism  information,  paying
attention to the guarantee of the quality of
Internet tourism information and promoting
the publicity of the image of tourism
destinations can well shape the image of
tourist destinations and provide strong

support for the development of tourism.

Background and rationale

China's tourism industry is in the
stage of high-speed information
development, which plays a strong role in
promoting the overall economic structure
optimization and economic development.
In  addition, the industry has the
characteristics of green environmental
protection, can effectively use natural and
cultural resources in different regions,
improve their use value, create greater
benefits. Especially in the background of

the Internet information age, Internet

platforms and related technologies can
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effectively publicize Internet tourism
destinations and promote the rapid
development of tourism. In this process,
the quality of online tourism information
has a great impact on the image of tourist
destinations, which indirectly affects the
degree of identity and selectivity of tourists
to tourist destinations. However, due to the
booming development of tourism in
various regions, the pressure of competition
between regions is increasing, especially
some major emergencies, which have a
great impact on tourism. For example, the
COVID-19 pandemic in 2019 had a huge
impact on tourism, causing even greater

economic losses. According to the statistics

of the National Tourism Administration, the
total revenue of tourism was 3.93 trillion
yuan in 2016, 5.97 trillion yuan and 5.72
trillion yuan in 2018, and it dropped to 2.23
trillion yuan in 2019 and 2020 due to the
impact of the epidemic. In 2021, the total
revenue of Tourism in China was 2.92
trillion yuan, as shown in Figure 1.
Therefore, it is necessary to strengthen
relevant research work and attach
importance to the quality of online tourism
information. The Internet not only ensures
the image of tourist destinations, but also
promotes publicity and provides strong

support for tourism development.

China tourism revenue from 2016 to 2021

5,72
512
4.56
3.93
293

2016 2017 2018

2.23
2019 2020 2021

= China tourism revenue from 2016 to 2021

Figure 1 Development status of China's tourism industry (unit: trillion RMB)

Data source: National Tourism Administration
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Objectives of the Study

The purpose of this study is as
follows :1) To strengthen the understanding
of relevant knowledge and improve the
application  ability. 2) Establish an
evaluation system for the impact of online
tourism information quality on the image of
tourist destinations. 3) Analyze the impact
of online tourism information quality on
tourist destination image, and put forward
corresponding strategies. In the research
process, frequency statistics were used to
obtain the basic characteristics of the
research objects, such as the basic
information of the questionnaire survey
objects, including age, occupation, cultural
level, whether they have been to Guilin
and other options for investigation. Then
descriptive analysis of Internet information
quality, cognitive image, perception image
of the sample. After that, factor analysis is
used to verify whether the model derived
from the theory is reasonable through
statistical analysis based on the specific
theoretical basis  and conceptual
framework. Finally, regression analysis is
used to further verify, and the final

conclusion is drawn.

Literature review

1. Contents of internet tourism
information quality

The Internet is an important part
for tourists, and in today's era of big data, it
can attract more tourists and increase
consumption at the same time (Kanamon
S, 2017). Information can be disseminated
through a variety of media, such as media,
to attract tourists’ attention and interest by
disseminating

information  to  target

audiences, thereby generating
consumption intentions (Korawan S, 2020).
In the era of big data, the dissemination of
information i the media is inseparable from
the Internet. Due to the wide audience, the
requirements for information quality are
higher. In earlier research, "information
quality" was synonymous with "data
quality."  Orr K believes that the
connotation of information quality is the
distance between the data view in the
information system and the same data in
the real world (Orr K, 2013). Through
research, Kahn B K pointed out that
information quality is reflected in the
degree of standardization and demand
satisfaction under certain circumstances,
standards and requirements (Kahn B K,

2016). According to Rowling's research, data

quality is the presentation of data, the
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manifestation of periodic values, the
expression  of  impact, and the
interpretation of characteristics (Rowling,
2016). Whether it is true, whether accurate,
whether there is a contradiction, whether
hairdressing is complete, whether the
whole is consistent and other issues
become the main factor. Therefore,
information quality is a hot issue of
domestic and foreign research, especially in
the information age and the Internet age,
more and more on information quality. In a
word, domestic and foreign experts and
scholars continue to enrich the research
process of information quality, from
focusing on "data" to focusing on "users",
and then focusing on "the integration of
data and users".

In a word, information quality is a
multi-dimensional concept of the system
with rich connotations. This research will
combine relevant psychological
knowledge, analyze it from the perspective
of industrial sustainable development and
competitiveness improvement, and
interpret it from the perspective of users.
The quality of information should meet the
needs of users to the greatest extent, and
reflect advantages in terms of content,
utility, value, form, and quantity. Therefore,

the quality of Internet tourism information

will be analyzed, which means that the

behavior of all objects generated by various
information and the entire tourism activity
can meet the needs of users, which will
reflect the characteristics of the tourism
destination to the greatest extent and give

full play to its greatest advantages.

2. The Theories of Tourism
Destination Image

Social exchange theory, which is
mainly derived from economic theory,
defines the interaction between people as
a rational mode of thinking in order to
maximize interests. Before the exchange
occurs, the public can get the optimal
solution based on the evaluation, and then
complete the exchange or in the process,
the public will measure the "gain and loss".
If the gain is greater than the loss, the
public will choose this behavior, otherwise
give up this behavior (Tom, 2020):
According to attitude theory, attitude
consists of three parts: cognition, emotion
and behavioral tendency. Therefore, it is
necessary to analyze the relationship
between these three parts and explain and
cognitive attitude. Emotions can both
mediate the conflict between cognition
and intention and promote their
integration, interacting with each other to
(Baloglu,  2006).

develop Tourism

destination  comprehensive  evaluation
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theory, which is based on the statistical law
of human value judgment and the
comparative method of human cognition.
Quality evaluation and comprehensive
evaluation of natural landscape beauty are
used for attribute evaluation (Joseph,
2017), According to gestalt psychology
theory, people's aesthetic perception has
basic requirements for overall harmony.
Based on this theory, the visual
communication rules of tourism destination
images are summarized as follows:
similarity  principle, proximity principle,
symmetry principle, continuity principle
and background law (Lim B, 2018). In
psychology, people's cognition is generated
by the systematic processing of information
by the human brain. If it is awake, it will
continue to process and process the
stimulating information of the external
environment (Kim, 2015). The "primordial-
induced" theory of tourism image is a basic
theory generated based on the internal
process of tourism image. This theory
emphasizes not only the generation of the
image, but also its change under the
influence (Gunn, 2006). Tourism destination
image measurement methods include the
introduction  analysis method, T-test
analysis method, cognitive map method,
cluster analysis method, material property

analysis method, Kelly Pin  method,

combination analysis, etc. (Pike, 2002). An
early destination was a subjective
impression held by an individual about a
place other than his habitual residence
(Hunt, 1971). Destination image is a multi-
dimensional potential variable composed
of rational and perceptual explanations,
including cognitive image and emotional
image (Martin and Bosque, 2008). All
people's  cognition,  impression  and
emotional expression of a particular
destination are destination images (Bigne,
2009).

This  study will analyze the
connotation  of tourism  from the
perspective of psychology, sociology,
marketing and behavioral geography. All
the factors that can affect and display the
image of a tourist destination will be an
integral part of the image of a tourist
destination, including subjective factors,
objective factors, formal influences and
intangible influences. But there are also
individual differences, which are influenced
by individual knowledge, qualities and
perspectives. In the current situation,

Internet information has a great impact on

information technology.
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Conceptual Framework

According to the theoretical
framework and literature review, the
research framework is established in
combination with the actual situation of
the research object. The specific steps are
as follows: First, the previous research is
evaluated, which is cited as the
construction of the conceptual framework,
and then the corresponding conceptual

background and hypothesis are proposed.

Then, proceed to the method overview.
The definition and research results of
relevant aspects of professionals are
divided. At the same time, the original
value of the paper should be analyzed,
mainly through a questionnaire survey. This
paper analyzes the relationship between
variables through theoretical research and
empirical test, and establishes a tourism
image measurement scale, as shown in

Figure 2.

Internet tourism
information Quality:

Cognitive image :

Image of tourism basic
condition;

Image of tourism attractions;
Social environment image.

H3

4 0000

Service and utility quality;
Design image quality;

Tourism destination

Sensory and psychological
experience quality;
Content quality:

Quality of art design.

R A " Emotional image:
Awakened — drowsy;

Pleasant — unpleasant;
Exciting — dull;

image:
Cognitive image;
Hé6 Emotional image.

v ‘ of

| Relaxing — painful.
\\

Figure 2 The Conceptual Framework

Research Methodology

The research will be carried out in
the mode of "finding problems - analyzing
impacts - proposing strategies". This
research is exploratory. The literature
acquisition  background was used to

determine the framework and objectives of

the study. Study relevant theories, analyze
and construct theoretical framework.
Through the measurement dimension and
index, measurement method, and the
measurement  dimension  of  tourism
Internet tourism information quality, this

paper analyzes the influence model of
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tourism Internet information on tourist
destination image, and draws the results

and conclusions.

1. Population and Samples

Population Confidence interval was
used for data analysis on the overall
sample, and questionnaires were issued to
Wechat and  Weibo  through the
questionnaire platform  to  obtain
information, so as to understand tourists'
evaluation of Internet tourism information
and their evaluation of cognitive pre-
Republican emotional image.

Sampling In the process of
systematic random sampling, the content

of cognitive image is more inclined to those

who have not been to Guilin, while the

content of emotional image is those who
have been to Guilin. Therefore, the survey
sample can be people who have been to
Guilin or people who have not been to
Guilin, regardless of occupation or age. The
content of the questionnaire includes the
basic information of the respondents, the
evaluation of the tourist destination on the
quality of Internet tourism information, and
the evaluation of the tourist destination on
Guilin as a tourist destination. It is expected
that 900 questionnaires will be randomly
selected. Considering the unknown factors
of the survey object, the confidence
interval is used to calculate the sample.
The calculation principle of p value and

confidence interval is shown in Figure 3.

Pr(cl<p<c2)=1-a

Sample size 1s 840;

A confidence interval:60%+5%=57%-63%:;

The confidence level 1s 95%;

Sampling error 1s 5%.

Figure 3 The confidence interval formula

2. Research Instrument
The questionnaire design  will
include three parts.

The first part is the basic

information of the respondents, including
nine items, such as gender, age, income,
occupation, education level, the average

annual number of tourists, net age, average
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daily online time, and access to tourism
information channels.

The second part is mainly about the
quality evaluation of Internet tourism
information in Guilin, which is divided into five
categories. The first category has service and
practical quality (including 5 items), and the
second category is design and image quality
(including 7 items). dimension, the third
category is sensory and psycholosgical
experience quality (includes 4 items), the
fourth category is content quality (includes 7
items), and the fifth category is art design
quality (include 1 item). A total of 23 items.
Among them, 1-20 items refer to Wang Xi
(2006), research on The Promotion of tourism
destination image, and 21-23 items are set for
ourselves, mainly based on Guilin tourism.

The third part is the tourists'
evaluation of the tourism destination image
of Guilin. This study mainly measures Guilin
tourism  destination image from two
dimensions the cognitive image and
emotional image. The cognitive image
includes the image of the basic situation of
tourism, the image of tourist attractions and
the social environment image. Emotional
images can be divided into wakefulness -
sleepy, pleasure-unpleasant, excitation-dull
and relaxation-painful. A total of 23. For
reference, the research on domestic

Communication and Promotion of Tourism

image in Yunnan Province (Chen Shichao,

2019).

3 Collection of Data

Data collection is mainly used to
prepare and collect the data in the
research.  Through  data  collection,
information can be obtained and relevant
records can be kept. Based on this,
important decisions can be made on
problems and information can be passed to
others. In this paper, the steps of data
aggregation are as follows:

First, there will be data pre-
collection activities. Obtain data for
predictive testing, verify and audit the data
to ensure its authenticity and reliability.

Secondly, the collection method.
When collecting data, the methods of
extraction and random extraction are
adopted.

The results will be sorted out again.
Specific work includes results classification
and analysis. Questionnaires are conducted

according to sampling methods and data

collection plans.

Research Results

The study began on March 1, 2020
and ended on April 1, 2021 through a 13-
month survey study. A total of 900

questionnaires were sent out. Due to
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uncontrollable factors such as some of the
guestions were not submitted successfully,
and some of the questionnaires were not
answered as required, they were
considered invalid and were removed.
Finally, 798 questionnaires were returned.

Among them, there are 740 valid

questionnaires, and according to this

Table 1 Summary of research hypotheses

number, the effective rate is 82.5%.
According to the results of the previous
confidence interval calculation, a 5% error
is allowed. Specific research hypothesis
results are shown in Table 1. Therefore, the

data of this study are valid.

No Content

Results

H1 The Relationship between internet tourism information

quality and cognitive image

Significant positive effect

H2 The Relationship between internet tourism information

quality and emotional image

Significant positive effect

H3 The relationship between cognitive image and tourist

destination image

Significant positive effect

H4  The relationship between emotional image and tourist

destination image

Significant positive effect

H5 The relationship between cognitive image and

emotional image

Significant positive effect

H6 The relationship between emotional image and

cognitive image

No significant

1. Questionnaire survey
personnel profile

Among them, 78% have been to
Guilin, 22% have not been to Guilin;40%
male and 60% female; Those aged 20-30
account for 10%, those aged 30-40 account

for 45%, and those over 40 account for

45%; In terms of educational background,
6% of students with high school or below,
11% of students with high school or
technical secondary school, 52% of
students with bachelor's degree or
associate's degree, and 31% of students

with master's degree or above. Students
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accounted for 20%, ordinary staff 16%,
management 33%, retired 22%, other 9%;
In terms of the number of visits, 47% were
visited less than once, 35% were visited 1-
3 times, and 18% were visited more than 3
times.

2. Sample characteristic score

Information sources: the proportion
of national tourism websites accounted for
34.5%, the Guilin municipal government

website accounted for 43.3%, Guilin

related micro-blog WeChat and other
account for 59.8%, tourism company
website accounted for 50.9%, tourist sites
accounted for 47.8%, and other websites
accounted for 23.1%. Guilin  tourism
website, micro-blog  WeChat  official
account and travel company website
account for more.

2.1 he following analysis results
show that the quality of Internet tourism

information has an impact on the cognitive

tourism website accounted for 54.4%, image of tourism and the impact is positive.

Table 2 Multiple regression analysis of internet tourism information quality factors and

cognitive image factors

Independent Variable Dependent Regression Coefficient  T-value  P-value
Variable B B

Service and utility Basic conditions 0.214 0.168 3.486 0.000
quality of tourism image
Design and image 0.211 0.182 3.880 0.000
quality
Sensory and 0.267 0.208 4.419 0.000
psychological
experience quality
Content quality 0.340 0.273 5.024 0.000
Quality of art design 0.331 0.214 5011 0.000
constant=-0.388 R?=0.489correctR?=0.488 F=117.951 P=0.000**
Service and utility Attractions of 0.352 0.313 5.551 0.000
quality tourism image
Design and image -0.088 -0.088 -1.591 0.0213

quality



RMUTL Journal of Business Administration and Liberal Arts
Vol. 10 No. 1 January - June 2022

Independent Variable Dependent Regression Coefficient  T-value  P-value
Variable B p

Sensory and 0.263 0.208 4.081 0.000
psychological
experience quality
Content quality 0.167 0.231 2913 0.001
Quality of art design 0.223 0.156 0.187 0.001
constant=1.356 R?=0.291correct R?=0.295 F=53.431 P=0.000**
Service and utility Social 0.247 0.201 3.999 0.000
quality environment
Design and image image 0.124 0.115 2.422 0.001
quality
Sensory and 0.163 0.144 2.663 0.000
psychological

experience quality

Content quality 0.401 0.351 4.556 0.002
Quality of art design 0.332 0.321 3.939 0.001
constant=1.285 R?=0.446 correct R?=0.444 F=97.331 P=0.000**

**P <0.01 (Correlation is significant at the 0.01 level (2-tailed))

2.2 The data shows that the quality destinations, and has a significant positive
of tourism information has an impact on impact

the emotional image of  tourism

Table 3 Multiple regression analysis of internet tourism information quality factors and

emotional image factors

The independent The dependent Regression Coefficient  T-value P-value
variable variable B B

Service and utility Emotional image 0.309 0.238 4.821 0.000
quality

Design and image 0.081 0.069 1.431 0.202

quality
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The independent The dependent Regression Coefficient  T-value P-value
variable variable B B

Sensory and 0.271 0.201 3.901 0.000
psychological

experience quality

Content quality 0.322 0.246 5.424 0.001
Quality of art design 0.309 0.291 5.232 0.000

constant=0.213 R?=0.422correctR?=0.420 F=101.654 P=0.000**

** P < 0.01 (Correlation is significant at the 0.01 level (2-tailed)

3. It can be concluded that various conclusion, it is assumed that H3-cognitive
factors of the cognitive image have an image has a positive and significant impact
impact on the image of tourist destinations, on tourism destination image.

and the impact degree is about 55%. In

Table 4 Multiple regression analysis of cognitive image factors and tourism destination image

The independent The dependent Regression T-value  Assume that
variable variable Coefficient the value

B Beta.
Basic information Tourist 0.309 0.202 4.815 0.000

about image tourism  destination image

Image of tourist 0.072 0.068 1.448 0.000
attractions

Social environment 0.231 0.201 3.969 0.000
image

Constant R = 0.203°= 0.549 correctr’F = 111.654, P = 0.000

** P < 0.01 (Correlation is significant at the 0.01 level (2-tailed)

4.  Various  factors  showing destination image, and the influence

emotional  image  influence  tourist degree is about 45%. To sum up, it is
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assumed that the four emotional images

have a positive and significant impact on

the tourist destination image.

Table 5 Multiple regression analysis of the relationship between emotional image factors and

tourist destination image

The independent The dependent Regression T-value  Assume that
variable variable Coefficient the value

B Beta.
To wake up or fall  Tourist 0.319 0.208 4.823 0.000
asleep. destination image
Pleasant, 0.071 0.066 1.433 0.000
unpleasant
Excitement, 0.271 0.211 3.903 0.000
boredom
Relaxation, pain 0.322 0.236 5.434 0.001

Constant R = 0.213°= 0.452 correctr’= 0.421f = 111.604, P = 0.000 * *

** P < 0.01 (Correlation is significant at the 0.01 level (2-tailed)

3. The results of the relationship
between the two dimensions of Guilin
tourism destination image.

According to the analysis results,
the influence of cognitive image factors on
emotional image factors is 69.1%. The p
values of each factor were all less than
0.01, indicating a significant positive effect.
Therefore, the research results show that
hypothesis 5 has a significant positive
impact on the cognitive image of tourism

on the emotional image.

The results were obtained by
statistical analysis, P > 0.01, the effect of
emotional image on cognitive image is not
significant. Therefore, hypothesis 6 that
affective image of tourist destinations has a
significant positive impact on cognitive

image is not valid.

Discussion and Conclusion

This study takes Guilin as a specific
case, analyzes the dissemination of tourism
information through the Internet, is the
of tourists have a

cognitive  image
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preliminary understanding, as well as the
emotional image with personal emotional
basis, and finally through a flash a total of
two aspects to affect the tourist destination
in the engraved image in the mind. The
main research contents and conclusions
are as follows:

First, in the evaluation process, a
combination of qualitative and quantitative
analysis is used to obtain objective and
accurate results. In this study, the
destination image of tourism is divided into
two aspects: cognitive image and emotional
image, and the application is reasonable
and targeted.

Second, the image of Guilin's
tourism destination is affected by the
quality of Internet tourism information. The
analysis results show that the impact is
significant and has positive significance.
Cognitive image and emotional image also
have an impact on the image of Guilin
tourist destination respectively, and the
effect is significant and has positive
significance. But the relationship between
the cognitive image and emotional image is
different, the cognitive image has a positive
effect on an emotional image, and vice
versa is not obvious. However, it does not
affect the research topic of this paper, and
the relationship between the two can be

further studied in the future.

Thirdly, Guilin should pay attention
to the improvement of the quality of art
design and enhance the authenticity and
personalized quality of internet tourism
information in the aspect of improving the
quality of internet tourism information. At
the same time, we should pay attention to
the needs of tourists and carry out the
design work based on the market

Summary, in this study, the focus of
the research on the concept of artistic
image language in the quality of Internet
tourism information. It is mainly from the
perspective of psychology and sociology to
obtain the quality improvement of Internet
tourism information design, and then
reshape the tourism destination terrain to
promote the development of the tourism
industry. However, a deeper thinking can
analyze from the perspective of image,
linguistics, and communication, and further
study the empathy of image language and
text language to achieve travel behavior. In
addition, it is not difficult to find from the
perspective of informatics and marketing.
Due to the impact of the Internet era, the
tourism industry is forming a new type of
tourism consumption, and it is more toward
artificial intellisence. At the same time,
tourism behaviors are no longer popular in
groups in a single form. Tourists tend to

travel individually or as a family. Such
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consumer demand has higher requirements
for the quality of Internet tourism
information. Therefore, how to
systematically manage the  tourism
information on the Internet to ensure its
high quality, to achieve the purpose of
attracting tourists to become a direction for
further research. Pay attention to the
development of relevant information
management  technology and  the
construction  of related information
platforms to make up for the shortcomings
of this research. Especially when
establishing relevant laws and regulations,

research power should be increased.
Implication

1. Strengthen the management of
Internet  tourism information  quality,
develop different Internet channels, and
further improve the construction of
information content.

2. Strengthen risk identification and
evaluation during operation and improve
risk prevention and control capabilities.

3. Improve the beauty of the art
form from Internet play, enhance the art of
writing in the language of words, and
enhance the beauty of the form of art
design in terms of artistic style, thereby
attracting the attention of tourists.

4. In the construction of relevant

laws and regulations, more research should

be done.
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Abstract

This article aimed to study the dynamics of the tradition called “Tang Kao Som Tor”
in the area of Mueang Lampang District, Lampang Province, with folklore methods, both from
the study of written literature and field work, with an emphasis on participation in the ritual
and interviews with speakers of the set qualification. Then the data was analyzed and
presented in a descriptive analysis form.

The results of the study found that the “Tang Kao Som Tor” Tradition In the area of
Mueang Lampang District, Lampang Province, had dynamics in 3 aspects, namely: ceremonial
equipment, ceremonial procedures and belief in the “Tang Kao Som Tor” Tradition. The
dynamics in all aspects occurred are like a modification to fit the beliefs, way of life and social

conditions of people in the present era, which is one of the factors that have made the “Tang

Kao Som Tor” Tradition continually inherited to the present.

Keywords: dynamics, “Tang Kao Som Tor” Tradition, Lampang
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Abstract

Peek Daeng: A postcolonial theoretical approach. The aim is to study the cultural
representation of the East through a Western perspective. It also studied the construction of
the discourse of the West to dominate the East.

The study indicated that Representation of the East Consists of 5 representations,
namely the east and the pictures of beauty East with pictures instead of the chaos East with
Representative image of survival East with a picture of loyalty East with pictures of joy and
optimism.

While the image of the Western world Consisting of 4 representations of the west and
the depictions of violence Western with depictions of dominant genes Western with pictures
instead of smart people, West with Representative image of heroes.

In addition, there are 4 methods of constructing discourses: East and West: Beauty and
usability. East and West: Epicurean and predator West and East: Dominant Gene and Distressed

Gene West and East: Heroes and Chaos Maker.

Keywords: Postcolonial, Representation, Discourse, Peek Daeng
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Abstract

The fruit is a relevant export product of Thailand. Especially in the Chinese market.
This academic article aims to point out the importance of the Chinese market. Value of imports
and exports, including the study of modern agricultural technology. Consumption behavior
and attitudes of Chinese consumers towards Thai fruits as well as analyze internal and external
factors affecting the production and marketing of Thai fruits in the Chinese market by compiling
documents, research, articles, and essential information and content on the internet from
China and Thailand. Use analysis to study general conditions together with the analysis of
strengths, weaknesses, opportunities, and obstacles in finding a suitable model for the
development of appropriate marketing potential, understanding Chinese consumer behavior.
The results from the analysis can be summarized as follows to understand Chinese consumers.
They must begin to understand the language and culture of doing business. Chinese people
believe and unique consumption concepts. Entrepreneurs and the Thai government should
focus more on the middle and upper-level markets. By focusing on research, development,
quality, taste, including standards that can guarantee the standard of Thai fruits such as Good
Agricultural Practices (GAP), Good Manufacturing Practice (GMP), non-toxic marks Including
pushing for the Thai certified mark can certify measures in China along with, including
increasing attention on the secondary fruit market in China as Chinese consumers in various
secondary cities have begun to have more spending power. If the fruits of Thailand can reach

the target group, the opportunity chances of Thai fruit in China will have more potential.

Keywords: Fruit industry, Chinese consumer behavior, marketing, agricultural technology,

government policy
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