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Abstract

This study aimed to (1) examine the behavior of khantoke dining service users in the Kuang

Mueang Nan area, Nan Province, and (2) investigate the relationship between personal factors
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and user behavior toward khantoke services in this area. A quantitative research design was
employed. Data were collected from 400 tourists visiting Kuang Mueang Nan using a convenience
sampling method. The research instrument was a structured questionnaire, which was validated
for content validity and reliability. Statistical analyses included frequency, percentage, and chi-
square tests to examine relationships between variables.

The findings revealed that the majority of respondents were female, aged between 21
and 30 years, held a bachelor’s degree, worked as company employees, and earned a monthly
income of 15,001-20,000 THB. In terms of behavioral patterns, most respondents used khantoke
services approximately twice per month, with an average expenditure of 301-500 THB per visit.
The primary reason for choosing the service was the unique dining atmosphere, and the most
preferred time for service usage was between 7:01 PM and 8:00 PM. Regarding the relationship
between personal factors and user behavior, the results indicated that gender was significantly
associated with the preferred time of service usage, while age was significantly related to the
monthly expenditure on khantoke services. However, occupation and monthly income showed
no statistically significant relationship with any aspects of service behavior, including frequency
of use, expenditure, service selection, and time of use. These findings provide valuable insights
for tourism stakeholders and service providers to develop targeted marketing strategies and
enhance cultural tourism experiences in alignment with consumer behavior in the local context.

Keywords: Khantok Dining, Tourist Behavior, Nan Province, Service Consumption Behavior
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Ianud Ay UUsEaUMSalBEINLEITHATUATUAIINALA

HaN15IATIEINgANTTNYelduSn1stulanTuuTiaudiuiiasiiu Janinuiy

namslesginginssumslduinimmud fléuinsdnivgiauilunmsliuiniseds 2 s
FoLADU %qazﬁauﬁﬁﬂwmzmﬂ%’u%m'ﬂugﬂLLUU “AgUsE91” (semi-regular consumption) naafe
fladunsuilaeluinuszdriu uidnsdinnuiifisaneiazasvioufvanudouuagauianelaly
UINNIANNAT?

Tushueilddneensa nudreglutag 301-500 vIn Fsdeegluszduneilaenadesiuidsdo
yoenguioes wazanunsadneglungunslddnetiiensitnileuniedunuinis (leisure consumption)
u1nnimsuilaaieanudniu lngszdusiaidanandeasvisuienisnedunimienisnain
(market positioning) vasu3nsiulanlugiuguinmsiuiulssaunsafnnninTua

Haduddnifianinadonisdnduladenlduinisnniian Ae vsseinalumsiulssnuems
wuudulan Judussduszneuiagyioudis “AaiAmisUszaunisnl” (experiential value) uay “AnAn
yatussn” (cultural value) ag1sdiniau nanie fuslnafildjutuiisssarivosomnswintu us
geltmudduussenmelaesin Wy msdadauil msuansituthu waznisidiusaluiamusssy
vipadiu FaaenndosruuuAnnisvionilendeiausssu (cultural tourism)

Tusurasnanlunisléuins wuirdananiilddunnudenunndigade 19.01-20.00 u. Fady
Prsnamdnannuuagiiunaivangaudmunsiniounagyinianssuswiuaseuniviongy
dieu uenanil PranandinaniiaenadosfunisinfianssumsuansvidoussenniaeumAuditag
uaisszaunisallunislivinislifienuauysafedu

Han1MAFaUANNAFIuANNFNNUSSEnIeTadediuyanatungAnssunslduIng

NMINeFRUANLAFIUNEITUANANRUSTEnIeladediuyanauazngfinssunisldusng

(%
Yo A

nunanuraulalunateusziu lnsanuisasdusglanad

aa v a

Uszn1susn ialanudunusegafideddgnisadadunganssusiugiwiaitunislguinis
Fe91908u18lHI nafuansafufisUuuunisldinaiuas3asinfunndneiy 1wy imandsenal
mnddfyiuanuUaends auazain wazussemalunslduinslugisnaivanzay vz
ee1adanudangulunisifendisiainnni dwaliiinanuuandisdunginssunisiaendiwia
ldusnsegnsditudAey

Usznsiiaes engilnrmdiiusesnaidodfynsadififuauussnailiseiiou axviouliduin
deengifiutu seduselduazaruannsalunislddednduunlduisfunulude dawalingy
fuslnalutsongiigeduiivunliiiesldagluuimsdulanlussduiiganinduengtios Gaaenadesiu
M58 15 INVeIUILAA (consumer life cycle theory)
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o v a

Tunsnduiu nansiselinuauduiusegnildudAynsadfszniteednlazelasonou

Y a

fungAnssunslduinislunndid Wun anudlunisléuinig suuszanadild madenlduinig was
Pranalunslivinig fserfamnuldi nmsddulalivinstulnildduegifuanunmmaasesi
Fiesognafior uidituegdutateduieine deen uarTausssu iy auaulalufausssuviosiy
ANuRBINUsTauNsalluy visenmsidndeay

lagasy nans3deanunsanevanudguldegadniaudl Jadudiuyanauisusznis lawn tne

wazeny Hansnadenginssunslduinstuuadia vaeilademuetnuwasselalilalidvinasgiad

= L% =

Hod1Aty FeazviouisdnvuzianizroinsuilaausnadsinusssunlvaudAy v “Uszaunisal”

1%

NI daduiuAsugnatiesee9Lmen
aAUsuNa

nsnwmgAnssuguslaaiiulduinsdulanunatiaiiesiy Smiauiu ansaeAvsena
Tiaenndosiuinguivasiuomnisive uandoulssiunseuuumdndmouiuaznuidefiieadeddmad

1) Yadedruyana wan1sAnwInUudT wa Iauduiusiunginssunisldusnstulanegiad
HedAty asvieuliiuianuuanaadiuunuimmeden Aoy wagguuuunisiuidoyasewiname
FeaondeatunuIAnveAsIssa 1a35ml wazame (2552) fiosureinnandaduuiliilunisdoans
war¥udeyatmansinnndt vasfmamesudunisadaUfiuiusidenuduiug sl aruuandig
AenanIe1vdemadewsegelakarsunuunisdndulalduinig Tudiuves o1y nudrdianuduiusiu
waAnssuguilaa Tnenguiuilnaifiongiesiuuliudaiuuszaunsallmivazdvinuafidsuan
vaugfinguenggaiuunliudafoardennvueyinvdenuinnit SsaonndostuuuiAndungingsy
fuslanfiszyiengdusudsddyiisvinaseviruaiuaznisindulauilaa

2) mudlunslduinig sanisAnwmuin anadlumslduinmsdulandeidioulisinuduiug
fuie 91y seAuNsANY 01 wagseldvefltuinig Jeoreesureldinmslduinmstulanidnuas
Huianssuidedsan (social consumption) Aitniiatuluzuuuungu wu aseuadudeiiiou Jevili
audlituegfudnunsianzyanasgnsditeddy odrslsinu fuslnadnlngiinginssunisld
UimaneUszanm 2 adwialfiou SsaonadastuuuiAnues Schiffman and Kanuk (2008) flaunedn
W AnsTuN1340%1 (repeat purchase) Lunagnnauiianalandsnisuilan Tnsguilanildsy
Usraunaaidaindunltundusnlduimadlussfuauiiasiaue

3) sudszanadlunislduinis wan1sfnwinudt sudssanaldunisldusnisreinauiinnnuduiug
fueng uilimuanuduiusivenInuazseld dsraasiouintiadufutasioiinadesuuuunsinass
mslrsmnnisesunelalaenss Tneguilaausazdnsioenafiddunruddnlunisldaeiiuansing
ffu vheil suvszanaiadelumslduinsedd 301-500 vndens Sauandvidiuimslduinmsdulaneg
Tusedusianfidhdsld (affordable experience) uwavanunsaneuaussinguiinvioniiouasiuslaaly
il

4) wgnalunsidenlduinis nansAnwinud weralunisidentdusnisldiauduiusiv
o1¥nuazswldvesflduinig azvieuiinisdndulaldvinisdulanenaduindeusistadeids

Uszaun1sel LY UTTEINTA TRUSTIY Uaglandnualvieadu unnindademaesugiaviseaniusnie
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dspu FaaoandosiunuiAnnisuilnaldsuszaunisal (experiential consumption) AtfunaiAIM7s
p15ulLazdydnval

5) Fraa1tunslduing wansdnwinudt Yasaatlunislduinisinnuduiusiveny welid
Anudusiudiuszaunsine ondn wazeld laefuilnaideonguindinidedidadunalunisly
U3mamnnd1 Sserafedestunisenthiuarsuuuunmsdniudin venand wansfinudiaenados
fusmATevesesissu Tmuinisds (2553) inuinaudangulunmsuimsnaninasenginssunisld
u3ns Tnglamenguiusznevendndassiamisnidendasnailiuinislduinnit uasiuudlihils
vimsluthananfiagmnvieninidesuueda dwdsmaliianislivinissluanuifige
Gl

£

nan1sAnudiideddgdivinisedadedenisvensesdauiluavimginssuiuilan
Tnglannzogadduudunvesnisvieniiondsiuusssy daduliffsiaudude uazifsadostuilade
yannvaneiad Uiy Sausssn 3ninen uasiasugia uideiliRufardesiesesdanuditu
senseSureienalnuazadeniidvinasenszuiunsdnaulaveainvieaiion lidnazunsegda
Aely (intrinsic motivation) N155u3AMAT (perceived value) Uszaunisaliedgydnual (symbolic
experience) naamauLNUMvRISRdN WAl ausTRlugugfiuengAnssumsuilon venand
namsAnunSlaFlniuternuduiudiddasiadisseninesissnousne o fdmareaufionela
wararudslandunnioudivesinviendien deanuisadludesendunseuuuifniangui
(theoretical framework) d1m¥un153delusuran laglanizluusziduiiioadesdunisasia
UszaumsaﬂmwiaqLﬁa’aﬁﬁmmmma (meaningful tourism experience) LLazmiﬁwmmmgﬂﬂﬁu
syoggnsEsinviesiiodfuumasienilen (destination attachment) luidsUftR nansiduansnsn
nluuszyndldidunuinidlunisimuanagnsnisnisnaialaedialuszuunasiiusz@nsaam
TnefUsznaumisuagshenuiiisitosanusaldteyaiddnmneideilumsutngumata (market
segmentation) N13AMMUARILNUININITAATIA (Mmarket positioning) LAEN1TOBNKUUAMAITBLAUD
(value proposition) fladeandasiuaudeinisuasnginssvesinvioniisaudaynguliogauiugy
wnBetu Bslundndy Han1sAnwdaunuimdidglunisatuayunisesnuuusasiauUseaunisel
AMsvieaiien (tourism experience desien) Tiilanuaonndesiuusunvesitud vilususndnuel
vioadu nineInIMIeTmusTy waziitinves Ny FeaztasenseduaunInvesUsz @aunsal
finvieaidien (tourist experience quality) wavdnasunIsieiisregnedaiiu (sustainable tourism) 1¢
lusgeren

Towasy snddeilifudianunisludannislunsiaumesdeulysiviniy widiamen
BeuloursuanBaljoR fanunsahlulidugudeyadifylunisnunuuasiannsviesiionds
TausssuliinANEaNNasENI NN TASIAAIMNAATYENY NM5BRSNYIAILGTIY LavnSnoUaUBID
Amdssnsvesinvieaelugatlagtiulfesaiussavsnmuasssduy
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