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Abstract:

Background and Objectives: The tourism industry is considered one of the major
driving forces of economic growth in many countries, including Thailand. Tourism revenue
contributes significantly to income generation, employment creation, and local community
development. Nowadays, community-based tourism is attracting tourists. This kind of
tourism is becoming popular in Thailand. However, both domestic and international
tourism destinations are competing intensely to attract tourists. Tourism entrepreneurs
and tourism-related organizations need to create perceived value across 4 dimensions,
namely, (1) functional value (2) emotional value (3) social value and (4) monetary value.
Aligning these dimensions with tourists’ needs will drive revisit intention and positive
word-of-mouth, ultimately fostering a sustainable competitive advantage. The objective
of this study was to investigate the influence of perceived value on tourists’ revisit intention.
Methods: This study was a quantitative research. The sample consisted of 400 tourists
aged above 20, who visited Tamot district, Phatthalung province. The sampling method
was convenience sampling. The research instrument used in this study was a five-point
Likert scale questionnaire. The researchers conducted on-site data collection at tourism
destinations in Tamot district, Phatthalung province. The data were analyzed using the
Statistical Package for the Social Sciences (SPSS). The statistical methods employed
in this study included frequency, percentage, mean, standard deviation and multiple
regression analysis.

Results: The results revealed that functional value and social value had statistically
significant influence on tourists’revisit intention at 0.05. While emotional value and
monetary value did not influence tourists’ revisit intention.

Application of this study: Government agencies, entrepreneurs and tourism marketers
might use the research results to develop policies and strategies that meet the needs
of tourists. Tourism-related organizations should enhance the functional value of
community-based tourism by establishing strategic frameworks for sustainable tourism
development, promoting responsible tourism behavior, and improving accessibility for

tourists of all age groups. In addition, emphasis should be placed on effective management
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practices and maintaining recognized tourism standards. Simultaneously, social value
should also be strengthened by promoting community-based tourism as a sustainable
tourism and developing activities that allow tourists to learn about local ways of life and
gain memorable experiences. These efforts may ultimately encourage revisit intention
and positive word-of-mouth communication among tourists.

Conclusions: Perceived-value theory is a basic marketing theory that explains how
tourists evaluate and decide on tourism products and/or services by comparing their
perceived benefits with perceived costs. The research results fulfill this theory by revealing
that in the context of community-based tourism, functional value and social value have
statistically significant influence on tourists’ revisit intention at 0.05.

Keywords: Perceived Value; Revisit Intention; Phatthalung Province
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Table 1. Mean, Standard Deviation and Intrepratation of Functional Value

Functional Value Mean SD Intrepratation
Community tourism has quality and acceptable standards. 3.98 0.69 Agree
Community tourism is well managed. 3.99 0.72 Agree
Community tourism is convenient for you. 4.04 0.72 Agree
Community tourism allows you to travel responsibly. 4.05 0.70 Agree
Total 4.02 0.61 Agree

nmIRasanaaieluased 1 (Table 1) Wu qmmﬁm%ﬁhﬁlummauﬁmmﬁiﬂlmmﬁmﬂ (X = 4.02)
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Table 2. Mean, Standard Deviation and Intrepratation of Emotional Value

Emotional Value Mean SD Intrepratation
This trip | was happy and impressed. 412 0.74 Agree
| felt relaxed and comfortable on this trip. 4.06 0.80 Agree
| feel good about community tourism. 413 0.76 Agree
Community tourism meets your expectations. 4.05 0.77 Agree
Visiting this community was a smart decision. 4.1 0.73 Agree
Total 4.09 0.65 Agree

MnmsRasanaLeislunean I 2 (Table 2) wuin Qmﬂ'wmmmzﬂumwsmﬁmmﬁ‘mlmm"’umn (X =4.09)
WeRasaniduselszdu wuih dfujﬁﬂﬁﬁ'umsvimL“?'imqu**nuﬁml,aﬁmg{lq@ (X = 4.13) 7998987 oA MILAUNI
ﬂ%ﬁdfuﬁmmqmazﬂi:ﬁ'ﬂa (X =4.12) M3viaai m*’gmuftﬁ mﬂums@”@ﬁu‘laﬁmtyam@ (X=4.11) Auiansouaay
wazaunslalunsidiunmansait (x = 4.06) LLa:msvimLﬁ'maqmumamuﬁvimmwi’a"ﬁ (X = 4.05) MUS1AL

Table 3. Mean, Standard Deviation and Intrepratation of Social Value

Social Value Mean SD Intrepratation
Community tourism is accepted by society. 4.00 0.66 Agree
Community tourism provides discussion with others. 3.99 0.69 Agree
Community tourism can create an impression. 4.03 0.70 Agree
Community tourism supports sustainable tourism. 4.12 0.70 Agree
Total 4.03 0.59 Agree

nmIRasanaadsluasef 3 (Table 3) wuin qm@hmoé’mulumwnuﬁmLaﬁyius$@°uu1ﬂ (X = 4.03)
Wanansonduneyssdn wui mmaw%’umaé’mu’jwmiﬁaqLﬁm"gwuaﬁfuagumsﬁamﬁﬂ’aﬁﬁlﬁﬁuﬁﬁwmﬁuqdq@
(X = 4.12) 329891 @A nIvi auﬁm"gmummin aeanudenulale x = 4.03) Mo amﬁmqmﬂﬁ%’ummau%’u
PIRIAN (X= 4.00) LLazmi'ﬂ'adLﬁ'mqmuﬁwﬁﬂsuﬁum@qﬂﬂ”ﬂﬂuﬁu 9 (X = 3.99) MURIA

Table 4. Mean, Standard Deviation and Intrepratation of Value for Money

Value for Money Mean SD Intrepratation
Community tourism is not very expensive. 4.18 0.69 Agree
The money spent on this community tourism was worth it. 4.11 0.76 Agree
The time and effort spent on community tourism is worth it. 4.20 0.69 Agree
Within this budget, this community tourism is a good choice. 4.17 0.71 Agree
Total 4.16 0.62 Agree

nnmIRaanaainluaTen 4 (Table 4) wuth qusnfidudidulumwnudauadoluszauinn (x = 4.16)

WaRnsandunoyszidn wuh nauazanuwmnsafilslunsaafsgumuiuduindaiafogege x = 4.20) 189890
v ' A A9 v . o A ' A < X A Aa

ldur mavieafiegumuiidnlsangligannin (x = 4.18) lwudszanuinvannmgusuasafidunafan@ x = 4.17)

[

a A : a X o @
LLﬂzLGuﬂiﬂlﬂuﬂflTﬂadLﬂﬂquﬁuﬂid%ﬂwﬂq (X =4.11) @1Uxau

q
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Table 5. Mean, Standard Deviation and Intrepratation of Revisit Intention

Revisit Intention Mean SD Intrepratation
| intend to visit this community again soon. 3.94 0.70 Agree
| am likely to visit this community again. 3.99 0.66 Agree
This community is my first choice for repeat visits. 3.97 0.70 Agree
I will visit this community more often in the future. 3.91 0.71 Agree
Total 3.95 0.58 Agree

nnmstsanaeisluansef 5 (Table 5) wuin anuaslafisadautlumnsndaassluszauann x = 3.95)
WoRansondusoysads woh ﬁuﬁumiﬁm:mﬂauﬁmqmuﬁﬁﬂﬁmmﬁﬂgaq@ (X = 3.99) 7098931 bauA qwmuﬁ
\udrdansusuusniauazanifisnd x = 3.97) dfum%‘lﬁlﬁl:mviaaLﬁmﬂqwuﬁSﬂﬂ%L%ﬁ 9 il (% = 3.94) uazdanusinazdu
ﬁvhuﬁ):m%ﬁmywuﬁﬁam‘fuluamﬂm (x= 3.91) aNs1aU

HANINATDUANNAZ N

FUNAFIUNITIVY

qmmﬁfufﬂ% 4 ¢ laun (1) Qmmﬁwwﬁwﬁ (2) AriANN19RITNDL (3) ATAAINIRIAN LAz (4) Qmmﬁtﬂuéﬁﬁu

a '

Ioniwadaanuadladoudaudrvasunraanadlusneazluue WRIANNRS

Table 6. Regression Analysis Result

Model b sD B t Sig. Tolerance VIF
(Faf) 1472 191 7.716  .000
1. Qmmﬁwwﬁhﬁ' (Functional value) 341 .059 356 5758  .000 452 2.210
2. 998133k (Emotional value) 014 .059 015 236 814 403 2.481
3. AmMANNNIEIAN (Social value) 182 .062 182 2910  .004 440 2.271
4. qmmﬁLﬂmﬁ 13% (Monetary value) 077 .058 082 1329 185 458 2.183

Remark : R* = .317, Adj R®* = .310, F = 45.796

A

PINMINNTMANFDALUANTN 6 (Table 6) WU aaulsdasziidn Tolerance lidni1 0.10 uazdien VIF 4

Aa ' A = o o @ ' o a . . . A A e a a
ﬂ’]vLIJLﬂ% 10 LL@@]G’J']VL&INﬁfﬂu%’]ﬂﬁiﬁ\lﬁ%a&l‘wuﬁfﬂumd‘iz‘ﬂ’ﬂd@]’JLL'L]??JE‘ﬁ: (Multicollinearity) aNINTINAFNUIZEND

=

DANBYNIATIIN WU qm@hé’ﬂmﬁﬂﬁuazqmmmaé’aﬂuﬁﬁﬂfwaL%amn@iammé’ﬂaLﬁﬂmﬁawﬁmwém‘“u Tuwmue
qm@hmdmamﬁua:qmﬁwﬁﬂmﬁLﬁuvl&iﬁﬁﬂ%wa@iammm”ﬁaL’ﬂ'mmﬁawﬁwaaﬁﬂﬂadLﬁmluéﬁmamhm FINTANNRI
Iﬂﬂqmmﬁﬁa 4 J& susnNnunensaianNadtadsudaudvesunviaanadludineazlnua PWRIANNG 1avauay

A a a v lda/

31.70 mmmmquaumiwmnsm“l,u;sﬂﬂ:uumu laasit
anuadlalpubaud = 1.472 + 341 (Quadnduntinf) + .014(qaemnaatsa) + .182* (qmadn1IFan)

+.077 (amdnnLudidn)

a31uazn15an1Usaua (Conclusion and Discussion)

a1

qm@h@i’m%ﬁwﬁ' LLazqmmmaﬁ‘muﬁSw%wa@iammeﬁ‘tmﬁﬂmﬁaufﬂmaaﬁfmiadLﬁmamaﬁﬁfﬂﬁwﬁmmaaﬁa
fyeay .05 1wnmzﬁqm@hmamimﬁua:qm@hﬁﬂmﬁLﬁuvlaiﬁawfwa@iamwmﬁﬂmﬁwLﬁ'awgwaqﬁnﬁauﬁm

andaena

Namaamﬁﬁ’ﬂﬁﬂ‘aLﬂuvlﬂmumwﬁqm«?hﬁ%’uj’mad Zeithaml [6] ﬁvlﬁaﬁmﬂvﬁiﬂqm@hﬁm%ﬁwﬁ Samangfioms
%‘u;?ﬁaﬂszimﬁﬁvl,ﬁi"umnmﬂ%wﬁmﬁmﬁ%%au’%msﬁa L% AW AN UaEEnEaw mavhinn fianswadannuaile
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\BangAnssuaasgne LLa:ﬂQ‘]ﬂﬁ‘ﬁ'NI‘ﬁﬂmﬁ’] (Means-end chain theory) 284 Gutman [21] Alewamduiarinang
mT’fLa’hQu’%ImL%auisdqmauu”ﬁ (Attributes) URINANN ANUA/NIBLINNT NUNAANTVEINTUSIAA (Consequences)
ﬁguﬂm"l,éﬁ’u@iammnqmauﬁ'ﬁmaaNﬁmﬁ'msﬁ LLa:Nam:‘numdwftauamauqmﬁwﬁ%’ui (Values) SeiEnsnadeny
@%%v’ﬁawqaﬂiiwaa@ﬂﬁw qm@h@‘ﬁwﬁwﬁ'Lmzqmﬁhmaéﬁﬂuﬁa‘n%‘wm”Bamn@iamnmﬁhLﬁﬂuLﬁausgfl FOAAREINU
NW3sEV8s Setiawan et al. [13] AANB1589 “maﬂi:wumaamsﬁamsmsmm@LLuuHimmi@iaqm@hmaa;ﬂij’m@w@au
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oA Aaa
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