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Abstract

In this dissertation, the researcher develops (1) a model of the relationship
between the factors of marketing mix and the image of cultural tourism products as they
influence the loyalty of selected foreign tourists studying Thai culture who access cultural
tourism services. In addition, the researcher studies (2) the influence of marketing mix and
the image of cultural tourism services insofar as they affect the loyalty of these foreign
tourists. In this connection, the researcher considers expectations, perceptions of value,
and satisfaction with services for a whole group, a group studying Thai cooking, a group
studying Thai massage, and a group studying Thai boxing. Furthermore, the researcher
provides (3) guidelines for the management of marketing mix and the fostering of the
image of cultural tourism products in the aforementioned connection. Major findings are
as follows: 1) Thai food group, Thai massage, and Thai boxing group did not appear to
have direct influential values,which resulted that Thai food, Thai massage, and Thai boxing
group having higher indirect influential values than direct influential values in all groups
except in total group 2). The marketing mix factor exhibited indirect influence on loyalty
in services via expectations, perceptions of value, and satisfaction toward services at a
higher level than was the case for direct influence in regard to the Thai cooking group
and the Thai boxing group. The marketing mix factor evinced direct influence on loyalty
in services at a higher level than was the case for indirect influence for the whole group
and the Thai massage group.

The factor of the image of cultural tourism products displayed indirect influenced
on loyalty in service via expectations, perceptions of value, and satisfaction toward
services at a higher level than was the case for direct influence in the Thai cooking. Thai
massage and Thai boxing groups. However, for the whole group, if was found that the
image of cultural tourism products exhibited direct influence on loyalty in services at
a higher level than was the case for indirect influence. 3). In regard to guidelines in the
management of marketing mix and an image of cultural tourism products ensuring
loyalty in cultural tourism services in respect to group studying Thai cooking. Thai
massage, and Thai boxing, attention should first be directed toward expectations,
perceptions of value and satisfaction in services. Loyalty to service will occur at a later
stage. However, in respect to Thai massage group, direct management of marketing is
necessary to ensure loyalty to service.

Keywords : Marketing Mix, Image of Cultural Tourism Products, the Loyalty in Tourism,
and Studying Thai Cooking, Studying Thai Massage and Studying Thai Boxing
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anulunuazanudrgvastym
gnEIMNITINSYoNAiEn  (turism
industry) funumeAglunisimuasygia
wavdenuvesUssinelnguisaudlusinaud
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WNRsILAsISeN  AansoaiisaLLay
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(Ten Funa, 2550, i 54-59; Goeldner &
Ritchie, 2006, pp. 32-33) wazminidunis
vieuflerveainveadienyamand  (foreign
tourists) wangasthundeneldanssUseine
dulunalududisuiledymnisevinga
915818 (balance of payment) 983Usgine
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osiisrdieiauilaseadrsfugiulis
gy InsuulssuasiaunfayinmssTy
YUUsTIULHENUTEIN napnaudllEsuaEsI
Fuiuslussseninadnviesfionfulssansu
ylne ([{Hen Funa, 2550, v 59; U3
wadlsau, 2544, vt 31)
nuwltumsesdiolandululy
SnwarnsvieafieBeiausTsuInnty  uay
fraanulaaiauvesUsswalnegluaiunisi
Sausssuiiney auilawdnuaiduauiy
uyl (authenticity) ¥0sTaussTuAnsusU 1 Tu
10 weslan (ngyeal hranu, 2552) Sniia
Tughanafinuundnvonfiesvnmnay
gouniseafisndeiausssululszmalne
mmﬁu (mw’wﬁmL,Lﬁfiqﬂswﬂlw[wwm,

2551 %11 11 way 20) lnemnizn1sviaainen

Lﬁa@;auﬁmiﬁwmmﬂm wnlaulng uay
wglng (mum., 2549, v 26)
981915ANILINNAITUE A VB S
QmamﬂﬁummaqLﬁmﬁmmma%wsw
Iganiinveafiersnsmend el
wisegnakasdenuvaslssine Fauiauleinag
FegslsifieannsadnunseldvesUssime
wiouvduasulitiselafalusnainmin
ANT mwﬁmmmLst'ifwuﬁﬁuﬁﬁ%a
L?ﬁawawﬁgLmimlﬁﬂuﬁﬁ”ﬂﬁuawn@hq
PNTY PNMIANINLITENUIFULUY
wilsfineliAanisviafiersdeseiiiouas
Snwseiunglaliiasey fonsadannudng
Thfutnvieadlen  weiiiesandnvieaiiond
fleuiniasnduinvieafionsn (revisit) Las
TIEANY Uaﬂm’aLLU‘UU’\ﬂ@i@UWﬂlﬁQﬁU@JM@@L‘ﬁm
(word of mouth) (Chi & Qu, 2008) imﬁ'ﬂ
Futhiidasuslennudilafinfentuuinis
vipadtedliidne ueninifinamifeaduayy
AuinATegnAauFuTuSiuAY
aunsalun1sviinils  (Reichheld & Teal,
1996) naIAe MINEUTENOUNITSAAANTH
Snwgnenbildunnninfesar 5 azuiludnis
Fiusennefoay 25 wazmsviiilsievay
85 (Reichheld & Sasser, 1990)
dloRarsanludiduneluindidase
oglsdumnliiAnasunuAniluuing
wutademuaiuUsyaun1snans (marketing
mix) WA INENYAIANNIEUAIENIINTT
Wiosfien (tourism destination image) i
DviswasieA LN (Chi & Qu, 2008; SATNA
Sumes uay feEsTi anEeNn, 2553) ud
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Wesnndaldinsfnuiluzesdegsauysal

fluditsansAnwanizursdaudsivindy
Fatus sinlfinaulafnenindiudseaunig
AR waznINaNwalRUnSieuTienisvEna
sapudniluudnisvieaiivndeTausssy
Yosinvenfisrr i Wedeunisi
1sing winukulve wazanglnamanaln
ols pxdumSudesiidithvneiefnw
nalneanais
PNUUIARFILUUNGANTTUEUT LA
fdenin fuuvdadraevauss (stimulus-
response model or S-R model) #3aRIMUY
WoRANTINTBNEUILAA (model of consumer
behavior) (Kotler, Bowen, & Makens, 2006,
p.198; 2009, p.202) ULWIRANEANTIUEUTLNA
989 Solomon (2007, p.8) uazLuIAA
anﬂﬁmmsﬁamﬁmmm Cooper, Fletcher,
Fyall, Gilbert, & Wanhill (2008. p.64) way
Swarbrooke & Horner (2007, p.44) @u
Usgaunseanasmiuiadineuen waznm
dnuainisveudisrdaduiladenisiainen
voufuslnn  letladerisangnussananaly
dnistouinaviondien Tusugavevonis
FoaziAnnisusziiiudszaunisalnnevds
nsveaiisndupnufionelovielifawela
(Blackwell, Miniard, & Engel, 2006. p. 222)
LarnnguiniseeufuseAuiaiands
(expectancy disconfirmation) (Oliver, 1980;
Zeithaml, Bitner, & Gremler, 2006, pp.
67-69) mntinviediedldsuuiansiisinme
UINNTIAINAIANTIRELIARAI LA INe 1R
Fasmsnduaveadionsn viseusnnanwuy

Unstetnn  dnenliBuleuinaendien
(Chi & Qu, 2008; Schiffrman & Kanuk, 2007,
op. 15-16) Tumdreundesdedomioudly
audlafinluunmaresiiorlinng (Rowley,
2005) Tumsndufumnuinsilésufinan
snfinnantasinauldiiaone Lideenns
aamUALAYTaUINTILEN (Hawkins, Best,
& Coney, 2004, pp. 641-646) ARG
iwdwmmﬂmazwqaﬂﬁuLﬂiuﬁé’uﬁummm
ngeinsnseviiiimewa (theory of reason-
able action) My naMAe MEUSInALAIY
SAndifsenisnsyiidsladaniaddsloiag
nsvidsilusunan  (Fishbein & Ajzen,
1975)  aztunanldenusniaetuan
ATNFURUSTENINEINYUTEELNITAAA
amdnvaivesnisieaiion Tnefirnuananss
nmssudama  uazauiewelaluuinisdy
fuusdunans (mediator or mediating
variable) (Li & Green, 2011)
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2195 winuaulneg wazanglne

NTAULUIAANITIVY
1NN1TANBINUIARFILUUE 15
ARUAUDY  (stimulus-response model or
S-R model) w84 Kotler et al. (2006, p. 198)
wazfnuungAnssurewfuilan  (model
of consumer behavior) 989 Kotler and
Keller (2006, p.174; 2009, p.202) WuIAn
WeANITULUIINAYDY Solomon (2007, p.8)
LazunAANgRnTIINIYiRfieves Cooper
et al. (2008. p.64) wuag Swarbrooke and
Horner (2007, p.44) wgwa Expectancy
Disconfirmation %38 Disconfirmation Model
(Blackwell et al., 2006, p. 222; Oliver, 1980;
Swan & Combs, 1976) luldnisuseidiuxa
Aevdinislduinisreniisaduniiuda
wolavdoliflanela  uaznguinisnseviiiia
WiRHa (theory of reasonable action) ¥4
Fishbein and Ajzen (1975) nausiuenuise
fifeades  @wnsawmuilumasvsnaves
duUTTANNIIRAIN  NINANWAIYBINERT N
nsvufisndsausssn  Aidrernunaly
UimavieadisadieFouiiamsssulnevestn
vieafienrnmand  Tnsdenuauninnds
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faudsiildlunsise
FauUsildlun1sideadadiuszneu
PrufuUsLHIeuen 2 f1 A 1) dauus
dulszaunsnain (marketing mix--MKT-
MIX) Ysznoumeaiidsaanals 8 ¢ lawn
WAnAuTNENgnInsSey  (product:  PRG)
(price--PRC)
nIN159n e (place-PLC) A6LESH

NINNUATIAY nsleaiag
n1smana (promotion--PRM) yaansliusng
(people--PPL) NsyUUNSIHUTNNT (process
~PCS)  arumdeumanmenimiieliusnng
(physical--PHS)
(partnership--PRN)  uag  2)

nsurudiuniauen
fauusnw
SnwalvewdndudinsvieaiiendeSausssu
(image of cultural tourism product-IM-

AOCTP) Usznaumesiulsdunals 2 &9

es o
ANUANG

anuitanela "
huniSms

TuuSns

loun  anuduuymetausssy  (cultural
authenticity--CAUTH) uaginffnwyivassniu
ﬁiﬁu%mi (reputation for service place-
-REPSP)

duuddsudsnely 4 @7 As 1)
FUIAIINAINIIUSNIS (service expec-
tation--SVEXP)

2 f laud Aaunmusnnsiussau (desire

UsenaumeinUsdanale

for service quality-DSQUAL) WagAIUALAT
Fuiivsisaun (desire for value for money-
-DVFM) 2) fudsmisiuianamiuinis (service
value perception--SVPERCEP) Usgnauniy
dudsdanalad 2 @ laun Aunwu3nng
(service quality--SQUAL) UagAuANAIEY
(value for money-VFM) 3) sudsaiu

fanalaluusnis (service satisfaction--SAT)
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Usgnaumemuusdanals laun n1seeusu
LAUAMNAIANIY  (disconfirmation--DIS-
CONFl)  Uay 4) fuusanudnaluuinig
(loyalty--LQY)

3 ¢ leun n1sPeuinsvieadiendn (repur-

Usznaumesndsdannle

chase-- RPCH) n1susnnatiwuuiineaauln

(word of mouth--WOM) msuntlosdaides

(protection-- PRT)

FoAdiunisIvy

GGETZPRERN
naumegsilinTaaeulumaaung

Model:

SEM) WHuiinvieadienvsendiiGeunis

IAssashe  (Structural  Equation
mewnsing welkulng wavinelng ng
Sluundieg1s 600 AU FAIVIUARILLLIAR
989 Bentler and Chou (1987) lnaldaun
naudratnalisnd 5 eusie 1 wnlees
(parameter)  fidesUszanaalulunaniy
ATOULUIAAUDINITINY  LagAINUAFIDe19
W 3 Ny S1uouminiu Aenduas 200 Au
%@fﬁ%fjmﬁf;aéwﬁﬂﬂaaLﬁmﬁun@hwwa
s1naaufiliusnisaeunisiiennisineg
wIRLKUlvg wazinelneniunia uagdain
A 9 agludseve auwuunsduiee
Maneuney (multi-stage sampling) wagtAu
ToyanuntIgfng1awuulRNEas (purposive

sampling)

wSaeiieNiglunnsive
N1537AS T TR UUEBURINT WY
3 ga dmivaeunuinviaanieIvInei

figounsiewnsive  waunulne  wey
nelng ngusazyausznaumelassaiia 7
g fg

daui 1 - 6 Whudemomuifeafuiuys
Alunside leun mssuinsldemssan
MsmanvesEnIuRlvinIsaey  nITuiam
dnwalvewmdnsasinnsvienfiondeTansisy
AanuAanIuIng  ASTuUTAMAIUINTS
Aufanelaluu3nis wasanudndluuinig
wazduil 7 defnaieiudeyainluves
Anauluuaeuny Inguuudeuaulunsiy
pdsiliunsnseaeununssdaion Tog
AN 5 YU LagRTIRdeuan
ANITBIYBILUUAD UM e AR AT
FENINTIIN1TVOAIAUAUATLUUTIUYDY
uiazanAsIa TeUusnnAseaing 0.29 - 0.83
durduszAviiearhuasnsouua (Cron-
bach’s alpha coefficient) iiA15e1i19 0.61

-0.92

nsiaTerideya

mﬁmeﬁ%@gmﬁmé}’wadﬂﬁm
fegne agldlusunsy SPSS for windows
version 115 Siaswsishudsildlunsise
imvieedUszneudeuiuiionsivaoy
pupsaddlasEimenaiodiotn Lasms
Anserilunalasadieanuduiusiang
wazkaLiionsIadeUANasnAdevesliag
anufguBamguliudeyadeuszdng lneld
TUswnsu LISREL version 8.72
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1. AW lulaaA N U A us I3
winkavnasynIalaveniudiulseaunis
AAIN LA ANENYAIve ARSI SYiDTien
Fatausssufifidnsnadenusnaluuing
voufiendeTausssuvestnreaiiersn
AR lagdsiunuaaniausas ag
fudnuAnuins  wasanufiswelaluudnns
nausI  nguATiesing  winunulne

waganglne  lesnistidudsanumandy
Ui msfuamdIuinig wazauii

welluuinmsvieaiiriifiauduiusidame
waznasynitaladesudiudssaunisnain
AndnwalvendnAmsinsvioniiends
Jausssy  wavAuANAluUINsieadien
BeTmussnvesinvionilenyad1eed
wadalunaauFu UL nuasNany
ANNAFIY %awaaﬁulﬂmmmaﬁq%ﬁmm
AUSEImMAINNITRENdILUS  LagnTIa
aaulumanuduiusauauuigiuiuioya
Bedsednd  Teenisiesizsitadedetiuduy
nulueanisiamudsudsianuaonndes
naunduiueyadalszdnyd  uasasvdeu
ANdenARBINauNGuYeliea wuiluea
audunfgiuiauaenndesiudoyaniiy
AnLiureInguieg1mnng fanm 2-5
NN 2 NTNAFBUAIIUEDNAADY
vosluinalassaivanuduiusidunguay
NavesEILUsEALATRANATNL BV NadoA Y
fnluuimsviouiioniieFouiiansiailne
nausaumaensusulinalasraunaieylu

AUAaIALAA Ul UNITIRT AN UWUS Y

| S——

wudrdAnisnageuadudenadetagly
wnneeusulasieAl x*= 187.81, df = 100,
x’/df = 1.878, P-value = 0.000, GFI = 0.97,
AGF = 0.94, RMR = 0.015, SRMR = 0.030,
RMSEA = 0.038, NFl = 0.99 wag CFl = 0.99
A3 agunsvihesinendinisuiuluea
wunilen MInegeUALADRAGBIBE N
sonsulanaea x’= 133.03, df = 117, x%/df
= 1.147, P-value = 0.133, GF| = 0.93, AGFI
= 0.90, RMR = 0.018, SRMR = 0.042, RMSEA
=0.027, NFI = 0.97 uag CFl = 1.00 w4
nauMswInkNUlnedmsuTulima  wuh
fidnnsvaaeunludenadosogluinmel
sonsulasean x*= 94.30, df = 82, x/df =
1.150, P-value = 0.167, GFl = 0.95, AGF] =
0.90, RMR = 0.021, SRMR = 0.043, RMSFA
= 0.027, NFI = 0.98 wag CFl = 1.00 uay
a5 ngumsglnevainisuiuluea wu
dldrmmaaeuaiiuaenndetagluinus
vonsulamenl x’= 119.02, df = 104, x&/df
= 1.144, P-value = 0.149, GFl = 0.94, AGF| =
0.90, RMR = 0.024, SRMR = 0.045, RMSEA
= 0.027, NFI = 0.98 tlag CFl = 1.00 wams
Plueaiis 4 ndu farurenndesiudeya
Waszdng  derununandiiuIndwls
winieueniidng  leun  dhudsvaunis
pa1n (MKTMIX) Lazn1ndnuaivandnsoe
nMsvienfiendeTamusssy  (IMAOCTP) ity
dymeatidesiususanislu loun Ay
AIAIIUENNT (SVEXP) mssuiamanuinis
(SVPERCEP)
warANANAlUUINIS  (LOY) Teedauusluy

AMUAanalaluUSANs  (SAT)
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Tupaanu130e5urgAMUBUTUTIUMLUTUHS
meluwsiasdn Tundusilafeuas 50, 77, 71
waz 76 auddu ngunisvinemnsinglaser
a¥ 29, 72, 67 Uag 70 9NUEIFU NGUATUINA
Ineleisouay 55 73 89 uar 88 mnuAWY
waznquinelnelasesay 53, 85, 88 uay 91

2. nnsAnwnguTunutade
drulszaunisnainiBvinaniinsadauan
saAuAIAnisuIng  nsiuiameiuinng

LAZAUANA L UUS NS DUNYNT I AUTITY

ANUAIRU
0.26 0.15
v v
0447 pr e PRM PPL
No.44*
o 0.48"* 0.47%%
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