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Abstract

This research aims 1) to study Thai tourists’ behavior on Raman cultural tourism,
among the Provinces of the Chao Phraya Basin, 2) Thai tourists’ opinions on the significant
effects of marketing mix on Raman cultural tourism, 3) to analysis the relationship between
demographic characteristics of Thai tourists and their behaviors on Raman cultural tourism,
and 4) to compare Thai tourists’ opinions on the significant effects of the marketing mix on
Raman cultural tourism according to their demographic characteristics. Participants of this
research were 400 Thai tourists who traveled in Raman cultural tourist attractions, among
the Provinces of the Chao Phraya Basin. The data statistics were achieved using frequency
distribution, percentage, mean and standard deviation. Therefore, Chi-square, t-test, and
one-way ANOVA were applied for testing the hypotheses. The results show that 1) Thai
tourists who traveled in Raman cultural tourist attractions, among the Provinces of the

Chao Phraya Basin aimed to travel for relaxation. The majority often traveled with friends
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on Saturday and Sunday. Each group consisted of 3-5 people. Their average travel costs
were less than 1,000 baths, and their travel frequencies were more than one time in three
months. 2) Thai tourists’ opinions on the significant effects of the marketing mix on Raman
cultural tourism, among the Provinces of the Chao Phraya Basin were high. 3) Gender did
not affect the relationship between Thai tourists’ demographic characteristics and their
behaviors on Raman cultural tourism, among the Provinces of the Chao Phraya Basin. 4)
The different demographic characteristics of Thai tourists did not affect their opinions on
the significant effects of the marketing mix on Raman cultural tourism, among the Provinces
of the Chao Phraya Basin. However, there was statically significant difference in term of

tourist attractions in different provinces with a statistically significant at 0.05.

Keywords: Cultural Tourism, Raman Cultural, Tourists Behavior, Marketing Mix Factor,

Provinces of the Chao Phraya Basin
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Abstract

This research aims at investigating the needs of tourists visiting national museums
in Bangkok Metropolis. The qualitative research was conducted by interview on 50 Thai
tourists, consisting of 10-12 persons, who visited each of the 4 national museums in Bangkok
Metropolis which are Bangkok National Museum, National Museum of Royal Barges, The
National Gallery, and Silpa Bhirasri National Museum. The data were analyzed in descriptive
statistics. The results suggest that the tourists needed 3 things to be additionally provided
at the national museums in Bangkok. The first aspect is the exhibition. The antiques or
valuable objects should be displayed with stories and descriptions. There should be texts
and media to facilitate tourists’ understanding which should be concise, easy to understand
and made in different languages. The exhibitions should also be rotated. The second aspect
is the place. There should be the rest area for tourists which is separated from the display
zone. There should be enough tables and chairs with well-ventilated environment. The
exhibition building should be clean and comfortable with sufficient parking lots and specific
places for the elderly. The third aspect is facilities. There should be standard restaurants
and the quality and prices of food and drinks should be affordable. The souvenir shops
should sell the items that are relevant to the museums at reasonable prices. Toilets should
be modern and clean. Parking space, walkway for the elderly, and ATMs should be

appropriately arranged.

Keywords: Needs, National Museums, Tourists
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Abstract
The purposes of this research is to investigate customers’ behavior towards restaurant
service in shopping malls affecting 7P’s marketing mix in Pattaya City, Chonburi Province.

The quantitative approach is employed. Questionnaire for data collection with 400 customers
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in shopping mall restaurants, Pattaya City, Chonburi Province by using multi-step sample
selection method. To analyze the data, a frequency distribution, percentage, mean, standard
deviation, as well as hypothesis testing with t-test statistics and one-way ANOVA are carried
out.

Findings reveal that overall of customer satisfaction in 7P’s marketing mix were satisfied
with a high level orderly by promotion was a highest, followed by physical evidence,
product and service, process, price, place, and people, respectively. The customers’
behavior towards restaurant service in shopping malls, the type of restaurant, food type,
and average cost per visit affecting 7P’s marketing mix in Pattaya City, Chonburi Province

statistically significant at the 0.05 level.

Keywords : Restaurant service usage behavior, Satisfaction with 7P’s marketing mix factors,
Restaurant service in shopping malls, Pattaya City
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Abstract

The purpose of this study were 1) to study the behavior of Thai tourists visiting in
cultural attraction in Community-based of Bangkok, and 2) to study the relationship between
demographic characteristics and tourist behaviors of Thai tourists visiting in cultural attraction
in community-based of Bangkok. This research was quantitative research, involving the
collection of data through questionnaires with 400 participants. The analysis method is
descriptive statistics : frequency, percentage, and Chi-squared test with a significance of
0.05.

The results found that the behavior of Thai tourists visiting in cultural attraction in
Community-based of Bangkok were as follows : It was found that most of them came with
family and relatives. Weekend Trips Travel frequency less than 3 months/ 1 time using
vehicles to travel by private car. Spend less than 2,000 baht. On travel with the purpose of
recreational travel, second to see archaeological sites and antiquities, and to spend free
time with family members equal to experience the community lifestyle. Get to know

community attractions from Facebook, second only to website media, and from YouTube.
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The most interesting forms of cultural tourism are archaeolosgical sites and museums.
Secondly, interested in the traditional architectural style and interested in the style of
shopping, apparel, etc. Food & Souvenirs.

The results of the chi-squared test identified that gender is related with expenditure
on travel. Age is related with the mode of travel and the kind of vehicle used for traveling.
Status is related with the mode of travel, the time of year in which travel occurs, the kind
of vehicle used for traveling and expenditure on travel. The level of education is related
with the vehicle used for travel. Career is related with the mode of travel, the number of
visits, the vehicle used for travel and expenditure on travel. Moreover average monthly
income is related with the mode of travel, the time of year in which travel occurs, the kind

of vehicle used for travel, and expenditure on travel at a significance of 0.05
Keywords : Travel Behavior, Tourists, Cultural Tourism in Community-based
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Abstract

The objectives of this research were: 1) to study working people’s behavior in repurchasing of
Shabu buffet restaurants in Bang Khun Thian District, Bangkok; and 2) to study working people’s needs
of 7Ps marketing mix in repurchasing of Shabu buffet restaurants in Bang Khun Thian District, Bangkok
Metropolis. Quantitative research was used. A questionnaire was used to collect data from 420 working
people in Bangkok’s Bang Khun Thian District. The instrument for collecting data was a questionnaire.
The data is analyzed by descriptive statistce.

The results showed that the majority of working people who repurchased Shabu buffet
restaurants in Bang Khun Thian District were females. The main reason of the repurchase of Shabu
Buffet was that Shabu Buffet was their favorite food, which is typical of working people’s behavior
in repurchasing restaurants. The overall working people’s needs of the 7Ps marketing mix in the
repurchasing of Shabu buffet restaurants in Bang Khun Thian District, Bangkok Metropolis were at

the highest levels. When focusing on each particular aspect, it was found that the price demand
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was at the highest level (X=4.32), followed by product demand at the highest level (X=4.31),
and the people at the highest level (X=4.26)

Keywords: Working People’s, Behavioral, Needs, Repurchasing, Shabu Buffet Restaurants
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Abstract

The objectives of this research are to study the current state of operations of the Wat Sai
Protection Club and to study the guidelines for the development of both existing products and
new products of the Wat Sai community to be able to generate income at a sustainable level
of self-reliance. The research tool were interview form and questionnaire. Research samples
include those involved in the Wat Sai community development include 7 people in the Sai
temple community, 1 Wat Sai temple representative, 7 higher education institutions
representatives, and 84 participants in the project to promote knowledge and skills for product
development, which were students, parents, teachers and people in the Wat Sai community

area. Data were analyzed by content analysis and descriptive statistical analysis.

The findings are summarized as follows.

1. The results of a study on the current state of operations of the Sai Temple Protection
Club to the way that Wat Sai community to create a community that can be self-reliant were
found that the Wat Sai community, led by the Wat Sai Protection Club, had a clear idea to

develop the Wat Sai community to be a self-reliant enterprise by developing from the
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knowledge and skills that have been transferred within the community from those who know
the knowledge and experiences then developed into products. In the initial stage, there will
be products in the herbal product group, such as soap, bath soap, shampoo, hair conditioner,
borneol, inhaler, balm and handwashing spray, etc. the research team has helped initially
include developing a brand and packaging for use in the name of "Watsai" which the Wat Sai
community has applied to other products in the community as well. In addition, people in the
community have developed a channel that can be used to publicize the training on various
topics via Facebook pages: Wat Sai Bang Khlo as a channel to promote products for sale as
well. However, the research team also found issues that the community and the research team
agreed on that should be developed, namely the marketing and sales dimensions that should
be promoted in the use of social media as a primary marketing tool. Moreover, there are
proposals to improve the brand to suit a wider group of customers.

2. The results of the study of guidelines for the development of both existing products and
new products of Wat Sai commmunity to be able to generate income at a level that is self-reliant
and sustainable. It was found that all stakeholders have proposed to organize activities to
promote knowledge and skills that can be used to generate income for people in the
community. To apply the knowledge gained to develop existing products or new products to
have a variety and create added value. The research team has organized a project to promote
professional skills for people in the community. by using the area of Wat Sai School as a basis
for organizing activities in the form of a project to promote knowledge and skills for product
development, 6 sessions, with a total of 84 participants. The results of the satisfaction analysis
of the participants found that the overall satisfaction with the activities was at the highest level
(X = 4.34). When considering each aspect, it was found that the aspect that participants were
most satisfied with. The aspects of applying knowledge (X = 4.48), followed by place and time
(X = 4.35), and knowledge providers (X = 4.30), respectively.

Keywords: Community product Development, Community income generation, Self-reliant

community

o a o« o 2 v v ot v
wmslunsiawndndasivesyuwinlvsliauseaseseldluseduifisueddd 81



Dusit Thani College Journal Vol.16 No.2 May - August 2022

UNANYD

(% '
& A =

NuITelidnguszasdiiiafnwanintdagiulunisaiiunuvesvusuiingialnsuas

9

1%
1 a a

Anwwuamslunisiaunssinundaduniliedfunasnan el vdvesyusuinlnsliaiunse

@

(Y IS

asvlaluseaunnanuelaeg1ediiu wieediod e dunuuduntuailazhuuaauniy §19e19

vala a

Welsenousie gididrugrtesiunsiaunguwinlng taun auluguewialng 9iwiu 7 au

Y

Aawnuialng 1 au dunuaaidugaudnel 7 au waghld1siulasinsduasunuiLaginue
° v @ a o ct O | v & 4 v o
dmfuimuindadandaludnifou unases ag wavauluiuiiguvwialng 91uiu 84 au

AATIENTOYARILNITHATIEALDMILAENTIATIBNAILATATNTTUUT NaN1SANYINUI

1. anmiagiulumsaiiunuvesrusuiinginlng fauumisnmeinlnsdoinisiaun
Woassuvulianunsafisnuedld wuin meguwwinlsinlagsusuivinginlnstuuifnidaau

Tunsitmungurwinlnshifidnvasaesmnudviamisnauseiiwueld lneinuissgonain

'
a a ¥

peAANNIkaETnweNlasun1saneneaiunelugusuIIngsndanuiuasUssaunisalangg

a a 2

Mntudaiantudundndut TneluszesGuninazingnsaetlunduvemindustaulng 1y
a1 thou wry ASuuanEy fanaut o1y e wazasidnde iusu Adinsaneideld
Tinsthomdeludosiu W mafauesaudwarussadasidmsulflumssmngluumes
“Watsai” Fansmauinlnsliiluldfundnsusididug vesmurudng uenaniauluguyudls

Waungeananlalunisussanduiusnisdnniseusuluiid omes WU Facebook pages: Jnlns

[ LYY

yalaa ududeamnslunisussunduiusnansuegiiianisanvuiednse ag1elsfniunnzIdada

[y

wuwuUszuTsgsukazauzidamuiesiuludsiinaslasunisiamu fie dfdunmseainues
N15U18NATHNNTAWESUS9URINS I Aedrueaulall (social media) tieldiduwaSaaiionia

nsnaaUssnuarivataue iin1suSuu s aumlviminzauiunguanatuienI1aungu

2. HansAnwwImelunsiaIInuREnduANTog iy waskandaeiivivosyuvwin

Y

Inslianunsaasieneldluszaunisnuesldegedstiy wud glldmnetemnirglasiuausli

fimsdnfanssuiieduasunnuiiasrinuelunsiganunsadunasieelalituauluguyy e

1 a A a o 6

° o o ] 1Y) a o caa 19 val o
u']ﬂ']']ﬂJEVllmU@@EJ@@WGNUWNﬁG]ﬂm%V]ﬂJ@§JJL@N‘Vﬁ@Na@]ﬂm%iﬁﬂﬂﬁﬂﬂ'ﬂqm'ﬁaqﬂﬁaqﬁ ATEAIN
a o =

yaAufiale Faneaugideladnlasenisdaasurinveondnliuaulugusy lngldiunvedsasoy

a

Yolnsduniunlunisinianssy Tug‘dewaﬂmqmiéqLa%mmmiuazﬁﬂwﬁm%’uﬁmm

HARAMI TIUIU 6 ATY TFHTINEY 84 AU HANITIATIEYIANUTINElaY0I LU TINAINTTY

[y

WU Audienelalaesinransinianssu egnseAuIINAga (X = 4.34) WaRTUITIUAU

82 Guidelines for Developing Products of the Wat Sai Community to be able to Generate income at a Level of Self-sufficiency



NIANTIMEFeNANs1H TN 16 adui 2 iweunguaiay - Fmiau 2565

wuin FuiididrsiuAenssufimuianelasnndign Aesunistharmslld (X = 4.48) sesasn

ﬂamuamuﬁuauiua y17a0 (X = 4.35) hay muﬁlwmﬂm (X = 4.30) anua1nu

o

o x4 [y a % v % ¢
ANEALY : MINAUIRERS YUY, N1TES 9T LAYNYY, YUTURIALLDS

UNUI

falnaiduinsiugifideogianil 635 vesuseq 1 wrrsunsled LunuisAauLmAL
nyamavnuas Silefiussnm 12 15 fufiduniauidmosemsdouedsadsummnatalng
fiflofiuszana 313 ngludalvsldinisdadmusuiivndialnsiAatuainnissunguiues
ymthusinalngseuialnsuazudnalndidsaiiofasudesnlalunsiauialnslufianiswes
yuyufiaansofinuedd anmnudunsmdad uazannisiifanssile q Aduaiunisuadom
soldildaonndostumnudueguosyuu 1y mslanatnin nieflvensa iJusu lned
fnUszasdvasnstakesusufivingdalns Ae 1) osussdlvssrluiiufifaauandad 2)
deduaudtoyatnansvesumu 3) oduafuliussmmluiuildiiamuinlunsduadu Waun
wazouindinusssuuszmduesyninlnsliiduumdadouiuiusamy 6) Wetesusalillsiyana
1o 9 dmsngau %aﬂqﬂa’iﬁaLLazﬁaumaﬁﬂiﬂﬁ’nﬁumﬂm 9 ﬁlﬁLﬁ&Jasﬂ’aqr‘vammauﬂ ERGeNA
Uslenilaefiveu 5) iletossuwszasd aninsluinlnsuasysyanuu Aagieudeudouay
douasnsdenssnmsmann meldinguizasddnanuusifindialngld dnsdafanssuile
novauamanenangsy loun 1) dnfanssuluiuddene o 2) Wawiussnvudrinlaedatanssy
lasansaseuasinmdan 3) suauuinaialifinnuazeauaziadu 4) Aanssuasouaia
duiius 5) dnaeunmudingurisliiudnuasyvie) uaz 6) InaetiunTwsng 9 (Watsai, 2014)
Aanssusng 9 Fimssusuivingdalnsladatudnusitmnevdnaensadnuduuds
aeluguwy wu Aanssuiudidy Aanssulyyiudssvisudiin fanssuaseunsiduiug R
Aunssumariasdunsidieulugmeudiniduhutunmeluinein mnduistaudeson
Aanssugnaiaduadennuisludiuresnvidingy uaznisdnaoudodndng 1 iolviquyu
annsafanmuiesdld nildufenssuvestsuivingialnsildsunsiaudesenauinnueiiy
gurilaonss Ao Aanssumsdnderindneing 4 Aldudnsaeudumsihenns tusuaseios
audsndnsnsivedd wu swiios ay wwsm WHusu TugUuuuiivennvans fiisnlvianad iy
fsaontugaudnuiifinnudesnganediu suluanfyntnlugarues Aanssuidlas
mswdesenluudsiuresnsaimantasiieanswiineass WWud ay wasemsosayulng lay

Tenluurusnidugiiiunuluynine WelmAansnszaeneldgyumu (Volunteer Bank, 2010)

kY

o a o« o 2 v v ot v
wmslunsiawndndasivesyuwinlvsliauseaseseldluseduifisueddd 83



Dusit Thani College Journal Vol.16 No.2 May - August 2022

aeg13lsAnu vusuiingIalnsneldrusnwusadtoniaining fiasdesnisnisaaasulu

wanedd lidinzdunsifivtemansussduiuslivarnvataneaduianssunladetuieingy

AnaulaiennluyausunazyananiguaniIuiuaud g dvianssuiliundu Ay
G?]J a (%

29N15LUNISAMUIAIUTIRA N IANUNERN T 17193191847 wagmTeuNagiauLiienis
° ' vy = ] v a & = = v v oA A A
Funhglilianuameny fganduanmuinddiu ulvdniswseuanunsedlumudu 9 ey

W irusuivingIalnslavmundulamisgusu denndesiun1snyives Sangayotin (2020) 9

[

53U wuIensiauIaviaturud 1 uassealisewesnishinuiuasinueiddsy wWunis

atvayuasaviglum s mdndasuasdnennlunngs

(%
Y v =

memgliiTedaulanasinunasaienennseuiumsiunsesuasilinnnuanunsal

2
g inlnsliaunsofiimuesazannsoadeneldlftususuiduduvemandusivedduay
wARSuTT U HuanusalefuaniugauAnuifinrundenaludunsiannsdadous
Thiduisousuvesngugndn wazsunsdaaiunisliauslunsussnovendnileseseniy
wARARTIal g WesaAuwan i dumsiaugmuuiaialnsidanuduiafegueui

ANUNTONINULD LS

o/ 3
INUITEIn
LAnwanmdagiunseifiunurestusuivingininsifeatuiuimisiivieialnsdenis

Wannieasiausulianunsofianuedls

[

2. Anwwmslumsiauandndarinileginy uaskianduelrdvesyuvuinlnslaunse

[y

aselaluszauninueslaog1adaty

NSDULUIAA

SUNNFDDILUININITHAILNENH U

Anwanmiagiu YDIVUSURVNIAINTINFIWNU

MIANUUNUTAT ‘ ANIZNIIUNITVUIUAUAMENTTUNITIIN

wineinlng andugauAnw

WankarUSuUTamandugive s ving

Solns niouFAnnuNaKIUANUNIND TV

ANNUALUINIINEULN v
NARN N

84 Guidelines for Developing Products of the Wat Sai Community to be able to Generate income at a Level of Self-sufficiency



NIANTIMEFeNANs1H TN 16 adui 2 iweunguaiay - Fmiau 2565

AINUNIUITIUNIIU
WURAANITWRAUI YU T

Community Development Department (2016) 1@’fﬁmsfﬁ’mumLquqwsmam%mq
nIUMTWRAILNTYIYL 1.A.2560-2564 Tasinsimusideviailiin insusAagiusniunuas g
fanuadld aneludl 2564 Mnunugnsmansfanann leinsimueiusialy 4 Ysenns Idun 1)
Wannszuunalnnsidusinuagnisieudnisfienues 2) faunisuimsdanisyavuld
fanuadld 3) afsszuunalnuazAanssumaasughogunnliiuasundnuivanvoaasugia
Walilee war 4) WawiesAnsiddeaussauras wazynainsilgauni1sailunuiauiyusunas
Foamglunsienudeysanns asdiulgimdnnsddguesnsimuiyuvuazizuduain
msfnwiiunninefiAitos (stakeholder) wosuru antuduiunimunusunsiau Taod
Fvsnelguruannsofinauedd feowednifnwaidfejadunisinm anmiluves
yurunguyuiouLiioviaalafsdgminaganudesnisuosyusuieuiagiuiau
lasamsuinmsimmsiiielaenndesiuliymuazainudeansiuiadwesyus Tngnsimun
gupuiitmungdrdguesnsiauinanndia §ai United Nations (2009) fuurfanisin
AUAMTIN WeanNegAtauilinIndulunisiiaud AglugaUSunauiesenaie wu w
selduFenandn Wudy wimsiaseftiansieuiiduiafefugulunstamuayudiang
Uszneuluse 3 fu led msidindidusnn anwg wazansgruanuduey annuuddnnis

awgurunpnIdedsdesnwuunsideliinisinudeyaaingiterdemanedeiaaulugusy

winwialng Jalvs auluguwuwasusnalndifes

wunAARgRUIEMRIYNTY

FamAayuy (Community enterprise) Mu1efs Aan1sveaguvuiABIfunIsliuIng
visennsduq Adiunslasaazyanadiinnugniu $38FInsmiukasufiulsneuians
fsnan ldiewfudfyeealugduudlanielifudfiyaraiieairseldiazilenslenaues
YBIATBUATI YUVU UAETENINYNYU (Community Enterprise Promotion Act, B.E. 2548. ,
2005) Tasanunsananasuldin JamRagusuienisuszneunsiiiensinnis “nuuesuay’
ogsadisassdifionsfianuies Feumadien Wlddaumnedeafuviidy Smesuds
n3neng nandn Awd gidaan yuneTmusssn Nunadieu (hunasimisdsauides agelyi
syt duguyy Juiitiesiililafy) (Office of the Council of State., 2005) 91ALUIAALTDY
Jamiaguruaziiuldiyumedsaudiunnd gityyn weenandaiAatunislugseudu
psfUsznevddyrasiamiamuiiduuds swfnveddisjatuiivauesdanudlituauly

guyulaediiudnuazewusuwazaufInIsvosAulugusuduman

o a o« o 2 v v ot v
wmslunsiawndndasivesyuwinlvsliauseaseseldluseduifisueddd 85



Dusit Thani College Journal Vol.16 No.2 May - August 2022

HLAAN399YBINIFUINITIVINS

Office for Accreditation and Quality Assessment (2007) laliAununegy89n15UsAS
A5 msfiaatugaudnuiunumifuifsesgurundounassresdameinnig wiev
wihitla q Aflasensiamnguulusuinnisvdensiauiaug saenaunsiauiny
Fuudevosmuru Ussmamuazuiuned (duldesuuuuresnsuinisiifiameuumuuagnis
Usnswuulviilan TneinsihanusuasUssaumsalininiuiviseysannsidniunisiseunisasy
#39N19398 9MNAMUNLIBVBINTUTNMTIVINIFasuldinluun vmdrAguesantugaudny
FansfnwadedidflFosdanuivesaniugaunuiamemeiugrannnssuuiniadumieves
n1suanaieanuidmivatenealiiuaulugusy auauisadludesenasranelaasulviu

AULBLATATEUASILA

uIeingItas
Phattaraphanpee (2021) la@inwin1swauinguenrdnyuvuduwuulunisiduumas

oungrgurulumiuauialal 8unaumd Jwminaynsusinis 31NASANYINUIINGUITN

'
14 a

guyudipdoguasinnulannuniagidyyiviosdulunisiaunduwvasiosietuyu d1u
WATHEARNBATNTIN 18U NAUOITNIUsENNTR aunenIneLiied nguvineTndindelkiuay

wUsgUNARSTIaINLAR MURAUNTIN LU NENITNAZATYING AIULATYFNIYUTY LTU NGUDITN

Y o Y oA

iUanadahunaniies nguedniddindeudsssuyd sulavwinis Wy nguednviemisive

& v | A o S v i N o a o & & v 44'
WUUTU ﬂQNEJ’]“UWVl’]EJ’]M’]iM?WHWUU’]u ﬂﬁj}lEJ’]GUWVI’]NaGmmWIE)’]‘MﬁWUUTuLL‘LJiE‘U LLAagLd®

1% '
= 1 o

finrsandeoyanisidunnawieniergusuiuuiidinsin wudn nsdunasiiunned miui

! Aa o

\nuRINTINALANTEINgL e NI TULAY AN B NNvLTiE I ng i weuasUsyaunisal §
waRaMsaLmARSuT Turandnlfanuiufouasliauiiiedanuiufiaveulunish
Aanssuvesngu Snsnsldfuarutiewdonnmnenuiiiedemedunisiaiuiisimine
wanSariyuvuiiuiueu fnfidrevennuiuaruszaunisal iruaugulnmidielhAnauauls
lunsfutisangueTnyuu

Sangayotin (2020) lé@nwnumamsiadngawiavisgusilulssma lne 1ilo
pnsEAUANNANINTAlUNTUISTU WU 1) Factor condition gaifunisivanuiuasvinueiiddy
afuayuinalulaguaruinnssunisudn 2) Demand condition WUNNTIATIZVIANUABINITYNAT
e dengugnitmineld fszuunsineuanuiieelavesuslaaiiedruiamngannl
7% 3) Related & support industry wunsatvaywasetislunisiauindadusiuagdnanin
luniswde adreenusiuiielussuuiliaaniegsna 4) Firm strategy, Structure and rival deia3y

o

n13inseaInnudefiva wasdediaueaulall 5) The role of sovernment wiunsatiuayu

86 Guidelines for Developing Products of the Wat Sai Community to be able to Generate income at a Level of Self-sufficiency



NIANTIMEFeNANs1H TN 16 adui 2 iweunguaiay - Fmiau 2565

duasurewensaieliiinsulaniseiios 6) Chance TiandAgiulanialunisivasunias

2 1 %

anmwandenlutagtusiunssnwdwingsy n1ssnwavnm nMsiawdualAtungugaseiy

9 Yy

¥

wazrn1311yuLes Outside-In LB IgRAMUY FgnuANUUANAIluLLIAALTITNAT19A21Y
ImuSeulunisudeadu afeyariiuwasinuinnudduliiuiamtagusuld ganauided

Welaldnguuuwimanisimuidneaindavyusuved Sangayotin (2020) Tutuveinislv

e>2p

ANUIuAzTINYENd AU sEEnalunSANwIATAL

AT HUNISIVY

1 £y ] d‘ = g.JI -dy ¥ ! [ I Yal ¥ U U
nausegenldlunsinwiaaiusenausie 2 ngunan fie 1) gldiuneidesiuyuvuin

4
ns 1éun gunurusuiivingdalng irena enlugavuidaufanssu uas 2) fidrsweunnierioun
anuslulasenisdaasunnuiuagiinuwed msuimuindndue 31w 84 au lagld3snisiden
$119E19WUVLANEA (purposive sampling) Lawqmuﬁ'Lﬁwiauiuﬁﬁmma'aLa%mmmﬁuazﬁﬂwﬁm%’u
W WEns 0

[
[ P [

s fiuAnyideluasalidelauusdiues BnsatiunITenuingusva Al

Y
YUABDUNITIAY ASMsAEuNg

AR IR 91718 91938 ANedenans il AuluguyunsIuAINTIL WeAnw

anmdagUuvesmsaiiuay

1. Anwranindagdunis | dwisedudiidiusuiuialng lawn gunususuivingalng 1

Handueveusivingdalns | ddwsamnnde

2 SIMFOTWUIMNNTHAIL | - Suwsewnnnsiauesdeuiadnsiandundndoen ang

[

ingintng VDI ILATING

3.419UALUINIG WauIkag | - vusuivinginlng auluguouilidiousy wagfiunuainineldy

USudgandndmaivetvusy | suiuinukasusulsmandun sauluamsfanuaasiuaiudi

¥ a 4

M9IATITRdaua TUn153LAT1EeNN (content analysis) Wagn15itAs1eRlagltana

Y

W33 laln Al Sesar Aeds wazdulEuuuNINIgIU

d3Unan133e

1. wan1sAnwanmdagiunisaniunuvesyusuining
guvuialnsiinsdidunuludnuazvesnsldinweanuiilésuanniseusivesialns /iy

Aanssuuinisivinisiaainaatunsfing naensy sulusaulugusuiivisduniuiuas

o ‘NI ° a v av vy & adc w & v AV dw
Vlﬂ‘l‘}%ﬂﬁ’]mqiﬂuqlﬂﬂﬁgﬂ@U@’]%Wl@ ﬂm%'ﬂﬁ]ﬂl@aﬂwumLﬂUGUE)lIuaV]Qﬁ]"Iﬂ QLLWU%N?NWWﬂH’JfﬂiWi

o a o« o 2 v v ot v
wmslunsiawndndasivesyuwinlvsliauseaseseldluseduifisueddd 87



Dusit Thani College Journal Vol.16 No.2 May - August 2022

W191d 919138 IMedendnsnid auluyuwuniuAanssy luan wnisandunuvesialng Ju
91 2 As3 Ineduszauildlunisfne loun deyaiiugiuvesniisau deyasunisuins
AULSIULAZYARINT ATUNITAIALAZNITUIY AMUNITUTNIT AuNIaningauiiieansuas
warladunisudn auwmeluladuazuinnssy waza Ul AuULAENITRY N1TIATIER SWOT
yoamhenugsialuinlnstyminu Ieazdendeuny Al
& o Y o
N15aINUNIAlng AT 1

91NN5NETvEnUYsENUNSTNTWIALNS ASIN 1 WUl AARUNAIERENe NE1IAD

[ ]
a A a

= g | g v vl v a A gy No o
AnunguvugaduwaildUgnayulnslidanuazainlunsmingauiie igusenaunisinigs
a a a Xvuva v d a = I3 v =~

nsWAnaUsaveensHaniLIUladuA IREadaNuvanvateuazilunsidayulnslugu d
N5¥01AINgNANGNFY BeRan1sdaiiloniaasayiiuladnain

AuzATedslavinnsasumuziiaduiumidunisuuugaimunnanisisil

1. faviwnunisnaistuinegnadugusssulaedadnsiivinwidinunisaaiaunaiiunis
wHunsRaaLiebiianie wagdidmunglunismanAidaiau silvusunagnaniiaduiisnela
UINVY

2. Invindereulatduilaedndnegdiuignisiudessulatidiliunisvirdessulayi
Tddgaglunisvimanauiiedigiiuysunagnd

3. ol sy U Buuvansgiu lnedamgdiuigni staduiliavsnwvilvidany
FaLau wagnsradeulanuvanteyd

FengusenaumsinainuaudAymumiuzintany wasdUalAaNaLa A1ndn
svdwnalbinansiviunagnAnindy Iseldiutudunaliduiiinaindmsuvreegiugnd &
Arnslunismana it wavddtielunisvimanaiiiediewinusunagnm

A do Y o

N13AINUNIAlNg AN 2

PNNsasTiuYLYLInlngassi 2 augddelanuinmeyusuinlnsinisdafanssuaunig
wlsluaruinmeluuyuludnuauzvsinisdafanssunisiseuianuiiagrinuelunisusenay
91@wen99 Ly mwidenge nsvinay swlufmdndudionmsuaziasoinun1ee Yo
NINSUTEAIEURUSA NS INazUsEadunusHutgesnisesulauly Facebook pages: dalnsuns
laa wazruYaInenisuendeiulindeuntufianssumieg Mneindnty luyuvesdndnsiuei
= ¥ 14 ! [ v v o o a [ ¢l = o 1 = <
finsadesgle menguynsuinlnslainisdnidndndusiniidwunedied el duves
1euwazveisyan Tuguwuureswnanduaiay ¥l 5 ans lawn aliuduy umnasad seilos m
w1A1 wazn1u Famsguvwialnsininudenisiasimuins duaiiasussydueilaiainy

Wrauladu aidedalndnisunuuvesussadusiuasniduisusuuindluduaue uenanil

88 Guidelines for Developing Products of the Wat Sai Community to be able to Generate income at a Level of Self-sufficiency



a

NITINFenans1il U 16 atun 2 wWeunguaiau - Fnau 2565

a

anzddodalfiaueuuimnafiaglfifunumaiefmulunisiununsdiiulasenindu
Usziiug laun 1) miﬁmﬁ%’mﬁ’]LLmummmWﬁumaEJ'NLﬁugﬂﬁssuiﬂEJ%’@%"NﬁU?ﬂmﬁm
mMsmanaudfunsiusunseaaieliianauasiitmsnelunsgnéidaieu 2) asi
nsdavirussyfusilng ievenendugnintmansuarduaiuliiinsaenadouiiodaday
Fawmiagumu 3) msdmindesoulaituulaedadatugnisiudoseulainduiunsyi de
oouladviliifdaslunsimaiaiesiofiuuianugnd uas 4) arsdelidnnsvirdyduuy
11955114 Tnegdnmdtngnisdydalimdsnyvinlrdanudanu wasnsiaaeulamumandayd

'
vV o

ayudinniengideliindeyaaniminlusasaufoinsvesuswinlnsuussgunse

Y

WAZWAILT bAkA

1) MswmwuITdsLaradumvitundadusiayvesialng lnedswasiden fsll
AauN1IWAIN
nanSasayvosyusuIalnsiduiinisasindndasmiifesay Inisusdnvasuazddu

wannnaneiieligndUseriulalugudnvalvesmdadueiiionuiiu lnedslaifinisasonsndusi

]
[y v

LAZNITRONLUUUTIUIUNNTAIAY AegUUsEney

9

AR 1 KandaeiveuruinlnsneunIsian

NAINITWAIUN

MendanniiaaeddelauitoiauaiuganNn1sUsTyNiUANENIINN TN UYL IALNS

s o =

waglahundFuusihlilasuuuuresussydaeininauefsnmanualvewinduansnylaniian

'
aa v a a v o

TldnwarveinTEmuwdnIea wendntinueugidedildoanwuunduniasiauiesessniiiin
YBIRINAAA NI Fan1FuAlAsun1seRnLULTLIINI AT MsYusudnlnsiadl Uiy
AR meunelinsduaie “Watsal” wu &y revayulns uamwazasuuwinuuagulng

A 8193 o wles awsdandle degy

wmslunsimundnSoasivesuuialnsiiamseasseldlussduifisuedd 89



Dusit Thani College Journal Vol.16 No.2 May - August 2022

MR 2 A3FUAAZUTIYN N IASUNN THRIW

PNMTaINUAiaANanNNsAINWeNIIAMsluASI 2 wudn negusuialng

Wlnevusuiivingialnstunaaidaaulunmaiannyuuinlsidnvasvesnnuluiamiog

3

anunsafianuedls lneniusiegennasdaukazyinueilasunsaeneniuneluguuaing

&

faruduasuszaunsnisngg mnthletanntudusdnsos Tnslusserduusnasdndnfasilungu
vosuAnAnuianlng Ly ay Yoy wsuy AduwIARy Ruau e s1ves uarasednsde Wy
fu Fedsiineeneddelalinetemdeludesdiu 1iun nsiauesauduwasussgsusidmsuld
Tunsdnmingluuiames “Watsai” Samsgsmuialnslfinluldfunan fueidadug quaudae
uenanielugurudliiaundemedildlunsussnduiudnisdanisevsaluidesie iy
Facebook pages: Salnsuidlaa undutomdunisussvduiusndnsasidienissmminednde
oglsfinuanAdedmuiuUssiuimemusuaseusitoiuiosiuluddiasldsunmsiamn fe
fAsunsmaauazmsvefiasinisduaiuEenonislide socal media ioliduaTeslonis
nsnanlesunariifeiauslifimuulsmsaudlimngantungugndluasniannddy
oslsfimululsziiudodunutl angitedmuinuenssunslugurialnsusduddigunsa
Tnsfwiiedeuiifliansndlduennandusing 4 wasiiuguanuivousasynrafideudiein

wansineriuge InsamngluFewesnnuinugusiumelulad

2. amsfnwwIluM IR UREAS 9INSig A uazkaninul lnsivasyusudalnsli
1% o o Yy 1 oA

aunsaadenelalussaunimuiesldageddu
MNMIAAENYIINluMsTaRdndasiRsLasadndualdliiugusuialnsiieada

$1ela AugITouaviidunededddiaualiinisdnfanssuiiedauaiunnuiuasinuelunisiay

v a a )

ansadnainelalituauluguyy iwethanuiilaludeseaimuindniuniilegifiuvie

Y

Y a o

nandulvallviianuvainany wagasisyarniuls dmnsenideladalasinisduasuinue

90 Guidelines for Developing Products of the Wat Sai Community to be able to Generate income at a Level of Self-sufficiency



NIANTIMEFeNANs1H TN 16 adui 2 iweunguaiay - Fmiau 2565

=~ Yo v A = o 2 & o a = =
a1anlvniuaulugusu Ingldnunvedsassuinlnsduiulunisiafanssu lneliswasidunvednis

[

ANANTTU A9

YafanIIu lassnsdaasuauskarinued mSunaumansioe
Y ¢ Y v A g v Y = % @ =
QUszeasn e e lviauluguwuialvsiinnuiuasyinuelunmsusenevenin

=

funnsaenanssy nelulsassuinlng

De

naudmneg  Auluguvwinlng @nseu unases a3 wasauluiuiyusinalng)
sUwuuRanssu dnfanssuaewinurordniioldiluasuadieninuiuasinuved msunisiauw
Hansueill Tnernusiudlosenindivendendasiuarlsaseuialvs

HA91NN1TUTEYULNBANYIAIUADINITANUHEN T U NAL MUY T1991NA IV UYUYY

v a v !

lsa3au wazdalng wuii glidruiertemnaindiuauedsindndaniasiauvulaiag

Y

Wenleesendnedineuneg Tugusy Fawaannnisussyunieangidouasgildungitaian

Ussnuitaguaniiszyuandmuniundadosinasdananssunisiseusiu fdl

¥ a 4 a (% ¢l
YaazuInNNUTeyu AAINAANUNT

ATWAIUN

1. waasfausianunsavilaing YULTUN VAU
2. nanfaeinanunsardniglvivanzanianssuluguou wu MsujdRsssy
Tueiing

3. Wusulve Sudsgmuliineg uwazdiamnsemiudszmulalutagiu

1. wansaindunfenlulagiu iUy
2. nansuaansondalisisuunliginivioman

3. wdnsiouiidunsalliinnn viieugunsaindluasaseu

(% ¢

4. AR

=

frnufRalafiungue Iy

Y

1. wandus i Tuazansadmhelalulonianieg aelugusy wu nelu | wafsugniag
LY A a !
0 vivelsaseu G
2. frdpgRvanunsamleadng

3. panAugansananlaluassauluUSuaunun

1. fndndnrinannsaldlaasaugumy Wvsaneonl
2. FNARN UNEIUNTONALNUNITAITDINNAYUDN ASYAWEU

3. fandnduaannIaNIianTunlade aunsovinle uesiSeuasny 1o

4. AuluguuansaaenennsEUIUNSTAIL NGRS e Itosnelugssu

o a o« o 2 v v ot v
wmslunsiawndndasivesyuwinlvsliauseaseseldluseduifisueddd 91



Dusit Thani College Journal Vol.16 No.2 May - August 2022

7 = ¥ a o da
YaazUInNNUTEyn AANANNUNY
WU
1. naafauaniunIuazannsadmmhelalulonaniag aelugusy wu nelu | - wuneessi
% A a : v Aa
10 viselsaseu - wodslaTaRu

2. frdngRvanunsamladng

3. HanAugauNsaNanlA luAsS auluUS RN

MenaINNsIalasInsauat AN esinwrd mi Ui mansiue Tituadluyusuiolng

waeuilndifes (dniSeu gunases a3 warAuluiuiguyuialvg) ruegidelavinisusedunanis

v a

Jafanssu Ingldnsinudeyaanauluguruiigisiuianssy Fadentuuianzasfeiudeyaain

Y 1 1 dl Y 1 o gj : IS 2 dy
G]’JE)‘EJ’N‘V!ﬂMU’J‘EJ‘V]L‘U’]i’JllIﬁNﬂ’]i PIUIUVNEU 84 AU IG]EJZJ?J@@,J@@Q‘L!

M13199 1 dayanluvesfidrsuianssulasinsdussuadnuiiasinudmsuianandue

(379U 6 M)

Foyanaluvesreunuuaesuniy I () Seuas
el
Nigtd] 26 31
NI 58 69
21y
15-25 1 13 155
26-35 1 22 26.2
36-45 1 10 11.9
45-55 1 24 28.6
snnndn 55 Jauly 15 17.9
STAUNISANEN
HseUANY 18 21.4
U, Uaa. 20 23.8
U193 38 45.2
Useyayln 4 4.8
UIgugyLen 4 4.8
1IN
UniSeu, UnAnw 15 17.9
92 Guidelines for Developing Products of the Wat Sai Community to be able to Generate income at a Level of Self-sufficiency




NIANTIMEFeNANs1H TN 16 adui 2 iweunguaiay - Fmiau 2565

Hoyaluvesnauuuudauny I () Fouaz
AUY/ 3N 24 28.6
NINUUIENONTY 16 19
13MINTINNUSTIaMAL 16 19
U 6 7.1
Buq 7 8.3

3l
PYpuNIUIBWINNU 10,000 UM 22 26.2
10,001-20,000 um 24 28.6
20,001-30,000 un 20 23.8
30,001 U1 Fuily 18 21.4
37 84 100

M19199 2 Yayandnunsnalavasgidrsiuianssulasamsdusiuanuiuaziinusdmsunmun

AREHI
AMUYDIAUNIND D X SD  wlaAnunug
FrunszuaunSedunau 4.22 0.58  wnilgn
nsUsanunuvesinAnwiundienu 4.26 0.78  annilgn
nsUsEEUTUS 4.17 0.82 1M
JULUUYRIRANTSY 4.21 079  wnign
MIUsEuRATewR i3 IlATINNg 4.23 0.73  niign
AU A3 4.30 0.55 wnilgn
fAslunseheveam ity 4.17 082 M
T ivanzau/dilade 4.27 081  niign
osueLomldogansudu 4.25 0.88  aniign
Nseunsemve lvimnug 4.48 0.67 aniign
JaLenansusenaumsaeulsegaszay 4.26 0.75  anniign
moudednany/veasdelieg ety 4.38 071 anniign
Fusanuil/sreziaan 4.35 0.60  niign
anuilunsdalasamstiaumanya 4.35 0.72  wnfign
gunsallunmsdnlassnsianumseay 4.42 0.71  anniign
szgzialunsauiinumingay 4.29 070  nnign

wunslumsitansdnfusivasguauinlnsliansaaseseldlussduiifmuedd 93



Dusit Thani College Journal Vol.16 No.2 May - August 2022

AUYDIANUNINB T X SD  wlaAnunung
aun1siiau3luly 4.48 049 wnilgn
yiuanunsathanudildFunmaFeuluussyndldls 4.51 061 anniian
yiuaunsathauilFsumnnnsseulsosenld 4.51 065 anfign
auildnsefuaufesmsves U eviienu 4.48 0.63 nfian
Aanssudenandaliinausiuiesenitmiieny 4.43 0.75 it

A9 9 WINTU

AUNInalalag s 4.34 0.46 anilgn

HaN1TIATIEANNanalavesEinTINAaNTIH WUl avwianelalaeTiusenisdananssy

EJEJV]T’@U?,J’]H‘VI&@ (X = 4.30) ofinsansiedu wuin snud Q’Lﬁﬁﬂmmﬁﬁ]miuﬁmmﬁﬂwdama
flan Aosunisthanuslld (X = 4.48) sesaanfesuaniudiuazszeviian (X = 4.35) uaz

AR lviaws (X = 4.30) auaau

ayunan1sitiulasanig

1. enfluuilvianusadiolunsidhsiufonss. uazldimuninueiamnndnsusinannse
as193eld IneUseidulinnnsvnasnewIeyemnaaige wu aunsallsaieu, nqu Line yuwy

2. nampuuannsiinswAanssy eluguvuiidelausdn mnidusdndusilungueimsi
anunsaviladne lugunsaling asdesensseuswaviilUldlunmsadsnela

3 aueliiinisifislulssifuresnisadayad wald fundadusi idauty 1wy nns
PONLUUUTIYINE N1508NKULALOIMS U

4. wauglfimsousunnuiiiAsatunisdu wu masuuiuyu matimadud Tad
AsaTou UnyTyuvu Dusiu

5. snuailugmuiinswAenssumsianauiuasinuedmiumsianadnfasiile
as19916ld ansfinmsdinlfegUTinafivangautuanmnisdous wu nmelifiud eumeifivsues
gunsnl

6. wauslitinsimusandnunzdosiuresmiluguruiiasdriuianssy Welwnsudu
ﬁaﬂssmmidaLa'%mmmiﬂ,l,azﬁﬂmLﬁﬂéﬁuaéwaﬁﬂizﬁw%mw desnmsliszydnnunienmaula

=

Seulvdaau dawalvarenaadululasgrediuin waznisinassnsweinsdmsunisanaull

X2y

ATBUARNAUKITEUNNAY

94 Guidelines for Developing Products of the Wat Sai Community to be able to Generate income at a Level of Self-sufficiency



NIANTIMEFeNANs1H TN 16 adui 2 iweunguaiay - Fmiau 2565

Jaymuazauassn
1. sewhsesiusulszinalumsinanssuaim
2. watunsvinfanssursudiiniiesnndunnidndendunsinunaigunasesnsu
v o . Aa ) 1
daiauauuzlumsaiiunisaseialy
1. eunlwiinanssune wuuilseld
o ) = b4 A & ' ' = U
2. Tumsaewiwyassdnly nalssSeuveliaeuuyniduvesinwing weldlunisuseaan
Yo4l5938UTaRUIAlUNTUTEYY Uaganunsadndnuielinig
wANIINMIIANINTTUAUSUANUTUAzTInwed mTuRawmEniaet Wiuaulugusuinlng
wagunlnaiAes (nseu funases a3 wasauluiunyuwwinlng) Wenisdaeunuinddulnnu
uwuinlng Menaeideldussanuanusiuilosenininendendnsnil vusuivingdalvs uazin
Tns nsesw 3 Waseesmedmiunsmeunsesianuiiviiuauluguey siufsansisauldidnga
3 ol o ! 14 ¢ a o ¢ 1 d' b4 Y [ [y
aaAuIansatlusesenuaradsassAllundnduiieg Weaimglaliiuaseuasa densu
(% ! L3 ! dg" o/ v ! IS a v le’
fuganunsainsunsseunveadiehhfalalsunaneiugival 2019 lneligasidensail

1) MIUsEnduiusTemnINsintsnaUinlenutoms Facebook page “Inlnsurdlag”

inlwsurg las

DUSIT THANI COLLEGE

DIC MEDIA - YouTube

o

2) %’mﬁwLﬁamﬁm%’umimwamaqﬁm’mié’mmiﬂizﬂaummiﬁﬁmmdw aunsavll

o & A

Uszgnalumsviwdndaiiieaiesels addu YouTube channel: DTC Media #sUsgnaulumeiy

(%
v a

#1199 13U 14 Wy fadl 1) nsemsmydu 2) insdidinidu 3) mianiowna 4) cup cake 5) uaw3v
Tusa 6) dlenwa 7) Juuviu@ 8) Junziinaae 9) Taaee 10) Aseauasingdt 11) iwWzilesnen 12) 9

o3 13) glvigy 14) gnyu

o a o« o 2 v v ot v
wmslunsiawndndasivesyuwinlvsliauseaseseldluseduifisueddd 95



Dusit Thani College Journal Vol.16 No.2 May - August 2022

aAUTENa

1. Mnuansanwanmdagdunsaniiunuvessusuiinyialnsannsdunivaliiun
auluguruinlng wezsm 3 fanmeiimeialnsdesmaianieaisgmdansofismuedlad
wui Asfimslisunisiaun Ae dAduniseanuaznsmeiinsinisduaiuFesesnislide
social media tielfifuindasiionenisnatndesfuuasiideiausliiinisufuusanad udli
wnzaufunguanAlunaniiendely aenndesiv nsumstamuyuyy (2559) fiszyfmdng
d1AfyraIANN IR YLTUIMITTRNIANS IVTTnauTIOUEge wasyraInIlgaunsalluay
angruladsmglunsinudaysanmsifieasnsafmuaainmudoinsvesmmu LT
wazassyarlviiugrLIuaInsofisnueslieged sy

2. MNHANMIANYIUMLUNSHRNTIPUNGA NN T gAY Uavndndnelndvesyuyy

Y

Folnslianunsoaseelalusgiuiimueddogiedsunnuii glidnufetomndielasuaue

Tidnsdananssuieduasunnuiasinuglunisnaganunsadnaiunelalviuauluyus e

1 a [

ianuinlaludesaninuindndnnnlogiuvsendndnelndlvidanuvainvaley wavas

Y

U v ad o aa

yariiwle @onndes United Nations (2009) iszyddwildinamnmdinvesnuluyusy wenanay

9 9

TanudAgludausua wu wusglevssnanas §enesillumen1sidinniued aus way
v Y

wnsgIuanudued wasddonndesiunsunisimuIguyy (2559) seuil nann1sd1Ayveanis

3

W uyuazisuAuINMsAnymneiingItes (stakeholder) Yosyuvu MNTUINIAMUA

3

wrun1sva Inedidhmngliuwuansaisnnauedds

v

UDLEUDLUS
FaausuuzvansinaIdeluTguszleud
nuanisanwanmlagiunisalivnureusuiingialvs waswuamnelunsiauma

¥ a LY cala I a a Y 6 1 (% 4 b4 o al= v
ﬂﬂuma(ﬂﬂmsﬂ‘wuﬁ)ﬂL@NLLﬁ%NaWﬂm‘miﬁﬂ%@ﬂﬁﬂ%ﬂ?911‘1/131‘1/13’&’]3@35’1@5’]81511458@‘U‘VI‘INW]‘L!LENI@

Y

av Ay

919898 NeAIdeiivaausliguyudug NldnyurvesnsTunquanlugtvuieinAangsy
#1199 gl lanaziufanssuitedunuinis nsaeuntsde mstuieUsslevdonaaziiuuimig
= o X 'y v oA o o a a | A o v A W a
Yosn1sAnwIAsall luSuldiieinuguuuunisaidufanssudie Mvihegudd vseimuinanssy

Tngdivelvianunsansuneladmiuimuedugusuliognedsgu

JarauanuzLgauleuy

NNANIIANWIALIIULST NanaUSUVRINITIALATINSINDARESUnwE I TN Tnsanizlu
nauvewinwefiasaneiiaselavseuiluussandldldase iulassnmsilasunsveniunaslv

Auauland mhenuiineItesdus Nenssglilinguanignieiuemsiulumsfinyil en9ay

96 Guidelines for Developing Products of the Wat Sai Community to be able to Generate income at a Level of Self-sufficiency



NIANTIMEFeNANs1H TN 16 adui 2 iweunguaiay - Fmiau 2565

[

Jaguuuulaseinisanenenus nieunsinmusansandunusaendunislUauiwaanstunis

U

neusglaviseyadiulvifuyuwy

daLauauuziNan1T3IuATIRalY
Tun1sAnwiasell angddeyududnvianizyusuinlng wsgsiu 3 wintu lu

n1sfinwiasssialy e1vaziderunurIawuInelUUsulgiuguwuaue lnsanigag9adaguvy

< A ! | [ ! [y
kN muaqmmmaﬂLummemqummmim

AnRNIsUUsZNIA
a o dy I 1 dl‘ a o d' v (v Y <
UNANUITL R T UAIUNTLIU89LATINTIVYLI B Lmeqmiwwmﬁqmumiwﬂmﬂu
6§ a o

a a A = v oav vy o Y a o o a
Qaqﬁﬂf\]ﬁueﬂuWWQWUL@Ql@ Wl@iUﬁ]@aiiQ‘UUﬁgﬂJ’]WW’]UQWSqﬁ’]ami ARYLATUINNTTU Uzl

JUUIEUNA W.A. 2564 UBIANUNIUANLNSIUNSALESUINGAIERS Idenazuinngsy (@nad.)

1BNANTD1984
Community Enterprise Promotion Act, B.E. 2548. (2005). Government Gazette 122 (Part 6
A), 319-327.

Community Development Department. (2016). Strategic Plan of the Department of
Community Development 2017-2021. Bangkok: Planning Division, Department of
Community Development.

Office for Accreditation and Quality Assessment. (2007). Higher Education External Quality
Assessment Manual. Bangkok: QUALITY THAI TRADING CO., LTD.

Office of the Council of State. (2005). Announcement of the Community Enterprise
Promotion Board Regarding the qualifications and criteria of community
enterprises.[Online]: Retrieving from: https://www2.moac.go.th/
download/pos%207607.pdf

Phattaraphanpee, T. (2021). The development of community occupation groups model to
community-based tourism in Tumbol Bangpla Bangplee district Samutprakarn
province. Research Report received a Fiscal Budget of Thailand Science Research
and Innovation (TSRI) Year 2020.

Sangayotin, S (2020). Potential Development of Community Enterprises in the Southern
Border Provinces to enhance competitiveness. Report of Graduate School of

Commerce (GSC), Burapha University.

o a o« o 2 v v ot v
wmslunsiawndndasivesyuwinlvsliauseaseseldluseduifisueddd 97



Dusit Thani College Journal Vol.16 No.2 May - August 2022

United Nations. (2009). Quality of Life in the ESCAP Region. Economic and Social
Commission for Asia and the Pacific.

Volunteer Bank. (2010). Wat Sai Protection Club: Volunteer time. Retrieved from:
https://www jitarsabank.com/organisations/profile/349

Watsai. (2014). Message from the hearts of the people of Wat Sai. Retrieved from:
http://www.webwat.in.th/ files school/ 10310350/ data/ 10310350 1 20140717-
083501.pdf

Chayawat Kiatkamonmarn
Lecturer, Department of Business administration,

Dusit Thani College

Surakiat Tadawattanawit

=

Lecturer, Department of Business administration,

‘5. Dusit Thani College

98 Guidelines for Developing Products of the Wat Sai Community to be able to Generate income at a Level of Self-sufficiency



NIANTIMEFeNANs1H TN 16 adui 2 iweunguaiay - Fmiau 2565

wuInensidudnnssunisliuinisvesdnautinssanisaunsvisaieluguiuy

auUnfnaty

Service Innovation Guidelines of Tourism Exhibition Organizers in the Next
Normal
¢ lofnn wnstiindus
Un@nwUTeyyn nqulvINTIANISEIAINITUINS NangasuIMsEINaNMUndin
MeFenEnsl
Isika Pudnimitsunti
Student, Hospitality Business Management Concentration, Master of Business
Administration Program, Dusit Thani College, E-mail: isikapudn@gmail.com
¢ algus aling
A3., 819138, TNTNGNININTIANITIINIVINT vanansuImsgsiau Uadin
MeunEnsIHl
Natnaree Smith
Ph.D., Lecturer, Head of Hospitality Business Management Concentration, Master of

Business Administration, Dusit Thani College, E-mail: natnaree.sm@dtc.ac.th

Received: January 10, 2022; Revised: June 15, 2022; Accepted: July 29, 2022

Abstract

This study employed qualitative research methodology which aimed (1) to study the
situation of organizing tourism exhibitions in Thailand, (2) to analysis SWOT of tourism
exhibitions in Thailand, and (3) to study service innovation guidelines of tourism exhibitions
organizers in Thailand in the next normal. The key informants are 8 organizations including
government agencies, private agencies, and entrepreneurs involved in tourism exhibitions.
Data were collected by using semi- structured interviews. The data were analyzed by
content analysis and descriptive analysis.

The results of the study showed that (1) the situation of organizing tourism exhibitions
in Thailand before the outbreak of the Coronavirus Disease 2019 (COVID-19) in 2020 was
growing continuously in both domestic and international tourism. After the pandemic, the
event was contrary to social distancing measures, so entrepreneurs lost income and all

business sectors involved were disrupted. (2) The SWOT analysis of tourism exhibitions in
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Thailand found that the strengths were able to meet the objectives in terms of business
negotiations in Business- to- Business (B2B) and Business- to- Customer (B2C) providing
face-to-face experiences and business expansion. The weakness is that there were more
operators involved in the tourism industry causing a price cut and still lacking in creating a
unique selling point. The opportunity was to promote domestic tourism to be more
well-known and become the center of tourism exhibitions in the region. Finally, the threat
was the over-reliance on the tourism industry which caused the exhibition industry to be
disrupted when the pandemic situation of the Coronavirus Disease 2019 ( COVID- 19)
emerged. Furthermore, (3) service innovation guidelines of Thailand tourism for exhibition
organizers in the next normal it was undeniable that technology should be utilized in term
of Hybrid Exhibition and Virtual Exhibition as a significant guideline for travel exhibitions to

be more efficient.

Keywords: Service Innovation, Tourism Exhibition Organizer, The Next Normal
unAnge
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Abstract

The research aims were 1) to study the demand for careers in the hospitality and
tourism industry of people entering the labor market after the epidemic of Covid-19 and
2) the comparison of demands for career in the hospitality and tourism industry of people
entering the labor market after the epidemic of Covid-19 by their personal factors. The
sample consists of 400 students who are studying in 3 and 4" year of the tertiary
institutions of the lower central region higher education research network. The
questionnaire was used to collect data via Google Form. The statistics used for data analysis
were frequency, percentage, mean, standard deviation, t-test and One-way ANOVA.

The results showed that the overall demand for careers in the hospitality and
tourism industry of people entering the labor market after the COVID-19 was at a high level
of demand (X: 4.48, SD = 0.140). Moreover, considering each aspect in descending order,
it was found that the aspect with the highest mean was the job security and life (X = 4.62,
SD = 0.393), followed by the work environment (i = 4.50, SD = 0.204). The lowest mean
for demand for careers was the relationship between people (X = 4.39, SD = 0.256). For
the comparison of the demand for career in the hospitality and tourism industry among
people entering the labor market after the Covid-19 situation classified by personal factors,

we found that the different level of educational outcomes of people entering the labor
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market will results in the different demand for careers in the hospitality and tourism
industry after the epidemic of COVID-19. Other than that, there were no statistically

significant differences at the .05 level.
Keywords: The Demand for Careers, Hospitality and Tourism Industry, COVID-19
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Abstract

The purposes of this research were (1) to study the differences in the intention to stay in
accommodation in Nakhon Sawan province as classified by demographic factors (2) to study how
servicescape affects the intention to stay in accommodation in Nakhon Sawan province, and (3)
to study the components of tourism attractions affecting the intention to stay in accornmodation
in Nakhon Sawan province. The sample group of this research consisted of 200 participants who
had never stayed in accommodation in Nakhon Sawan province. This research was a
Quantitative Research using a questionnaire as a data collection instrument. Data collection and
analysis involved using statistics to indicate percentage, mean, standard deviation, t - test,
One — Way ANOVA and multiple regression analysis.

The results indicated that the majority of participants were female between 18 — 30 years old
and 41 -50 years old with diploma/bachelor’ s degree working in private companies and earning
15,001 - 30,000 baht monthly income on average. The first hypothesis test illustrated that
there was only one demographic factor, which is occupation that influenced the intention
of staying in accommodation in Nakhon Sawan province. For other hypotheses,

servicescape including sign symbols and artifacts, and the tourism attractions including
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activities affected the intention to stay in accommmodation in Nakhon Sawan province at a

statistically significant level of 0.05.

Keywords: Servicescape, Tourism attraction, Intention to stay, Nakhon Sawan
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Yee - Man Siu, Wan, & Dong, 2012

29AUsENBUWMEIYIBATEN
. N (Accommodations)

. M3 (Accessibility)

. Aafiagm (Attractions)

. Beguieauazmn (Amenities)

. MIUINMSEsY (Ancillary Services)

1
2
3
4. fianssu (Activities)
5
6
i

17: Winye i, 2551
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Useinalng 993U 66,171,439 A (National Statistical Office of Thailand, 2020) ANwIumINgy
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'
a [y

WAy 0.05 A8 ualun1snagey (Power of Test) M15gAU 0.95 A8I5N15ENAIBEUUAT
. . Ya o o <@ v 1 L3 .

@zaan (Convenience Sampling) tagk 3 98156 U o3 ar 1ukuuaaua1ueaulay (Online

Questionnaire) UagilfmauAnnsasd Ul naULUUABUAY IngluuaeunaziimasnedIiunsidn

WnusuN Tamdiauasadssd 3ol dEnaukuUABUAUABIIINNLIY LUUADUNINALE UAANTY
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Parama Satawatin (1998) NAENANNRFINVBINITANYINNBAUENIUTLYINTIT WIAVUETU
arsneglunquanuazUszynsiedny sslanvaenadninginidaunateadeiy diudnuae
UsevInsNwANAeiY azdanuazdning1nuans1eiu Usenaunlgine (Gender) 8¢ (Age)
nsAn®1 (Education) 1% (Occupation) $18lé (Monthly Income)

Siriwan Sereerat (1995) 917AA31191 NITHUIEIUNITNAINYDITNWULUTEYINTANERT 3
BIAUTENDU F98] 1WA 818 YWIAVBIATEUATY ADIUNINVBIATOUATT DITN TEAUNTANYY Uae
v = % &g ¢ a L = o
selanaiieu FeasAausenaumanil Wunaeinleuunldlun1suusdinveanisnain Jadnvue
Usgvnseansidudeidinn wasdadladanaiuisatnlavesuszansngreiivuanaines
naumanednme Wesnndeyanulssyinsmanianansadiduasiusyansnalunisimvun
vasna1aidmang FeluudazyunnavesanvuseUsensmansniaiuasilan vasvoldnine

A vy a ¢ o o &
Meariu Men1siesenandady Awielud

1A ARuLAnsnsvenAlinsdmasongAnssuLazaNaulIvedwiaziiyans sauluds
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A 4 A Y o Y 1%
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WaguuUasly fatunisdeansvesnsiinnus deamnenisindedeans Ao Anuuanasesnty
PRATHIY

3. @NUNINATOUATY AUANYAEUINUFILYBIATOUATY LU TEIANTBIATEUATY 3 a1y
Ae anutlan anuvausa avanueng13e JEauninvesnseuainwenledluduuin
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Bitner (1992) 85u18v04iiviMiuInIg Ao N1580NWUY N1FTIAINNNT LAZNITANKAIYDS
anMKINdaNN1aN1enIN wazdnisAdedsaanineeinisuinis laumangauiuainy
FesnsvesiuslanvesnsusznougsialaeiinisuinsidmniAsades uludendvimiuinig 3
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uansoonUININgAnIINTITueY furesuiasyana denalifusznountsvieidvesssialinn
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) fuiimslduins (Space Conditions) wae (3) e daudnual wagdsUsedunnuss (Sign, Symbols
and Artifacts)

Tngaendsldilnuddefnuifafumnenisuddnuvazveanivimiuinsiiindn 3 sudu 6
A1 INS1EIINTUSUUTIaEN STRLILLIAR SauddgsRaliiuunfnfenaunyussendlidi
fugsiauaranusaneulandludeseandviaiuinislduintu newiudn 3 dw léud (@) gunsal
(Equipment) (5) N130UWAS (Decor) Laz(6) Auaza1n (Cleanliness) (Yee — Man Siu, Wan, &
Dong, 2012)

4 % L3

Fafeuideiiendoves Kritsiya Unapamnak (2016) ¥1n1s@ineis o4 n3AnYI AL
uimsidnadsrnudnivesuilaasegudnsdluwansannumiuas lngnanisdnyimuin
arwduitusvesifadeduussoimaluaanuiiuinmsvesqudnisidonudng Sansdndiud
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AUGNITAN

UIAAN Y UAZINTIENNEITUBIAYTENOUNITYBNUTIE
Therdchai Chuaybumrung (2008) na1109 94AUTENBUVDINT NYINTV B9LT IATH

29AUSENOUNANDENNLDY 5 Usen1s 138 5 As saaalUll
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Na93d8Y09 Chitaworn Praditrod (2014) ¥imsdnwies Jaduesdusznevvesuviasioniion
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A5NsANEN

snideluadad §3sulduvuanunnu (Questionnaire) luiAdasdielunsmuradoyanuy
#1529 (Survey Research) 1l aAnwidnuazUszynsmand ofivimiuinng eadusznounis
vieudien Adwanennudslalunisidiinussludmiaunsansss Tnensisedudiuna
(Quantitative Research) ngu10¢13 Ao ngunvioadisrvalned seluineidinludmia
unsa5se ananldlunsiseased Ao Wawssaw ldun Armnud Ardear Ay Ard
Deauuinnsgu uasdeyun ldua msllesgiand msisgsinuudsusumadion (One

- Way ANOVA) mﬁLﬂswﬁmsamaaL%at,é’ul,wuww@m (multiple regression analysis)

HAYRINTIATIYITRYA
SnwardszynIMmMAanITeIABULUUADUNIN $IUIU 200 AU WU ROULUUABUNEIY
T umendgs S1uu 137 au Anlusesas 68.5 01 18 - 30 U S1uu 59 au Anlusesas

¥

29.5 uazeny 41 - 50 Y 91uau 59 au Anidusewaz 29.5 sesaw fie 91 31 - 40 T §1uau 44

a

au Aatdusesay 22 szaunsfnwieudSyy/Usunns 91w 116 au Andusawas 58
5998931 fie szAuUSgaln S1wu 74 au Anduderar 37 Usznevednniinauuignienyy
91uau 129 Ay Andudosas 64.5 sesasun Ao onTngsivduda/sudnedass 9udu 36 Au An
Jufesar 18 uavilswldladedeidon 15,001 - 30,000 v 1wy 48 au Andusesay 24
5998911 @0 WINNT1 75,001 Um 9uau 47 au Anlu Seuas 23.5

NnMFIasesiglivimiuinng (Servicescape) aglusziuamnudndiunnniian fanadesiy
Wity 4.48 Tnenuazen usssnAvesiuitliuing fiufinisliiuinns gunsal mamuusi was
the dydnwal uazdsUssdunnuss eglusyfuanuAniiusniian flredewintu 4.67 4.53 4.50
4.45 4.40 uay 4.36 AUAINY
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Winiu 4.42 laeiiin @guneanuagain N1sdnie MsUSNsasuLazAwiage agluseiuaiy
Aniunniign uay NanssueglusziumnuAaiuuin danedewintu 4.66 4.56 4.50 4.46 4.28
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Way 4.06 ANUE1Y
NSNAFRUANNAFIY

1 auufigudl 1 sefunnuuandnsvesaudsladiinusiludoiaunsaisse Adnmssuunany
Jaduaulszanseans taun wa 91g seAUNISANY) 019n wazsiela wudn dnyny
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Anadeauadbainesuludminuasassalduanaieiu Iwvihlieensuaungiunaslivisdiu
NyzauedAyneanan 0.05
NANT5ILASIZRAULUTUTIUNGAE? (One - way ANOVA) UadefulseunsAans 3nuunaiu

a1y sEAUN1SANE v uazneldiafedanauniinaseanuasladminustluiminuasassa

fulszynsaans AMUKUIUTIU SS Df MS F Sig.
21g FEMINNGY 2.241 4 560  1.394 238
elungu 78392 195 402
77 80.633 199
FEAUNITANY FENINNGY 611 3 204 499 684
melungu 80.022 196 408
77 80.633 199
DTN FENINaNgY 4.827 4 1207 3104  .017*
melungu 75805 195 389
ept! 80.633 199
meldiadedeiion FENINaNgY 1.938 5 388 956 446
melungu 78.695 194 406
77 80.633 199

*{szautlvdAgneanan 0.05

o

NIINAFDUAULANAINVDIALRA B TzAUAINAIAYAINAL AW ALIHIUTIATAUATADT5A

Fuunauaueimdusieg 1ne3s Least Significant Difference (LSD) Wu31 nausiieg el

'
= =

DINTALANANTUY HTeauauAniusanuddlatvnwsu T inuATaNTSATILANANTY 9814

v v LY
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HaN1TLUSEULBUANMLANANIYRIALRRET18AUaTEU T YN IANEN SYRINGNRIDE19AIUBN TN

INNAFBUAIBAT Least Significant Difference (LSD)

91N
UnFew My winau 5319 e/
. o Unfinwr  Sglawia uSevenwu dwusy/ Laila
91TN GUILEL 3
Fudedase  Useneu
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91T
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Unisew/
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UnAnw
11399015/
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AN
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UIENLBNTU
§INEIAY
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JU9DATY
\neeny/
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HunnsliuIng Augunsal Aunsauuss lagsuauazen lddwaseaudsladiinusy
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o

Adjusted R Square = 0.145

£

HaN133LAT12YNT5AR0RENYAN (multiple linear regression analysis) ¥a4QdviALUTNS

(Servicescape) Ndswanaanuasladinnusuludwinuasaissa

Unstandardized Standardized
QRNAIUINTS
. Coefficients Coefficients t Sig.
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B Std. Error Beta
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USIINNNAYDINUT
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HaN13IATIZNNSaNnRENAM (Multiple Linear Regression Analysis) ¥@sasAusznauumas

Yiaaien (6A’s) HafBAINASLALTINNLSUTUIINIAUATAITTA

Unstandardized Standardized
DIAUTTNOULIMAY
o , Coefficients Coefficients t Sig.
NDAUNYI (6A’s)
B Std. Error Beta
ﬂ'ﬂmﬁl 1.210 428 2.829 .005**
‘1'71| AR 113 .156 079 127 468
SN0 077 .108 .063 713 477
GROR 152 106 130 1.437 152
AANTTU 335 074 366 a.517 .000**
?iﬂé’m’aammazmﬂ -.096 114 -.084 -.843 .400
N1SUTNSLESY 107 .096 .097 1.116 266

a a v
N138AUIIUITY
IINMIFNYNUITLE0S MIANITIMIUINITHALDIAUTENOUUMAD NN

Y W

dwmasemuidladiinusludminunsaissd aunsnefuneldauingussasdioly fuiolud
1. fnguszasdl 1 ilefnwszdumnuuansswesenuidladinussludomiauasassd A3
nssuunaudadedulssansmansnuin dnvaglssrnsmans Siteadnuendndiuansiaiy
dsnastonunalalumsdinusalusmiaunsasse deandosiu Parama Satawatin (1998) ¢
o5U1BdNYAENIIUTEIINT TvnnguUsEansAdnvsAeiu avidnuugmndninetd
AdeAFetY uidmnIfidnvasnaUssrnsiiunndneiy ssdidnuagdndnefwandnaiu Tudu
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2. fngUszasd 71 2 WefAnwgdvimivinsndwarieaiuaddadiinusiludminuasalssd

o

&

WU Une dyanval waznsdsuszaunnies demasonnuastaldiinisuludwinuasalssa o

& a 1
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Abstract

This is a qualitative study that employs the In-depth Interview technique. The objectives
are 1) to study the hotel industry's adaptation process during the COVID - 19 pandemic; and
2) to study room expansion guidelines for hotel business operators in Koh Samui District of
Surat Thani Province, the main target group of this research is accommodation business
operators from 1 to 5 stars who are operate during the COVID-19 outbreak from July to October
2021. The results of the study found that many establishments in Koh Samui District of Surat
Thani Province are experienced an unprecedented crisis as the result of the COVID-19 epidemic,
which has had a severe and long-term impact. Many hotels and lodgings have adapted to
maintain the liquidity of their existing services by diversifying their revenue streams by adjusting
the marketing strategy to reduce the room rate from the original to attract Thai tourists. Adjust
the marketing model through digital channels, social media such as Facebook Instagram Line,
as well as other online platforms and it's also important that the establishment prioritizes
hygiene. Communicate with clients about the hotel's cleaning, as well as proper sanitary

standards in service provision to ensure that guests who come to use the service are safe.
Keywords : Hotel Business, Strategy, Service Quality, COVID-19
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Abstract

The research aimed to 1) conduct Tourism Resource audit in Nakhonratchasima
Province, 2) to analyze the internal and external environment of sustainable tourism
development in this area,3) and to find the potentails of sustainable integrated tourism
development of this province. This research used qualitative research method, using these
research instruments : community study checklists, tourism resource audit form and

indepth-interview form with 32 key informants devided into four groups.The results showed
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that outstanding natural attractions are Khao Yai National Park and Wang Nam Khiao ;
Cultural attractions are Phimai Historical Park and Thao Suranaree Monument; Events are
Phimai Festival and BBQ Korat Festival; Activities are trekking and agrotourism activities;
Services are public transportation, accommodations, and restaurants. The results from
internal and external context study showed that strength: Nakhonratchasima province is an
attractive location for tourists; Weakness: lack of marketing plan, and lack of destination
management system; Opportunity: it is the center and gate way for tourism in several and
logistic; and threat: world and national academic regression, styles and tastes of tourists
which continually change. There are diversities of natural attractions in natural resource
competency. Competency of sustainable resource management can be defined by explicit
integration tourism strategic plan. For community participatory competency, residents can
participate in natural and cultural resources conservation. Competency of learning activity
creation can be suitably created to touch the aims of tourism area.
Keywords: The competency of tourism development, Integration tourism, Sustainable
tourism
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Dhamabutra (2017) TALWIAANTEUIUNTINUKUENSANENT Al

Fumoudl 1 N13ANYIYNYY (Community Study)
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1. MFNUTIUTINENENT wazauddeiiifeadesnuainuymuevsaniside §Iivul4s

AATEiTLilen (Content Analysis) A8AULDY
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Abstract

This studies had the objectives, 1) to studies confectionery consumption knowledge
and expectations of vegan food consumers. And 2) to studies confectionery consumption
behaviors of vegan food consumers. 3) to studies correlations between knowledge and
expectation towards confectionery consumption of vegan food consumers. 4) to study the
relationship of consumption knowledge and expectations of vegan food consumers. Using
a multistage sampling method. Research tools were questionnaires. Data analysis and
statistics were percentage, mean, standard deviation, T-test, F-test, and Pearson Product
Moment Correlation Coefficient.

The research results were found that, expectation towards confectionery
consumption of vegan food consumers in term the utility and feeling at high level. When
considering in each topic was found that, a vegan confectionery was hard to eating with
highest mean at a high level. Followed by eating vegan confectionery helping body fat
reduction with mean at a high level. And the last was eating vegan confectionery helping

weight control with mean at a high level, respectively. For expectation towards
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confectionery consumption of vegan food consumers in term the marketing at high level.
When considering in each topic was found that, a vegan confectionery with intense flavor
had the potential for instead of general confectionery with highest mean at a high level.
Followed by, a vegan confectionery was constant prices than general confectionery with
mean at a high level. And finally, a vegan confectionery with low fat ingredients was mean
at a high level, respectively.

The results of hypothesis testing showed that, expectations of vegan food consumer
that be differential according to demographic characteristics, age, status different, with
statistically significant at the .05 level. And expectations of vegan food consumer different
according to consumption behavior classified by purpose of vegan confectionery
consumption, cost of eating vegan confectionery, news receive channel of vegan
confectionery, and consumption frequency not differential, with statistically significant at

the .05 level.
Keywords : Vegan Food, Knowledge, Expectation and Consumer Behavior
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Abstract

The objectives of this research were 1) to study Generation Y consumers’ behavior in using
food delivery service application in Bangkok, and 2) to study Generation Y consumers’ needs of
7Ps marketing mix in using food delivery service application after the Coronavirus Disease 2019
(COVID-19) pandemic in Bangkok. Quantitative research was employed. The data were collected
by using a questionnaire of 420 Generation Y consumers in Bangkok who used food delivery
services applications. Data were analyzed by using descriptive statistics: frequency, percentage,
mean, and standard deviation.

The results showed that the majority of Generation Y consumers who used food delivery
service applications were females, between the age of 34-39 years old, single, and graduated with
a bachelor's degree. They worked in the private sector with a monthly income of 20,000 Baht or
less, and mostly lived with 3-4 family members. Grab Application was the most frequently used.

The factors that encouraged the use of food delivery service applications included a variety of
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restaurants showed on the applications and the restrictions and inconveniences in eating out
during the COVID-19 pandemic. The popular choice of food ordered was Thai fast food with an
average cost of 300 Baht per order or lower. The payment was usually made in cash. The ordering
frequency through an application was 1-3 times per week, usually for lunch on the weekdays.
The maximum acceptable wait time was reported not to exceed 30 minutes. Most consumers
had positive feedback regarding delivery speed and tended to return to use the service
continuously. After the COVID-19 pandemic, the overall Generation Y consumers' need of 7Ps

marketing mix was found to be at the highest level.

Keywords : Needs, Food Delivery Service Application, Coronavirus Disease 2019 (COVID-19)
Pandemic, Generation Y Consumer
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Abstract

Advances in technology and digitalization in the globalized world have affected
economic and society of all countries. The adoption of technology in the workplace makes
the people who want to work today recognizing the characteristics of the workforce
according to the attitude of the digital workplace in order to meet the needs of
entrepreneurs. The aims of this study, therefore, focus on the principal components and
factors that are relevant to the work environment of the digital age business operation. The
data was collected from 400 entrepreneurs and employees from 18 establishments in
Bangkokyai area. Because of the similarity of each aspect, a principal component analysis
method is used to reduce the dimensions of the data set and extracted the key
components that can account for a large variation of working attribute associated with
being a business operation in the digital age. After obtaining the principal components, we
applied the K-Means classification method. The results found that a characteristic of self-

development and professional development, including the use of information technology
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and innovation in overall work, aspect of synthetic thinking, leadership and team work
communication, and the use of language are all of them have a high average. As for the
analysis of the principal component factors, it was found that there were 2 principal
components which are the use of information technology and innovation in workplace and
the leadership and teamwork. Both principal components accounted for 68.74 percent of
the total variance of all characteristics in the digital establishment's attitudes. In addition,
the clustering results can be found that there are two significant groups: the communication
traits within the organization and the various professional skills development. Based on the
empirical results, it can be implied that the current characteristics are all at a high level.
However, the employee should be developed continuously especially some features that
need to be developed urgently, such as communication within the organization and the

development of a wide range of professional skills.

Keywords: Principal Component, Factors,Establishment of the digital age, Information

Technology, Innovation
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Abstract

East coast tourism continues to be affected by the economic recovery from the Covid-19
pandemic situation. Therefore, it is a new type of challenge for rehabilitating the tourism
industry that focusing on adding value and differentiated tourism experience. This article aims
to provide impact of the Covid-19 crisis in Thailand’ s tourism industry, high-value tourism,
happy model, and the opportunity to develop east coast tourism towards high-value tourism
to be a mechanism for the development of tourism products and services in the area and
upgrade to high-quality products and services. By using related concepts and theories as a
framework for determining management guidelines. This would be a policy and spatial benefit
for promoting and developing in the east coast provinces towards high-value tourism and

sustainable in terms of happy model.

Keywords : High-value tourism, East coast provinces, Covid-19, Happy model
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Abstract

This article aims to present the concept of creating experiential value through
interaction for hotel businesses. The literature reviews consist of experiential interactions
in the hotel business that play a role in creating experiential value to lead to the
experiential outcomes of the behavioral intentions of future travelers. This concept helps
explain more complex patterns of experienced consumption in the hospitality industry.
Therefore, the conventional theory of experiential economy may not be sufficient to
explain all current phenomena. It is also helpful for research studying in various types of
accommodation businesses with different experiential value creation characteristics. The
hotel business can also use this concept as a suideline for planning, designing, and
developing a pattern for employee-tourist interactions. To add value to tourists' experience

and the ability to compete in the hotel business in the future.

Keywords: Tourist-Employee Encounter, Experiential Value, Behavioral Intention
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>

dwsugsialsssy Weswnnisufduiusszminsninaududnveaienduiladdgyvesaiy

1%
a =

fanalavesiuslaa (Baum, 2006) Uszaunisalvestinvesigrdniued funisuduiusniiad
TuganunaUateniaviesiies (Serensen and Jensen, 2015) agndlsAnu nsufduiuslugsia

Tswsulpgdrulvgenadns]wdunszuiwiminisusnsuuuauiy Fadunauiainnisyaiy

[
LY o Y

Usgndadunuiasn1snmunu1nsgiy (Kandampully and Solnet, 2015) #atiu N15U duUS
LUULANTILIUN S a A DTN B uie192835 N U AN A nLaz il uiloanTn AessUULaz Uy

adunlaunsgu onvliileanednsunnudesnisnraInralekasdutauNINTUTR N iDL TEn

Y]

Tudagtu Feansufduiusuuuldneuseninaminanuuasinrieaiierdanateidugaaudnansly

nsassraunsainlnelavainvateUssnm
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luedn N3deiieaiunsufduiuslayududszsinulufinisuinmsuinninussiiuves

Uszaunisal FedaimsdnwfediuissaunsallagldiuguvesuuifnasegiadaUssaunisal

9819180 (Wu and Liang, 2009; Sundbo and Sgrensen, 2013) ?fam%ﬁmmﬁmumﬁlﬁimﬂu

v v ' d‘

wnzlszaunsallunisuduiusseninamdnaududnvieaiien agwe il Javilvanudilaly

nsasdszaunisalndanuaiainnsuduiusmvanidsdnaunieny lulagtulatinnsfinuwis
AMAMNAEIAUTULUUYBINITAT 1A AT IUsTaUN Sl IuNsU Ui us Urauan (Barnes,

Mattsson, Sgrensen and Friis Jensen, 2020b; Serensen and Jensen, 2015) WuU2 1 A1

Waguwlasmsufduiusannssuiuiadusnisiugnszuiwimivssaunisal awnsaiiiunue

=~ Y

Weuszaunsallidnvoudenla 59099 i ndnauwasssna bt s uswaswauIAus N gInU

9 Y Y

N

L

ANNUIITIUIAIUYsTaUNMIlveslnviaafieddneie lnglaesulednumusanivvesnisufduiu

719 2 wwdAn Mlumsen 1

M13199 1 dnwazianizvanmsudunusuinisriesieuazUszaunisalviaaine?

nsUfRuiusiBsusmsvisaiien nsUffuiusiBsUszauntsaivioailen

(Tourism Service Encounters) (Tourism Experience Encounters)
nsUfAuRusHUUREED nsUfduRuswuUNa A
USMsIasgIuLaeniy UIMSEILYAAR
nsdaaumMIuIMInufglagnnay MITINAUEIIAUATE NI NN TLLAgNAN
N3VINANUBAVEUVDINTINITY Audavguraaniinnufedddny
wiupuduiieoinvesmiinau uanuaaAMaUsEaUNISalveIntnaI
NSUSFURUSULENEBNAINANNWINAONUTNNT nsufduiusegluaniniindenyseaunisal

KadnsTinTuINAnzaNIzYaIN1TUR NS
anewiistunnaimelevesinvieaiisn | Wannanufifeaiuinguszasduazanuusisaun
sulszaunmsaiigousgvoninvieaiie

TnauAdsuslovinsldouiuinviadion WiunauABsszaumsalliiuiinviondien

i fiaulasann Serensen and Jensen (2015)

1%
§ v

910915199 1 Ynaueanvuzianizeaan1sufdunusy 2 wuu lnswansliiiuaiy

1 YA S a aAvy 4 | ! o eal R ) | v A
LLWﬂmqﬂm@ﬁﬂigU’JUWﬂULL‘UUﬂﬂL@NV]‘l@ILUaUquumqgﬂigujuwﬂu‘VlIﬁu‘ﬂzﬂéﬂqUu %Quqmquaav\lﬁw

wansafulagaennaesiuwIAAATEINATWUsEaUnTalngniuUseynadldlugsia faidu
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UmmmﬁjﬁqaﬁﬁﬂLauaé’ﬂwmzﬁuaqmiﬂﬁa”mﬂ’uﬁ%wﬁzaumiaiﬁﬁwmwiaﬂ’ﬁa%’wﬂmmLS?N
Uizaumiajﬁumﬁfﬂvia«,ﬁm (Barnes, Mattsson, Sgrensen and Friis Jensen, 2020b; Sgrensen
and Jensen, 2015) U52nauUmiuanazige Fadi

audangu (Flexibility) \Judnwazddgyvoinisufdunus seninandnauduy
tnviendisniieairasraunsaififaualiiAniy msufduiusingnimundusnduouatio
LazansgIuneda Wieliinyisafisaldunisuinisifininsgruieadu i elvmdnausdn
Uaensy waiileandunuuesgsna (Baum, 2006) wiinauiinunsilneusuanaaitunsuinig
si19q stnsjaiurnuduiioomnnifuly Wy Feshmihiivemulignies lieenuondunoud
dusasgrunierhiianatn Wudy uidenuduiioodwmdrddisinmauainnisuinisd
wiuould udyadunsufuRenuiedawovuimsAfuinsgrumiieutuiiosegufor du
vingauin Bnsdus Alidnenmlunsanesatuayulsraunisaivesinyionioafiunnsg
violiglaslunisufduiusiuaganemelu (Sprensen and Jensen, 2015)

n33aufuaing (Co-creation) Ludnwaurveanisufduiusiianunsoaiaszaunisal

wuvdlusmaziduendnwallimintulaainnissiuiuas 1 senIandnauLazdnvia e ana

' ¥
6

mMstduaissadsmaliinrioniieldsulssaumsaifiatu msizdelvindnauamisoaing
Uszaumsalitldndioulas lnsnsthemdenarsrnsanuazanauiitnveuiisudazyana
foen1shazUsnsaun (Serensen, Jensen and Hagedorn-Rasmussen, 2018) Tunienauiu a1
tnvieaiieanalonalumsairslszaunsaismduninanuenailiinvieniisdldsuaueiain
Uszaunisalanas Tuguues “nsguiwsimiuinig (Service Dominant Logic)” (Vargo, Maglio and
Akaka, 2008) MsUfduiusuuuTiuadsihjaiunsadsamimdmiunslivinaduneyaea
uslaDY “navuruvieiUsyaunisnl (Experience Dominant Logic)” nssauduaiaigadiuuas
atfuayunsainuAUsTaunsaiduyAnaLardLfit1and1 (Bames, Mattsson, Sgrensen

and Jensen, 2020a) Aty nsuduiusiduyssaunisalliinisdaeumsamafngniinuall

= 1

amtiiiesegufed uiasinavenuaidululadug e iielindnausarssialidud

9

=

a [

nilaazddnsnalumsasinuandelssaunisalliduinvieaiisame wu nmsusuvaeudnun

ee

vosUfduiusunzmslinineinsldosnadiaveunniy

N13L38U3UAN1583519A243 (Learning and Knowledge Creation) n1sildausiuluy
mslviteyavesninnuivinveafisrdmwaliinnsiousuaznsadrennuilunisufausius
S¥I9NU (Barnes, Mattsson, Sgrensen and Friis Jensen, 2020b; Sgrensen and Jensen,2015)

Tures nsiseusyresnyIUszauniIsallvnseylawazdsdwasulinanistudulsyaunisal
Y Y
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(Boswijk, Thijssen and Peelen, 2007) Tuﬁgwmsjﬂa'}sjmqﬁaqLﬁ&J'JLLaz'qsﬁa %ﬂmilﬁsjuiuazmi
ahunnfvdaaiunazatuayuliiAnussaunisalitlisssum

n13UsNsdIuYAAR (Personalized) wadnssudIuyAnalun1sufduiusvaaninemuiu
UnvieafisronadiwanoUszaunisaiviendionld (Baum, 2006: Kandampully and Solnet, 2015)
UNEUMUT LA3eduuuLazRsgIuvsninauldg ey adnangivesmiinanuen ez tae
a¥19nunmMNITUINIT uiisnsildnaimnetadiindnenimlunisaireuszaunisalisiaaen
Tirutinvieadienld Tumanduiu dnvazdiuyana AwaunsndIuyAnaLaraIui wazAus
yosnineannsafizinldlunsufduiusld Sedsmalmannsnsufauiusiniaienniy
wazauayuliiAnUszaunsaiiuiafuaglimileulasdmivinveaiioausazyana leunnni
msuimsuifisudnisairanasgufefuiiensuaussinveafisannau (Serensen and
Jensen 2015) fatfu Uszaunisaivosgnéiiiunansidasiiauaniziangasvosusasyana
(Kandampully and Solnet, 2015)

915ua] (Emotions) M3lUasuuUasaniznsensualdsnaliinyssaunsaifiavielid
1§ fadu nsufduiusvesminauiuinviendionfuansdeenudululéfieedavinadesisue]
Uensen and Sgrensen, 2018) Jadufianifsaiuin dedliuszaunsaiuegmionuaaiana
ansualvesminyutslun1sdanisiienfuersuaivesinrieadien (Baum, 2006; Kandampully
and Solnet, 2015; Sgrensen and Jensen, 2015) lag Baum (2006) latauauuifin A1uaaln
maUszaumsal ol i iduamaninsanedeeuivglininauiueniiula Ténou wagnsu
femnumenisuazanudesnsvesgnélneeideuszaunisaluazensuaivesninau deels
wifnaudlaangnsensualiaranufesnsvestinvieadien wazanunsaufoRnunuaniie
ansunitlaiteldutnliAnUssaunisaifiuaniys Uensen and Sgrensen, 2018) nsilaau
s suaivesnnnadudsdfydenisaieguandsiszaunisal lasanegniinauday

wﬁﬂﬁﬁmﬁwﬁwé’ﬂiumia%wizauﬂ’]iﬂiéfamamf’mmmLﬁuﬂizaumiaiwﬁqﬁm%’ugﬂﬁw

AaAdeUsEauNIIal (Experiential Value)

Fu and Wang (2020) lal#arnununeanueidslszaunisaldn iduanuianelaves

| a

UnioaigINTdendnduaiLarnIsUINITHIUNTUFURUSNTRANTUYOUTENT1INITLTINN

<

Uszaun1sal Luonsualussinmuilanifinanaiuidnuasinine1vesusiaavasanladnsiy/

1 a

Ufdunus Fenaadelszaunisalvesduilnagnduinfeusnisduduasusnisigsnadamiila
wazazvauliutuNsIvesnALigfvddgnasniukasgnaseuly
Pine, Pine and Gilmore (1999) lsaSursarununeves “Ussaunisal” dndumanisel

1 A o A v & a v a = Y a = o e
AN € Vluqzﬂﬂﬁ]’mﬁi’mﬂu‘[,@ﬂﬁﬁﬂﬁ]LL@S‘W‘UﬂQTL!“U’ENﬁﬁﬂ%LW@QJ}Uiiﬂﬂ FeanuwueUsraun1sauUy
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t

nssaunsiausanvesssia wiine wasduilaadlidedu Wuisdnseri (Active) uaz
dannaedi (Passive) lnsnnsnaunaIudiuaneavasesdlsznoumani seinldguszinnues
Uszaunsaifiuanensiu 1dun ns@nen (Education) nsmauwdn (Escapism) qunisnin
(Esthetics) wag/v3oAautiuLiia (Entertainment) uanaintu Holbrook (1999) lddausziay
AuANT U sTaUNITAllAeLuN155UIAUNINEVBIAMAIUTEAUNTUIINYLNDITDIUTINA
Tnswuadu 1) AaAndegn (Active Value) 1191nn13fidusiuneseniensedalanuningd e
waznsUinng Tuvaisit 2) anAnddldnou (Reactive Value) tnannanudila msussidy vie
N1IMBUANDIVBIN UTINAABNANA M9 LATNITUTNNT fiau Mathwick, Malhotra and Rigdon
(2001) lewvsnaandsUszaunisal eonilu 4 drumudfuuiAnves Holbrook (1999)
Usenausmie 1) dRAMANTIIN ALA NanUWNUIINNITamUveIiuilna (CROI) WaggunIenIn
(Aesthetics) 2) aaAnTalanau taun aududalunisuinig (Service Excellence) wazaau
aynauu (Playfulness)

INUUIANANANTIUTEAUNITAVDI Pine and Gilmore (1998) wag Mathwick, Malhotra
and Rigdon (2001) wamaliiuindauunnsnaluuedd na1afe Mathwick, Malhotra and
Rigdon (2001) Ifidfianiis 2 7 1éuA sunaneuwnuannsasmuvesgni@adunsiaguaiain
mduALdaAsygRafignAndeliitugsia wazdueududalunsliuinmstadunsianaen
nmsuimsiiteindundndarindnvesgsiolsusy dwdn 2 38 Wi suguvSenmuaze
aqﬂamuﬂ’ju IgATIEARILATADARG BN UL RaUNTENINKarANTWTlULYIAAYEY Pine and
Gilmore (1998) fstiu AfvesnmAdsszaunmsnivi 4 drull Feldsuenuaulalunsdnuegng
nf1svndluvunvesmsvieafisanazuinig wu madanld@nuilugsAaiin (Fu and Wang,
2020) §3N9L59K3ULAL Airbnb (Mody, Suess and Lehto, 2017) §513 Bed-and-breakfast (Oh,
Fiore and Jeoung, 2007) uasanamn3suisednsisy (Hosany and Witham, 2010) udu agals
Ay gsfalsansuonafdauiiaususzaunsaiiuandauazidululdanmsufdusiudsening
wiineuduinieadien Inetsraumsaififamavaiuenagnaireduldlasnisfdusiug ¢
wnn 4 fadldEnanadediu el smngsRalswsadoamsfndiunisuisiuuuidafidiudies
uAdseuuInsldinnsgruientu lugnsysaisussaunsalfiunand fiumnsnsliiudidnsin
ganalsausueadeslilnAninsusiadssaunsaiiannsaveevouinamandssaunisel
'T,uu%uwuaqqsﬁﬂisqLnﬂuﬁa?jmﬁmLazﬂﬁ a7l Mody, Suess and Lehto (2017) liausfifives
AuALdwsraunsallamziisdun ¢ Sluuiunvesgivimiuszaunisalvesilindsaenades
ﬁ"uumﬁ@mwgﬁf\]L%aﬂizaumiaiuwﬁgmﬁmm Pine and Gilmore (1998) Usznaunag 1) A3y

U8y (Serendipity) 2) aruduriosdiu (Localness) 3) yuyu (Communitas) wag 4) N1SUINTS
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d1uyAAa (Personalization) F431AAITNUNIUITIAUNTTN UNAINT R sl naue “ARANTS

'
al

UszaunmsafluuTunueagsialsausy” ANARLALINLLIAAYEY Pine and Gilmore (1998) La
Mathwick, Malhotra and Rigdon (2001) st

Audadey (Serendipity) Ao AuUsEManladsuindiaalufwazdsfmidonny
A0 Ny o salun1sadiauszaunisalfi u1ansa (Tung and Ritchie, 2011) 1Hu
anumsaifituszvaiale afslemanimvdvsunsiufduiusvosuywe airsamduius
fauiuanud uazadsaneduiushutussninadniung seauvesanuusenanlaludeun

fedamananiswuziivanseuazauianelalaysiy Ay gsnamstasunisatvayuliasig

¥
v A

Usvaunisalfiurfiianelalazaialifsunnnitiiewaninuaianisiugiuaesanan (Ritchie, Tung

3 Y

] a

and Ritchie, 2011) 13 §30

9

| a

3 Airbnb eiufesnnudrdyvedifinuandaszaunisaldl fead

Y v % o/

Anulsgranlaliiudidinuazaseuasinienisiensigesiuazansauessant lugiiu uas
Uredpusunideusmieaeilouuliviasouds
& v oa A aa ] =
AMUUUTa9RU (Localness) fip flfividsvasuszaunisallugnamnssunisvisaieiuay
nMsuimsuaglasuniseeusu flegragu Tsai (2016) wudn Uszaunisain1ssulseniuens
ViosuaiennunsdInfuarinanduitnvieaney Feeuliiuanugniuivanuniosies
dl ¥ a gj a

TuripadunaensEAuANNRTLATMOANTIUNRDNAIY BNV 53N TTUEIAIMAITRUIRUTUAKAE

3

AMUTINHBNIITIANTUTOUNINT WU NTLUIUNITATIUUTUA ANUAATLSNATINETIANINIG

patnuazsULUUgsAeImg 9z9adisamunndsvesgsAauardsoulsTauNnsalifage
tnvieaifleliiinuneglusiesiuld (Oates, 2015) uonanni mssuifannuduviosduduiaiii
Tidnvioudienldfuduamuniuidafuandssaumsainisuiinaldesauiaie ansfuldain
Tswsunesgruaneuildldmufimwisiosduiieiaiuasssaunsalliiutinieaieadiun
THU3ns 1wy mamnussuaziuledvoslswsutminausiionivesiddin iiertuaung erms
Aaly waziausssy T938msdinanidnvausmiieuinsasvonfivseulatuiilsaususiieg
FosmsinausUszaunsailuviesiu

Yuwy (Communitas) Aa N13ifugdsninuaiunsavesnisviond srlunisidia
mmﬁmﬁ’uﬁ‘iwdwqmaﬁLﬁmﬁuLaqmwMﬁiim%ﬂﬁﬁuwwéﬂuﬁlu 5 (Wang, 2004) TunaugiAgafiu
nsviaad sataelunszuauni s eulnisae Lugosi (2008) léinanade Ussaunisaldidu
Prnaildfoasinfuguey Wuarugniumnsensualssesduiiaineiu viedussaunsaiinn
nsldu3nnsangsia wWuamdusssuudedsnseiiesounasAuavesninian Wy 13
Muvtian19g3iaves Airbnb nelduudn “ogiilvuAls (Belong Anywhere)” sjaitfuiinanuidn

Yosgusukaznsiludvesiinvesdienaian gsnaldlduufaiiiouieunnsindsilogneugy

nsas1enmuAndeUszaunsakinunsuduiusdmiugsialsausy 245
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aanaLioeunisgsnatunsiluwnaniesufigaglidauinduglassalunisiuniwagld
Usglevdannunannosuil
N15U3N15EIUUAAE (Personalization) fie Awa1NsaUsuWasuldegwralilodlay

91fEN19TBu wazAN TARKUANIAINAINT UTaULAE/ME ow e vedgnAT Wunsiaus

madenidenagnsAtuunliuifdmiunisianisarudusiugiugnii (Shen and Ball, 2009) Tu
UTUNY093IU0 15 Nyheim, Xu, Zhang and Mattila (2015) wu31 Aujuliatauieanaddnnig
lawanuaznsdoasuuaimlviuduyanafudiuduasuiifndmsulssaunsaivosgndi fe
amufamtheg unaslunsssgndldinaluladdmivgnamnssunisuimsuagnsviesiien
Fuduiigsiadesdrmadnenimuesgsia Wes usmuaganlunisliuinisuazduaiuliiae
Uszaunsaiidanumnswasdudiudunndy Wy wieennarsidulsusuurusniiviaue
Netflix mansviefluiosin Fadudiumiweauy “vosiieretisanta (Travel Brilliantly)”
\JunisnevaussvesuusUFonIsIUA suslasaud urouvesgndvinliaiunsauulse

a

Usvaunsalanuduiisluriesinla 8nvs 5373 Airbnb anselaniindeauviantsusuideuly

]

Ly Y

wuuvestnviswigausaryana AigsruuTuanAadennuduyeuvesinaunie lunsdugiu

U AZHINUIY BazUSTAUNITUTNASINUAINLADINISVDIUNLAUNIANLINTU

mm&’tm%awqﬁmsu (Behavioral Intention)

Tuunerd ideuldldarudsladanningsu (Behavioral Intention) tHunadnsids
Usvaunisal (Experience Outcomes) fioafntundsaintnviondienldsuamandssyaunisnl
ud mnuddladangfnssudunisuansenisanusnivisitauadfinudesfigaluissunsaud
\Rerdesiumsvioniisnaznisuinig LLasgﬂiﬁﬁwﬁmmdwLﬁuﬂ’smy"qﬁumﬁm%wmﬁgﬂaiywﬁu
oe9Bndslumstonansnsivioluinisdlusuian (Oliver, 2010) ftiu gafiadasnegguans
Foulafiduaiulifndsvaunsainaviendisrfiiansludinlunsimueusdlaresgndd
SLuﬂ’lilJ’lsL%Jﬁﬂ’lis{i;’l (Kim, Ritchie and McCormick, 2012) uaﬂmﬂﬁju Yoon and Uysal (2005)
ke anudsladamginssufidniouiisafidegavnedatenis Ao anudslaves
tnviendleaiiagnduluiBeugamansuaienadidnads (revisit) uaziuziiaamneUatemsliay
9uq (recommend) ¥nismsnanevinuldssyiauandslssaunsaiduiedeid dyuosany
fanelanagarudsladangfinssuesgndn (Al, Ryu and Hussain, 2016) ileUszaunisal
mneUaemdlfaueundnvionslesnndy Swaunindiey msdudietevesazauing
maaﬂ’ﬂviaaLﬁmeiaﬁgwmaﬂmwwﬁLLm‘[ﬁmﬁ'wfu (Chiu, Wang, Fang and Huang, 2014) Wu
and Liang (2009) lad1s19nmmUszaun1salgnAnveslsausunng (Luxury Hotels) Hosany

and Witham (2010) naifeRaA1UszaunIsalvesdnviewiiesuusednsney (Cruiser Tourists)
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faa

1NNsANY AT nudtauA s ssaunsaliinsnaludauindennunsladanginssuves

NyI9aLie

NANISEILASIZLIENN

[

WernlaannsduasIemssunssuiieIteas Usenaume 1) dnvagvansujdunus

v ea 4

sevandnauduinvesiien Usenausmednvaenisufduiusnyadunisuinisdiuyana

9

1 Y CY I

ABangu Masamiuaina ensusl msBeuiiarmsaiiennnug ssviaiinaunazinvieniien
Thundu Faflunuimsenisadisusvaunisalfiiaaailifudnvieadien (Bames, Mattsson,
Sgrensen and Friis Jensen, 2020b; Sgrensen and Jensen, 2015) Iusumw‘fl 2) A AUA LT3
Uszaunsaifidnriesiierldfuainuiunesysfalssusy dfvesUssaunisaifiumntu téun
NnunAsAsugindsUszaunsaiuuudy SsauAndlszaunsaiidnreniisaldsuduas
uansnsfuluBuegifudnuasrenisufduiuslulsususazssnn suvsnuadeszaunisn
Fafierudfydmiunsiizunagdniseaniuu/msdansuszaunisaivesgsialseusilutlagtiu
e lugnsairsuszaunsaliunnsnslifuinvieadieusazyanald wazdmadnsidewanse 3)
ﬂ’J’]lIﬁy\ﬂ‘\]L%\‘iwqﬁﬂiimﬁuax‘iﬁﬂﬂ@ﬂLVIdIEJ%IUEJUWﬂG] (Ali, Ryu and Hussain, 2016; Hosany and
Witham, 2010; Wu and Liang, 2009) 1 atinviaaifiealdfudszaunisalifinmaiaingavang
Uaremanndu ssfuuldunisuibeu nsduitsuazauinfvesinieouiisideganuis
Uanematiiadudae (Chiu, Wang, Fang and Huang, 2014) fe3ndunsasisanuldiudeulunis

wistuliiugsialsssulusseven

agunan1sAnen

msuilnavsvaunsaidulsngmsaififienududousnniunitlueiin dmguiiasugia
Uszaumsaluvuiivenalianunsnesugusngmsainisuilaauszaunsaivesinveaiienly
viunvesgsRalssusaluiatuldiome dufu uuAanisarenuadssaunisaiinunis
Ufduntus/Jsraunsaiuinisvesminaulsausuuaztinveadisndmivgsialsausy aduisns
afauszaunsainfidnunzians lgonadesiuanudenisuazauussauvesinvie s

azyAraiidauvainratgunTunitlueiin INN1TNUNIUITIUNTTU YNNG UeAUNUY/WUIAR

Y 1

171 nsUfduiusiBedszaunisalsswinamdnausasinvieniied iulifndsidunuinddgse

o
1

n1sas1eUszaunsalndaurlinuvdnvieaneanundesuludfv unn1991nuSund ug 49

L3 a a

Usvaunsaindauaimaiasiidnsnagauinaeaunsladanginssuvesdnvisaneilusuiae

S0 o = YA

16 InguwiAntyainauannuiieItaved 3 AwUs Usenaunie 1) fauusanunensufaunus

3

Wasraunsalsenitantinausastdnvisaiiedlugsialsawsy Nyadu 1.1) dnvaensufduius

nsas1enmuAndeUszaunsakinunsuduiusdmiugsialsausy 247
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figovejunnd 1.2) gadunisadrsszaunisalsmsuanndy 1.3) datuauaaiamnaesual
1Py 1.0) darumadeudsmiuanniu way 1.5) adunsuimsduyeaauiniu deddvdna
sonsasreUszaunsaififauealviuiinveafieldnainvatennniu sunnuiureuuazaiy
Ussnuvesinvionfisausazyaealdedrammneay dufu dnwuenisujduiusvesniney

lssusufimanzgauduaudesnisvesdnriesiisaunazyana Jnduanvndidgyueanisasi

LY

UszaunisalnauazinnarlulagnAngsialsusudesmseninfsnnudAsy 2) AuUsnaanas
Usvaunsalvasdnvie s e luusunvesgsfalsawsuniveuwnninely WAL ULIINLIAA
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Abstract

This academic article the objective to knowledge management innovations of small
hotels management to stimulate the local tourism economy. This is a qualitative research
using in-depth interviews with experts. Research users and stakeholders Summarize data
with content analysis. Found that 1) newness in small hotel management is something new
that has been developed. This may look like a product, service or process. which can be
improved from the original or developed a new one 2) the economic benefit of managing
a small hotel is that it generates additional value through the development of new things.
Create value for the business to create value that is superior to competitors effectively.
The higher the competitiveness of the business or the value that customers receive from
the consumption of goods and services available in the hotel business. 3) the use of
knowledge and creativity in the management of small hotels is the result of using
knowledge and creativity as the basis for new developments. not due to plagiarism Iteration
in management, cost, marketing, customer loyalty, or the use of creativity in service sharing
between service providers and clients. This results in the novelty of niche or individual

services.

Keywords: Knowledge Management, Innovation, Small Hotels, Local Tourism Economy
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Abstract

The halal food market is very important and has the opportunity to grow even more as
the world's Muslim population continues to increase. In addition, the COVID- 19 outbreak has
made non-Muslim consumers more likely to choose halal food to consume. This article
therefore aims to present a new dimension in the management of Halal food business under
Islamic principles. The data analysis method uses content analysis that the author has studied
and researched from various sources to present in the form of an essay. The study found that
halal food business entrepreneurs need to have knowledge. A thorough understanding of Halal
cooking and must strictly adhere to Islamic provisions including Halal food standard
requirements for raw material procurement, production process, storage, transportation and
delivery of Halal products to consumers. For the new dimension of halal food business
management Entrepreneurs should use the production process from innovation and advanced
technology to meet the needs of modern consumers who focus on “ Responsible
consumption” with consideration for the environment. They should also develop a variety of

products and focus on creating added value for products and services. There is recruitment
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and selection of personnel to suit the nature of work and organizational culture. In addition,
the halal status of food products should be checked from the shipping documents, labels and

markings displayed on the products.

Keywords: Dimension, Halal food, Business management, Islamic
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Abstract

This academic paper aims to present the process of developing MICE destinations for
organizers through an analysis of qualitative management principles in the Deming Cycle
(PDCA) which is a tool used to create operational processes to achieve goals and to develop
competitiveness. It is used to analyze the satisfaction of the organizers who have the
potential to support the MICE event at the destination. which is the factor that results in
the success of the goals set and the marketing mix concept that plays a role in the
marketing strategy to effectively meet the needs of the organizers. Therefore, this concept
is considered an important idea to determine the direction of the MICE destinations
development, to create competitiveness for the destination and impress leading to the
return of the event again. Any destination that is interested in driving the MICE industry to
the area, whether it is a MICE city or a destination that is ready to support MICE events, can apply the
development process in planning. Strategic design, assessment and follow-up to achieve effective

results, to add value during operations to become a new competitive capability in the future.

Keywords: Development, Destination, Satisfaction, Marketing Mix
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Abstract

Viral marketing influences consumers' buying decisions: a case study of canned fish,
captain ship's brand under the concept of Berger and Milkman. The concept explains the
viral marketing model associated with electronic word-of-mouth communication. This
article also covers brand image and consumer purchasing decisions and viral marketing.

along with examples of brands that have successfully used viral marketing.

Keywords: Viral Marketing, Consumers' decision making
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Abstract

The purpose of the article is to review the recent trends and guidelines the future studying
direction by integrating the concept of metaverse to the hotel industry, especially in the area
of Bangkok, Thailand. The concept of creating metaverse experiences is consider as a starting
point to generate a new direction to study and to generate a theoretical and practical

contribution in the future that align with the global trend continuously.
Keywords : Metaverse; Hotel; Bangkok; Thailand
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Introduction

The world’ s hotel industry confronted a significant challenge not only as a
consequence of COVID-19 but also the disruptive technologies between physical and digital
world. The terms of metaverse were enabled via the Internet 3.0 to explain the virtual space
focused on social connectivity to creates a sense of existence and thereby attracts attention
as well as the consumer were increasingly choosing the metaverse hospitality and travel
experiences for goods and services (Gursoy, Malodia, & Dhir, 2022; Hsu, Ting, Lui, Chen, & Cheah,
2022). Hence, the challenge implies that all of the business unit in hotel industry need to be
aware and prepare the disruptive technologies expeditiously. Especially, the country or
province was awarded as the best destination in the world before COVID-19 might not
guarantee the future result during difficulty and complexity era.

Thailand has been recognized as one of the most developed tourism markets in the
Asian region because the country has presented strong growth rates in terms of challenging

and investing in high-end hotels among Thai and international hotel chains, for instance, Dusit
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International, Centara, Accor hotels or Starwood (Krungsri Research, 2017; Ministry of Foreign
Affairs, 2017). Furthermore, in 2019, Forbes reported that Bangkok has been acknowledged as
ranking first out of ten attractive destination cities for international tourists, with a total of 20.05
million visitors who stay for an average 5- night visit and who spend USD173 per day
approximately (Hamel, 2019; Talty, 2019). Kelly (2021) also mentions the reasons why people
around the world selected Thailand as the best destination in the world such as Thai food is a
good taste, the cheap cost of transportation, the people were friendly, the weather of three
seasons in Thailand were appropriate for traveler, and the temples over 40,000 temples
established around Thailand.

Tourism Authority of Thailand (TAT) also reported the six factors why international
tourists around the world visited Bangkok includes 1. Temples (i.e., Wat Arun Ratchawararam)
2. Chinatown (i.e., Yaowarat) 3. Local shopping (i.e., Khlong San Market) 4. Museums (The
Bangkok National Museum) 5. Trip boat journey (i.e., Chao Phraya River), and 6. Shopping malls
(i.e., Siam Paragon) (Tourism Authority of Thailand, 2019). Although, Bangkok, Thailand had
ranked as a number one of the best destinations in the world in 2019 but the circumstances
of the epidemic of the Covid-19 virus, which started in December 2019, greatly affecting Thai
tourism and world tourism as a cause of disruption to international travel including affecting
the number of foreign tourists entering in Bangkok, Thailand.

According to the latest data from the Department of Tourism and Sports Economy
Ministry of Tourism and Sports The cumulative number of foreign tourists arriving in Thailand
between January and December 2020 was 6.7 million, a decrease from the same period of
2019 which was approximately 39.9 million or a contraction of approximately 83.29%. This

epidemic of COVID-19 (See Figure 1) (Thailand Development Research Institute, 2021).
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Figure 1Number of Tourists and Revenue

(Thailand Development Research Institute, 2021)

Furthermore, the world ahead of VUCA (volatility, uncertainty, complexity, and
ambiguity) was volatile and uncertain as well as a result of this Covid- 19 crisis, the future
of world and Thai tourism will not be the same anymore, Thailand must have health and
safety standards in both the system and the safety management system clean in tourism
Including the trend of self-travel more to avoid congestion and a Thai tourism strategy that
will shift from a broad customer market to a quality, creative, responsible and high-value
destination (Chanthaphong & Ekamapaisan, 2021). All of which resulted in the business
having to make major adjustments as follows: (1) Developing effective communication skills
within the organization to reduce the anxiety of employees who have to work under
pressure from uncertain situations (2) Risk management and problem-solving skills which
requires many skills such as creativity anxiety control and (3) the adoption of technology,
such as hotels and restaurants, to use technology to help reduce contact with customers,
such as the use of QR codes for payment including reaching more customers
(Chanthaphong & Ekamapaisan, 2021; Gursoy et al., 2022).

Consequently, the hotel industry in Bangkok needs to adjust the firms to confront
the volatility, uncertainty, complexity, and ambiguity through utilizing the advantage of
disruptive technologies, particularly, the integration between the concept of metaverse and

business industry in the context of Bangkok, Thailand to guideline the hotel industry to
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performs the business under chaoticity and complexity and to generate the return on

investment to this sector as well.

Metaverse and Hotel Industry

Metaverse as a term of science fiction author “Neal Stephenson” invented the term
in his 1992 novel Snow Crash that implied as the creation of the environment of the real
world and technology to create a virtual world community that combined objects around
and the environment to be connected as one by using virtual reality (VR) technology to
connect effortlessly to become the same world space (Sparkes, 2021). Furthermore, several
scholars also proposed the integrating between metaverse and hospitality context such as
hospitality and tourism industry (Gursoy et al., 2022), food and retail industry (Cha, 2022),
and tourism platform (Wei, 2022). Therefore, the concept of metaverse was applied to
hospitality and tourism industry, food and retail industry, and tourism platform create the
challenge of hospitality and tourism fields was not just competition and strengthening in
offline channels but also was necessary to create an advantage by adapting to meet the
new normal lifestyle and break the limitations that exist in the real world by applying
technology. Especially, the creating metaverse experiences into the context of hotel

industry.

Gursoy, et al. (2022) proposed the model of creating metaverse experiences
(Figure 2) through four quadrants (lifestyle, promotions, designing amusements, and
designing adventures) and two dimensional (motives and interactivity) following:

(1) Low degree of interactivity with hedonic motives represents the designing
amusements that customers do not seek information or demand to interact
without reflexively towards activities such as virtual flights and concerts.

(2) High degree of interactivity with hedonic motives represents the designing
adventures that customers required a lot of information and interaction
involuntarily towards activities such as metaverse casinos, kayaking iceberg,
virtual skydiving.

(3) Low degree of interactivity with functional motives refers to the lifestyle of

customers that related to delight their utilitarian desires in the virtual world with
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low degree of interaction such as virtual retailing of NFTs (Non-Fungible Token),
travel booking, and educating users.

(4) High degree of interactivity with functional motives refers to the promotion that
required a lot of information and interaction from customers aspect towards
activities such as digital twining of destinations, hotels, and resorts as well as

experiences augmenting physical experiences.

Lifestyle Promotions
78 - Virtual retailing of NFTs - Digital twining of destinations, hotels, and
'% - Travel booking resorts
G>V3 é - Educating users - Augmenting physical experiences
g Designing amusements Designing adventures
- Virtual flights - Metaverse casinos
é - Virtual concerts - Kayaking icebergs
T - Virtual skydiving
Low High
Interactivity

Figure 2 Creating metaverse experiences
(Gursoy et al., 2022)

Accordingly, the model of creating experiences implied the disruption of technology
and innovation had become a key tool towards expanding the reach of people's travel
experiences to create a new direction and experience towards tourism sector on
augmented reality technology to generate a unique travel experience for customers around

the world.

Future Research Directions
Gursoy, et al. (2022) suggested the direction of future research in the perspectives
of hospitality and tourism experiences (e.g., “What changes can the metaverse bring to the

[{3N1]

hospitality and tourism industry?” marketing aspect e.g.,“ “Metaverse Experience Journey”),

and hotel aspects (e.g.,“ How effective are virtual hotels, restaurants, and event venues in

The Metaverse in the Hotel Industry in Bangkok, Thailand :A review and future study directions
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promoting property, generating leads, increasing conversion rates, etc.?”). Furthermore,
Marriott International, one of the world's largest hotel chains from the United States had
collaborated with digital artists to create to launch of NFTs marks the beginning of the
journey into the world of Metaverse in 2022 to create a clearer identity in the Metaverse
world and build relationships between users of Marriott International with changing
customers behavior currently (Bardwell, 2021). Nevertheless, a few researchers and
previous literatures mentions the impact of metaverse towards employees or organization
behavior perspectives rather than hospitality and tourism industry, marketing, and revenue
aspects, particularly, in the context of Bangkok, Thailand.

The hotels industry as a service business that heavily rely on human resources
rather than machine resources to directly serve and participate with guests or tourists
throughout the world. Hotels need to equip their employees with several skill sets,
knowledge, and a working attitude that fits with service standards to meet guests or tourists’
expectations, as well as to differentiate themselves from their competitors, especially in
metaverse era. For instance, the organizational climate and job satisfaction among the
hotel employees had a positive influenced towards employee engagement (Srisakun, 2018),
burnout issue always occurred in the hotel industry (Srisakun, 2022), and utilizing the
passion for service to minimize the degree of job demands - resources towards among the
frontline employees in Bangkok, Thailand (Srisakun & Oentoro, 2022).

Thus, the future study should utilize the model of creating experiences (Gursoy et
al., 2022) to empirically generate the practical and academic contributions in the hotel
industry based on the context of Bangkok, Thailand by educating the impact of metaverse
towards employees or organization behavior perspectives through qualitative, quantitative
or mix methods approaches and discuss the similarity and difference between Thai and

other context.

Conclusion

The disruptive technologies and innovation enforced the hotel industry has
changed to metaverse dramatically and automatically. The previous researchers recognized
the importance of study the metaverse in hospitality and tourism industry in the
perspective of customers and marketing in several context, a few researchers study the

model of creating experiences (Gursoy et al., 2022) and indicates an empirical result to
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spread the scope of research on the metaverse and hotel industry in the future.

Nevertheless, the research methodology required to appropriately design in terms of

qualitative and quantitative to generate the theoretical contribution and practical

contribution, the model of creating experiences (Gursoy et al., 2022) might or might not

support the empirical result in the context of Bangkok, Thailand also required to further

investigation.
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