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Effect of Wolffia (Wolffia globosa) Supplementation on Protein, Dietary

Fiber, and Antioxidant Content in Thai Desserts
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Abstract

This research aims to study 1) the effect of wolffia (Wolffia globosa) supplementation in Thai
desserts, 2) consumer acceptance and 3) protein, dietary fiber and antioxidant content in Thai desserts
supplemented with wolffia. Statistical analysis of this study demonstrated the mean, percentage, and
standard deviation (SD). The effect of wolffia supplementation in Thai desserts was studied by
supplementing wolffia powder at 2, 4 and 6% of flour weight. The experiment was designed using
a Randomized Complete Block Design (RCBD). Analysis of variance (ANOVA) was used to compare the
means using Duncan’s new multiple range test at a 95% confidence level. The results showed that the
appropriate wolffia content for Khanom Kleeb Lamduan (Thai shortbread cookies) was 6%. Khanom
Piak Pun (Pandanus pudding in coconut cream) and Khanom Niao (Rice cake with coconut syrup and
rice cracker) were 4%. The consumer acceptance results of Thai desserts supplemented with wolffia,
including Khanom Kleeb Lamduan 78% of consumers were like moderately level (3.73+0.44), Khanom
Piak Pun 85% of consumers were like very much level (4.64+0.48), Khanom Niao 65% of consumers
were like moderately level (3.46+0.50). The protein, dietary fiber and antioxidant content of Thai
desserts with wolffia supplement compared with the control, the protein content of Khanom Kleeb
Lamduan, Khanom Piak Pun and Khanom Niao increased 0.76, 0.10 and 0.36 g, respectively. Dietary
fiber increased 0.66, 0.03 and 0.66 ¢. Total phenolic compounds increased 0.23, 30.93 and 0.11 pg
GAE/g and Radical scavenging activity increased 69.00, 75.82 and 38.40 pg GAE/g, respectively. The
colorimetry of 3 Thai desserts supplemented with wolffia was L* 41.50, 32.36 and 45.00, a* -0.80, -8.70
and 15.26, b* 36.50, 20.93 and 15.26, respectively.

Keywords: Thai dessert, Wolffia, Protein, Dietary fiber, Antioxidant

2 Effect of Wolffia (Wolffia globosa) Supplementation on Protein, Dietary Fiber, and Antioxidant Content in Thai Desserts
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ANUBBULUU 5 56U (5-Point hedonic scale)

4. Apsgivinadusiu Yiinadeewns ViinuasUssneufiuedniioun (@nsfueyyadass) way

UszAnsnmnisinueyyadase insinseilagiesufURNslaunsgu kasdaseiamn mnIenenm

laun A1d L* a* b* veunlneiasuldiansniasuuuanuvevasngnainde 2. lnglnsigmueuiieuiu

4
gAIRULUY
a a o/
NIBULUIANNTTIVNY
v y A vy e - R -
Andengmsruuuuvesvuiive 3 wia I suundudini vundonyunsdian uasauumilen
Usziliupunmlaggldeinymesulssamduda 10 au
S o ;] o -
YUNNAUAINIY ) gnan 1 gash 2 ansi 3
yundenyungiian | emmmp | @nsi 1 ansi 2 ansii 3
YULLATY —) f‘jmiﬁ 1 g(ﬂiﬁ 2 'sj(ﬂiﬁ 3
Wgnsnlasuniseensugeaenasuluindevas 2, 4 uas 6
gosvunlvewulurhieses 2, 4 uaz 6
UsediumeUssannduianenaaeuiiknumsiini 30 Au
vedeuMIeNsuMUstamdudalagngs wiFinadusiiu leemns wavansdu
fregEmEBUTNMUUTAB S 100 AL auyadasyvesvudneasulim
1 1 ]
andaueivuslnewaiuluimne 3 v laun vuunduaniu vuslenyunsiian uavvusimien
o a  mw
AINN 1 NTDULUIANNITINEY
AINUNIUITIUNTIN

Tajein 19 Tounu Foansdy: Wolffia #3e Water meal Fo3nedrans: Wolffia arrhiza (L) Wimm.

Tudszindalvenuludey 2 9iia laun Wolffia arrhiza (L) Wimm. uag Wolffia slobosa (L.) Wimm. 1Juiiv

I £

aonAdvwaaniigalulan luranetiug W. arhiza zfivuinlngni fainuvutureud199edddond
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dau W, globosa Sundn drduluseuas nuluudnauvauhisssumilagensmniany fusenidoanile
LazNIALUTL BYBIUSEWALNE (Esan Information Ubon Ratchathani, 2024) #an15AN®191NTANI T8 A
Inenmans winendoufing sl e 1971 nud lhdvTinalusiugs wiyduleldls Tvsweinsns
wansi annselinandelusfiugeanidundeadeifiousufiuinamzugniiviiu fadsdesdis loamnsgs
ffosruunstosevsuEsiLaaes il thanauaylusiush mmsﬁ’wjﬁﬁaammmﬁmﬁﬂ (Saepae, 2022)

naug i vienendmuduruslnesionils sharnuthandunadrtuinauasinsu dudunen
3 ndv finasnaunssnans (egnendinu) wdeuvdeds iuvusmsaaildluauusiany (Local database;
Kamphaeng Phet-Tak Provinces, 2017)

Jenyunedian Wuruulnedivszgndananuundonyu Tnssumdenyuiudaulasnainuuuniy
niengazuy tnglusinvunilonyurnainudsdnidi wdewineedey wazderanlumeniedaiain
nusgni e naudeiyula nfiuaziinia niuauduinier andumldfud seausumdsnyuibuas
Fedmfutu 9 LsentheigueninIgm ?z'fﬂ‘uuuLﬂaﬂguﬁgﬁ@mzﬁmﬁamuuﬁLLG?N@hmﬂﬂ’i%wawﬁd’mwamaauﬂa
feneslen drufiiesiorumonyuiy mssduruaiifdmnauvenijula Jelddedmumdenyy
(Patternpack.org, 2021) 35n1355UUsEN U ApSuUsEMuSTLITILAUT N

v nduruinefiidusauveutvinmis wwnim dnalaun wazdrimes lnoaundgaas
yuwa Wnaninimeimunidsuuulunalusmuesnivsesinlii Wi amdemmiodudium
Tvanlinden dadutungnivuenings 1Witdumiedmuazam wieadliutukunnudiuvuasl)

(Tamrumrub, 2024) 35A155UUTENIUAB WIRIVUNLISUUTENIUTIUAUUTDULALTININAINS DI IND

WAullunside

1. Anwgasiuuuuvasvuslne

nssuswAunitgasuilve 3 wie liud sunduanou aunlenyunsitan uwesvuumied vinae
3 qus (Mm99l 1) Ussdugunimnadszamdudalududnuuzdsng (GUe1e) @ ndu savd eduda
wazgamveulass lnofiforvgmisdiunssedununimmadssamduda 1wy 10 au Tiaguuy
ANLYBULUY 9 53U LiledmLdengnIR LU ldTUAzLIUANTEUgSTigR ideildsuniseysiaann

ANIENTINNTTEETIUMTITeLunLEe (017/68E13-V.02) Litomsnaaaun1suausuaMnmMmIaUsyamauia

a v a
M197199 1 Qmm‘uLLUU‘UaW‘uMIVW 3 YUA

J3unas (nSw)

VG 3 = 3
gnsi 1 gnsi 2 gasi 3

YUNNAUAINIY
wdeandeiunysyasa 95 - 55
wianavtaiun - 143 55
Yhanansiedu 70 93 -
Yhanaleds - - 26
wndevuy - - 0.5
dhituite 58 100 40

ravaamsldlidadulusiu loewns uazansiuoyyadastlunilng 5
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Usuew (n5u)

dauma p 3 4
gnsi 1 gnsi 2 gnsi 3

vuuenyunsiian
drumauuds
wdegnaudn 48 80 60
uileyieneseu 7 40 5
waiuduenas - - 10
wilsduden - 15 -
thananznd 75 110 50
thaansen 35 30 50
dluine 230 170 ;
e 225 428 375
LN@o 1 0.5 15
Tuime - - 75
dduNauntin
Al 250 250 250
wiatnaan 3 3 3
nandy 15 15 3
wunﬁ"a 10 20 40
YUNLNLE?
drumauuds
wdetnantien 100 125 250
i 56 113 300
UzN3NIYAY? 250 300 400
wndevuy - 1 1
dounautidey
thanauznd 2000 480 200
i 1,800 225 100
1nde 5 - -
drunaud1Ines
I1ntleInen 200 200 200

RUYLAR): YUUNAUAINIU qm‘ﬁ 1 (Hongwiwat N., 2011.); fgmsﬁ 2 (Pattanapongsirikul J., n.d.); qma‘x‘i 3 (Hemthanon N., n.d.)
yumTenyunsiian gasii 1 (Kruapitpilai, 2019); gs#t 2 (Hongwiwat N., n.d.); gasii 3 (tthikhanesorn V., 2022)

Yusnilen qm'ﬁl‘ 1 (Spring Green Evolution, n.d.); Qmsﬁ 2 (Kruabaanpim, 2010); j‘jmsﬁ 3 (Krua Maenai, 2019)
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q

2. AnwUBnamsiuldrifivanzasluyulng

thauundudeu susdenyunsiian uasaunmdorgasduuuudldsuasiuumueugaiignan
o 1. unasulelulsinadesas 2, 4 way 6 vestvtinula (Fams1ad 2) mnﬁ?uﬁmwaﬁuﬁuqmmww
Usramdudalududnurusing (gUe19) & ndu sani eduia wagarumeulnesiu lnefvaaeudud
Frum sy $1uau 30 Au TWRLLULAMUTBULUY 9 536U (9-Point hedonic scale) Liladnidengasiilézy

AZWUUANNYOUEINER

A15199 2 USunaunseasulusinluvualng 3 aiie

. Ysunaldrluvuulve 3 viia (n3)
dumay

Souaz 2 Souaz 4 Sovaz 6
YUNNAUAINIU
195 2.2 4.4 6.6
utliadotunyszasn 55 55 55
uilandvtaiun 55 55 55
drmaleda 26 26 26
wndeavu 0.5 0.5 0.5
hstuite 40 40 40
vuulenyunziian
Tl 1.1 2.2 33
w1 48 48 a8
utlvimenesion 7 7 7
drmanznd 75 75 75
dhmanseun 35 35 35
diluwme 230 230 230
thyla 225 225 225
\ndo 1 1 1
YUy
i 5 10 15
utladnamilen 250 250 250
ih 300 300 300
ULNINIYAV 400 400 400
\nde 1 1 1

3. Anwniswaniuvasfuilnaniidevualneasalysin
naaaunsuaNsuvesustnaniisevuunduaniu vunlenyunsiian wasvunieasuluiansi

lasupriuuANYeUaianande 2. IneuunUssliuniseensunislsvamdudalududnuvaedsing

ravaamsldlidadulusiu loewns uazansiuoyyadastlunuilng 7
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(5U19) & ndu samni leduia uazaruveulassin Wazuuuaumeuuuy 5 sedu 15uslnaaly $1umy
100 au Medsnsdulaevadey (Accidental sampling)
4. Anwrdunalusiu Tearns uasansinueyyadaszvasvualneaulysd
AAs1zRUTIalUIAY A2875n15 AOAC (2023) 992.15 Tias1ziuiuialesinns (Dietary fiber)
#1835n13 AOAC (2023) 985.29 FiAszsiUSuNaansUsTnaUTUeanT anua (Total phenolic compounds;

v aa

TPC) 38738 N9 Spectrophotometry (Total phenolic compound quantification by colorimetric assay)

Yaa a

M53As1eR ISR laeesljURAN1S (59 FSH: Tpc01) Anuuasain Bozin et al. (2008) 31A5184
UsednSamnisitueuyadasy A1e35 DPPH (DPPH Radical scavenging activity) lagn133tas1¢9iianssy
N15A1UeYLAdaTE DPPH lWUTguLguansA1ueyLadaseu1nIgIu Trolox N133LAS18WLEI5 7 Walun
lngWeaujUuRng (sWa FSH: Aox01) AnLUA9aIN van Amsterdam et al. (1992) dwsun1siiaseinmnImn
el Anszilaeesfuifinisilauinsgiu vinsmaass 3 41

5. MmAwsziandvesvunlneEiulini

M3infAd L* a* b* Aewasedingd 8ve Konica Minolta 34 CR-10 Plus Color Reader lagdn L* fio
U ' P ' ' a1 <) = < a0 <) =2
AN TAIAALE 0-100 wazAn a* mndlandu + wansdennuluduns wasmndandu - uansds

P a1 & = & A A P = & 2% a

AN TuAReT duen b* windandu + wansdnnududivies wagmniiandu - wansdanududuntu

YINN1SNAEBY 3 91

NN
1. namsAnEgasAULUUYaTULLNY

P~

NA15N 3 Han1TUTZRIUAMANNNUSEEMEURAYRIUNNAUAIAIY T1UU 3 gnT WUTIULNGY

[

daugasil 3 TanadevesnzuuunmveulnTILgsiiaafe 8.30+0.65 uaiinrmumnsnsiuegiediuddy
M9afid (p<0.05) Augnsil 1 uaz 2 uaﬂmmfuqmﬁ 3 faflenadovesazuuunnuveududnyuzUng
(7.90+0.71) & (7.50+0.50) NAw (7.20+0.61) \loduid (8.23+0.72) uazsamd (7.50+0.50) gaiiga Favin
nsfmdenvunnduainiugasi 3 dsumaneaeulutunousiely

Han1sUszluRuA M sUsEamduiavesvundonyungiian 31w 3 gas wunvuidenyunsiian
ansil 1 fidnadsvesazuuuniuvoulasingeiigado 7.40£0.49 uavdafazuuumnuveuiadsgsiignly
sudnuazUsing (7.60+0.49) & (7.40£0.49) ndu (7.40+0.67) \iloduila (7.63+0.49) uazsami (7.40+0.49)
Taeiinuuana1siueg el dudAyneana (p<0.05) ﬁ’uqmﬁ 2 uar 3 JnihnsAndienvulenyungiian
gnsil 1 dmsunmaeaoulutunousiely

namsUszidiugunmeUszamduiavesusmier S1uau 3 gns wuiwunmieigesi 3 faueds
Y9IATLUUANUYBULAYTINGIAAD 8.300.65 LavdaduuandaiuegelidedAyeadia (p<0.05) fugns
71 uag 2 uanmnﬁuqmﬁ 3 fafinadsvosasuuunuvoududnunsUsing (7.90£0.71) & (7.50+0.50)
nAu (7.20+130) \lloduifa (8.26+0.55) uagsaw (7.50+0.50) gufiam Jwhnsdaideonvuumisigasi 3

Frsunsneasulutunausaly
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M13197 3 wan1sUsEduAunnnUsEadLiave s InggnsfuLuua 3 vila

n =10
AuANBTMUSTEMANTE
ylinvasvuulng anwog - - \ilo - AUYIY
a nau FAYI
Usng) GHOE g3

yuundudieiu  gnsil 1 6.60°40.49  6.10°40.71  6.70°+0.65 6.50°40.50  6.50%+0.50  6.50°+0.50
gnsii 2 7.10°+0.54  6.80°+0.61 6.30°+0.65 6.87°+0.34  6.90°+1.00  6.90°+0.30

ansii 3 790°+0.71  750°+050 7.20°+0.61 8.23°:0.72  7.50°x0.50  8.30°+0.65
wusenyungiian qmﬁ 1 7.60°+0.49  7.40°+0.49  7.40°:0.67  7.63°+0.49  7.40°:+0.49 7.40°+0.49
ansii 2 6.70°£0.46  6.50°+0.50 6.40°+0.50 6.67°+0.47  6.30°+0.79  6.70°+0.47

gnsn 3 6.70°+0.46  6.40°+0.49  6.40°+0.50 6.70°+0.46  6.50°+0.68  6.80°+0.40

Uil gnsfl 1 6.60°40.49  6.10+0.71  6.70°+055 6.53°¢0.50 6504050  6.50+0.50
ansii 2 7.10°+0.54  6.80°+0.61 6.30°+0.55 6.86°+0.55  6.90°+0.71  6.90°+0.30

ansii 3 7.90°+0.71  7.50°:0.50  7.20°¢1.30 8.26°+:055  7.50°+0.50  8.30°+0.65

as o

ngLg: 20 Aadefitsnusentdemsiilunuda deuuanssiueeedifedfymieadn (p<0.05)

2. wansaneUiunaldenluvuulne

9INANT199 4 nan1sUsEiunuINIUsTaduRavesuunavanuasuluiSesas 2, 4 uay 6
vostmiinutls wuingnsiesuludnfesas 6 dazuuunnuveuindsgeigalunnaudnvasie dnvazusing
(7.86+0.68) & (7.46+0.50) nAw (7.20+0.61) \ilodusia (8.1320.68) 58 (7.4620.50) uazauveulnesi

o w @

(8.26+0.63) uazdanuuanaeiuegaiiuddnymn1eadia (p<0.05) AugasiasuluinFosay 2 uay 4 vuundy

v
a A o Ao a

aauasulaminaundigvden fillodudanseusau sasnfldmiunasiaiuana1asudInIng 2 9nwa
n1sUszluaunnnaUssamdudad vinisdaidenvuunivdniuasuliinsesay 6 Wi n1sveaey

nseeNsurewruIiaa wavAnwUsunalusiu lvems wasansiueuyadasslutunoustoly

Y YPR

ﬁﬁliﬁmLLU‘U ﬁ(ﬂi'ﬁ@ﬂaw Z‘Wﬁi@ﬂau ﬁ(ﬂi'ﬁ@ﬂau 6

ﬂ']‘W‘VI 2 °?J‘Llllﬂa‘Uﬁﬁﬂ’JuQ@iWULLUULLGSLﬂiZLIVL‘UN’lSBEJag 2,4 8% 6

mamiﬂszLﬁu@mmwmwszafmé’mﬁamawuuLﬂaﬂguﬂzﬁamﬁul&dﬁﬁaaaz 2,4 uay 6 Y99UINIn
wla nudansiasulaindesay 4 Irswuuanuveumdvaiignlunnananyaems dnuaeUang (7.56+0.50)

& (7.36+0.49) nau (7.36+0.66) \edura (7.63+0.49) 5a%7% (7.43+0.50) hazANIaUlngsIU (7.43+0.50)

o w

wazdlanuuaneiuegafiduddnyneadia (p<0.05) Augnsidtulumiosas 2 uay 6 vunenyunsiianasy

Taenfind uneundtev e Wodudayy sUT1VUNAIRIR SA¥IALUMINULAST AN LANAITUAIAINSA 3

9 Y

ravaamsldlidadulusiu loewns uazansiuoyyadastlunilng 9
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nran1sUsziugunnnsUszamdudadvinsdadenvundenyunsiianasuludfevay 4 Tuvi

nsnageuNseNurewuIiaa wavfnuUsunalusiu lvewns uararsiueuyadassludunausiely

\\—/f

GELINY gnsiouay 2 gnsfosay 4 gnsiouay 6

il 3 vunilenyuneiangasduiuuiazidsuliirdosar 2, 4 uay 6

nan1sUssLliununImUsEamduiavesvuumieasuliiniosas 2, 4 uay 6 RO GIRIE
wuignsiiesulashfesas 4 fazuuunuveuledugefianlunnaudnuasio dnvarUsing (7.90£0.71)
& (7.06+0.50) ndu (7.16+0.60) Liloduila (7.90£0.71) 58 (7.46+0.57) uazAuveulngsiu (8.30+0.65)
wazdauunnsinsiuegralidvddgmneadi (p<0.05) Augasiasuliindosas 2 uay 6 vuuwienasulyd
findundrowider edufavuuuinio sUsaruunsiif sanilivuwasidfunndetufanmd 4 anua
nsussiliununmmalssamduiadsinnisdadenvumnileaaiuluifesas 4 luinisegeunisueusy

voe8usInA uarAnwsunalusiiu leems uwaransiueuyadassludunausiold

gRsFuLUY gnsfosas 2 gnsfosas 4 gnsfosay 6

dl =1 ¥ a 1o ¥
AN 4 ‘U‘L!JJLML!EJQQV]WWLLUULL@%LﬁiiJlleN'ﬁ’e]EJaS 2,4 8% 6

M19199 4 nan1sUszliunun mmsUsEadudavesudineasulinime 3 wie

n =30
AMENYMENIUTEEMENRE
vliavasvunlneasulisn  Anweg . = Wlo - AUV
d nay . o YA
Usng) duela QTR

YULARUBAINIU gy 2 6.60°0.49  6.1040.71  6.73°+0.63  6.50°+0.50 6.50°+0.50 6.50+0.50
Soway 4 7.10°+054 6.76°+0.56 6.33°+0.71 6.86°+0.34  6.93°+0.73 6.90°+0.30
LAy 6 7.86°+0.68 7.46°+050 7.20°:0.61 8.13%+0.68  7.46°+0.50 8.26°+0.63
Guujh]ﬁflgjﬂﬂuuﬂgﬁam Sovay 2 6.63°+055 6.36°+0.55 6.36°+0.49 6.70°+0.46  6.50°+0.68 6.76°+0.43
$oway 4 7.56°+050 7.36°+049 7.36°:0.66  7.63°+0.49  7.43%+0.50 7.43%+0.50

fagay 6 6.70°+0.46  6.46°+0.50 6.33P+0.54 6.67°+0.47  6.26°+0.78 6.67°+0.47
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AMENEMENIUsEEMENRE

viiavasvunlneasulis  dnwez - = W - AUV
a nau e FEYIR

Usng) durla Tg sy

PYUULATY Xoway 2 7.13°:057  6.83°+0.64 6.33°x0.66 7.13°+0.57  6.90°+0.71 6.93°+0.36

Yopaz 4 7.90°:0.71 7.46°:0.50 7.16°x0.64  7.90°:0.71  7.46°+057  8.30°+0.65

Yogaz 6 6.60°£0.49  6.06+0.69 6.67°+0.71 6.6040.49  6.46°4050  6.50°0.50

abc oA daw el T oo o au o o ==
VGLe: ANLRAYNUDAWITANTANATNULULUIAT UAITULANFANAUDY NN UYFIAEYNINEDN (psO‘OS)

3. nan1sAnwINsEaNsuvesiuslnatitivavunlvneadulvi

nsveusuvesiuslnaiidievunilneiadulesi 3 via ldud vunndudniu susdenyunsiian uas
ey frauuuuaeuniy 100 au eglugiseny 31-40 T Aadudesay 40 Wumendfosas 75 Uszneu
91T wiinuuIvedesesa 60 wazdisneld 15,000-24,999 unseiieu Aalusesaz 40 duniseeusy
voe8ustna wud dunllvgliniseensundadusivuundudmuatulumeglussdugeutiunans (3.73+0.44)
AnluSonaz 78 nandnsivunlenyunsfianasulideylussdureuunn (4.64+0.48) Anduevay 85 uaz
nandaivuumilenaduluiegluseiureuuiunans (3.46+0.50) Anduiesay 65

4. wan1sAneUTIIlUsAL Teamns wazasduayyadassvasvuninestulm

N9 5 wudundudmuaiulidifesas 6 fUsinalusiu leewns asUszneuituedn
Wanun WAz UsEANENIMNTA UYL ABATEEININGATAULUY fiaadewiiu 8.10+0.50 ¢/100g, 2.11+0.62
¢/100g, 0.5120.55 pg GAE/g WAy 152.85+0.62 pg TE/g a1ua1ayu Wuldeivvuiilenyungianiasy
lan¥eray 4 fiflusinalusiu loomns ansussneufiuedniinun wagUssAvsnmnisiusyyadasygendi
gnIAULUY fiAadswinfu 1.06+0.55 9/100g, 0.21+0.24 9/100g, 89.32+1.72 ug GAE/g waz 90.86+0.80
ug TE/g mudndiu uazvusmienasulaisesay 4 SUsinalusiu lvens asuszneufiuedniionun uay
UsednSa1mnisiueyyadaTegeningnsnuluy fieadewinfu 3.5040.61 ¢/100g, 2.24+0.60 ¢/100,

0.17+0.55 pg GAE/g ay 227.37+0.68 ug TE/g ANUERU

a a a = a < a a v a
M19199 5 YSanalusiu leenms ansuseneviluefiniianun uazUssdvsnmnisiueusadassvesvuslny

wiuludmng 3 viin uargnsduwuy

YUNNAUAINIU vuuenyunsiian SOTHI D)
ﬂmﬂqw a 10 a 1o a 10
- ) wesulainn . vzl . sl
maad REEANINY gATAULUY gnsAuLuY
u 4 U Y v v
owaz 6 Souaz 4 Sowa 4

TUsfiu (¢/100g) 7.34+0.18 8.10+0.50 0.96+0.44 1.06+0.55 3.14+0.45 3.50+0.61

Toa1vs 1.45+0.44 2.11+0.62 0.18+0.57 0.21+0.24 1.58+0.38 2.24+0.60
(g/100g)

asusynau 0.28+0.58 0.51+0.55 58.39+1.58 89.32+1.72 0.06+0.54 0.17+0.55
Huednianun

(g GAE/g)

ravaamsldlisdadulusiu loewns uazansiueyyadastlunailng 11
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YUNNAUAINIU vuuenyunsiian Yunwtyn
ﬂmﬂ’]w a 10 _a 1o a 10
- s veulein . vesulei . wesu e
NaAdl FRIRULUY FRIRULUY gnsfunuy
v b4 u 14 Y ¥
Sovaz 6 Souaz 4 Sowaz 4

UsgansnInns 83.85+0.57  152.85+0.62  15.04+0.72  90.86+0.80  188.97+0.60  227.37+0.68
QVRMHELERE
DPPH (ug TE/9)

MUEWR: TE = Trolox equivalent; GAE = Gallic acid equivalent

M1919% 6 Ardvesuuulneatulun 3 win Lavgasuwuy

AN YUNNAUAIAIU Yunenyunsiisn Yunwilen
N9 . veulein . w3 lei . weizalan
gATAULUY ) gasduuuy gasduuuy
NEAN Jowaz 6 Jowaz 4 Joway 4

Ad L* 81.40+1.43 41.50+£1.03 40.20+1.42  32.36+1.52  80.30+0.81 45.00+£2.01
Ad a* 6.10+0.70 -0.80+0.80 -8.70+£0.94  -10.60+0.78 0.33+0.38 -1.50+0.60
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Abstract

This research aimed to 1) study the basic formula of butter cookies, 2) study the appropriate
amount of cha-kram powder in butter cookies, and 3) study the consumer acceptance of butter cookies
with cha-kram powder added. The experiment was designed in a randomized complete block design
(RCBD) the data from the basic formula were averaged (X) analyzed for variance (Analysis of Variance,
ANOVA) and compared for the statistical differences (Least Significant Difference, LSD) the results of the
research found that the tasters rated the sensory quality of Formula 1 by 50 tasters in terms of
appearance and color at the level of like very much smell taste texture and overall liking at the level
of like much, with the mean scores of 8.32, 8.24, 8.08, 8.12, 8.08, and 8.12, respectively, at the level of
like the most and there is a statistically significant difference (p<0.05) the study of the appropriate
amount of cha-kram leaf powder in butter cookie products at 4 levels: 0 10 15 and 20 percent of the
total wheat flour weight by 50 panelists found that the panelists accepted the butter cookie product
with cha-kram leaf powder added at 15 percent of the total wheat flour in terms of appearance, color
smell taste texture, and overall liking at the level of very much the analysis of physical and chemical
properties of the basic butter cookie product and the butter cookie product with cha-kram leaf powder
added is done by comparing the addition of cha-kram leaf powder in the butter cookie product. Protein
4.97 grams Carbohydrates 57.05 grams Fat 31.26 grams Moisture: 4.82 Ash 1.90 grams Beta-carotene
973.23 micrograms Dietary fiber 2.46 grams Calcium 710.513 micrograms acceptance of Butter Cookie
Product with Cha-kram Leaf Powder Addition Using a sample group of 150 people, it was found that
consumers accepted the product of fresh butter cookies with added powdered cha-kram leaves at
80.67 percent the product is beneficial to health. It is in a plastic jar containing 7 pieces, weighing 70

grams and priced at 50 baht, and is distributed in bakeries.

Keywords: Butter cookies, Chakram tree, Chakram powder leaves
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L% - - 20 4.29 56 11.69
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way - - 10 2.14 - -
udetnilne 50  9.88 - - - -
A3 30 592 - - - -
TomnluAnsuaiun 5 - - - 2 041
nawaflan 6 118 6 128 3 062

fiun: qm‘ﬁ 1 Chanawech Panupongsawat. (2021), qm‘ﬁ 2 Suntaree Wongsathitsat. (2022), qmﬁ 3 Chayapat Kee-ariyo.
(2013)
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Abstract

This research aimed to develop a standard recipe for vegetarian Thai cuisine and present
a guideline for disseminating the standard recipe of vegetarian Thai cuisine for vegetarians. Literature
review of recipes and cooking method were performed in order to select the menu for standard recipe
for vegetarian Thai cuisine. Then, experimented with cooking until they obtaining an appropriate
standard recipe for vegetarian Thai cuisine. In addition, the nutritive value per serving of each item was
calculated. The research results were able to develop a total of 35 standard recipes for vegetarian Thai
cuisine, consisting of 5 snacks, 20 savory dishes, and 10 sweet dishes, such as vegetarian deep-fried
chicken wrapped in pandanus leaves, vegetarian beef massaman curry, vegetarian red curry with roast
duck, vegetarian chicken green curry, grain pudding with young coconut, poached pumpkin in coconut
milk, mango with sticky rice, and vegetarian coconut flavored sticky rice with dried fish and sugar.
The research results on the guidelines for disseminating the standard recipe for vegetarian Thai cuisine
can be developed into a book of standard recipes for vegetarian Thai cuisine. This cook book should
contain information about Thai cuisine and vegetarian cuisine, origins, concepts, and conduct of
research; information about vegetarian Thai cuisine cooking process, ingredients, and seasonings; and
a list of vegetarian Thai cuisine items, including pictures, ingredients (recipes), methods of preparation,

nutritive values per serving and observed special remards on cooking.

Keywords: Standard Recipe, Thai Cuisine, Vegetarian Food

30 Development of Vegetarian Thai Cuisine Standard Recipes to Promote the Dissemination of Thai Cuisine Standards for Non-Meat Consumers



NIATIMeFendns1d VN 19 adun 2 weunguniau - Fmnau 2568

UNin

' '
= a

o1vsTeE saduormsnlddilednTiludrudsenauddlasuanudenusinaiuduag1eroLile

[ P

aensvuan1siluguilaneg1adiai (Conscious Consumer) a8enguyanadi inud1Ayiunisdenuilan

17

onsUselend lineliAnnaidesosnane liduaiunsmsudniuasduiinsdodauindomiioaninsisou
nsvanfiinanuindesdnd lutasldfidiiunausuunnldusudasunginssuiuanusla aomsitlald
dodnifiunntu Ineludsswmansgauinmiisuougfussmusmaiiaisinuuasiaiainnis 7.3 duau
flosAnsnienguyanaluvaredszimaialaninsianizluanigowinuazylsy Ifsussdliszavuan
n1suslaedodniuaziuinfuussniuematsad falildegadasduanias 1 Tu Heilnanisidoves
uningrdseendledn Ussmadinguusdin nssudsenudaisidasaniymdwndend g
wszgnamnssuUadniialaniiduwilfiAnfmSounszaniedenay 14 uieifisuwindunisuaseineg
30UNTTANTDINAALUIANTUANIVL (Bangkbiznews, 2019)

nan1sfne3dednlngnuin nssulsenuesiliaifiaunsatisananudswedlsaiil
Tsadau lsraruduladings Tsauimau uaslsausiaunseiinlg naenauilugmaanviemunuiintn way
mmaaa’qNaiﬁawq"LﬂU‘Uaa@uﬁmﬁﬂaﬁ%’aﬁuma‘ﬁﬂﬁ (Vibhavadi Hospital, 2019) NM135UU5EN UM TL9a35R
wwgelililAne1nsviesn uardivanusuanetaamesealusianie ieanemsiaisidiulg
Usgnoudednuazrals Faiininlugs desdne damadreszuudeseims vilidudieldades droanansiiy
anddludld fiduammuesenisveuiin giul uazuz e ldlugld uenaininissurssnuomatieisa
Setnglifanssauazniimanta Weswnnlufnuwavsaliduuasdfyredinfivduasinfiug Faduansin
oyyadasziitieliiwadvessraudausauaztioti ssimssn JagtugdonuslanomsilsedsAdiuiunin
Fuveunisuslaremsine ileaanemnsineiduensiddequaimnsizidndsenevvesinuaaslng
wiwedla Ssaufnainratsiaznaundsuluiadeuainndn ninlve wazia3euna (Amatyakul, 2008)
ldaunsanaudasingiuuazUssgninisusznevomsingliidus msdeesalddouaznainnaien iy
ANUABINTTUBIUTINA

omsinedunsanmatamsssuvesUssmdlng finsdunenainussnysuriunisanenenaingu
drunazduniidyanvesndfinismauvunazeyindly (Nitworakam, 2017) nswanns$ueImsmsgu
(Standard Recipe) il o munuIuauazdadiuvesingavdrunauildlunisgsemis paoAIuT uReY
nsUsznovemsivlildUTIIme s sanfuasaanmilidusasgruieatuynass (Montana Team
Nutrition, 2018) miai’mﬁ']ﬁwi"‘u:mmgmﬁ’m%mmﬂmﬁaﬁaLfJuummadua%ummﬂmaﬁ'ﬁ’wﬁ’miu

nsHeRnsasAAuNiiAgItuemsinewars1sssnvendnualamsinedliildsundaslunug aasis

vo 1< v

(Rugmai, et., al., 2018) ﬂ’]ﬁaiua%amwﬂm“lﬁl,ﬂwi’ ALarlAsuAINUNENE19NT a8 I T UADINHIUN

[y

Mivesineszianeing q Wimnusanamasannsatdanguiuslnafiunnsisiuldegieings 1wy diu
omnslnesrana sfvormsinedeaisa Wudu Medasdentaulaserdusfumasguomsinesd i
(Authentic Thai Cuisine) Lﬂugwmﬁ'amlﬁﬁaﬁmﬁLLaxgﬂé’ﬂwaimmﬂmﬂgaLﬁu neraendnsiiidu
antugaunwientuiienmdeang edeuarlfsunssensuidussdumnfasumnnidugamns
U3Ns Aaenszaziia1ndn 10 Diknuan nedslddustutaratuayumsidoiannmivinasguomisine

wegedaiiied auaunTnIangidouni aamuiensAiTunInsgIue I sinedludseinelneuagly

P

msaiSuInassvensneliedsRdiensdaadunsmounsinsgiuemnsnedmsugbivilaadedns 31



Dusit Thani College Journal Vol. 19 No. 2 May - August 2025

a vac

Alszma el iunnsgIvemsinediedsivadunsdeseniisnistinansidessueims
Ineunsgiuinends adesrdundudunuulunsiausisuansgiuemsivedesdsh daduomslneid

savIRnLANAINLIngINeTineuduTIAnlednd Weaunsameunsomsine lugu{uslaanquily

sala

USLaALLadm I N LR LU e 8L ALTUDE 19M LD

TUTEaIAn1sIY

1. Wiwwunssunnsguemsnedaaise

va 1Y o

2. \i80BNKUULAZILALDRIINNITIHEUN T T UNNIg U M s Inglad SAd wiugTuusenu

198755

YBUWANISINY

v QUQIQJO

1. MSWAIIAISUNIAS§IU (Standard Recipe) 81u15tnesisadsa Tdsuninsgiuemising

¥ '
a A

munsgIuInedendasdiduiiugiulunsusuasuingiunandiiludedniliiduingAvdufiaunsa

q

nounuilednilanundinnisvesemslieedsh lneniunisassaniuar jUdnualvesomsineusaysiiiu

ava

2. 3ULUULAZRIAUTENBUYRIATUNINTEIU (Standard Recipe) 819115 Inesfaadsa 195 uuuy
MULIRTTINEINANUSENOUMIBUSINAMardndIuveingUseay visediunanssyUsinunumheiaaina
T/N3aTUABUNMIUTENBUDMT NIFIAULAZANLAS TINTINTUNAUBLAZNSETNEIMT WaNIIALIN

Aarmstarnsielusunsudnsagy

o

3. N190NKUVLALULAUDRUINNNITNELNTAITUNINTFINO T IMEITETSH yfaiunisiaunde

LY =

AukuudmsunsdniamdsdediSuenmsinedaadsh Gasznaudeilonmfinseunguednuiine iy

o
a

DT INLAL I TN IE

1Y a o ]

§7 deyaingAuuardniidiu JunsunsuseneueInis Iomsdaus laediguam

UsNouriinszuiunmsusznaueIms waggun memnsivsauasand saufagunuunsnnuaniuemsie

NSBUKUIANTIUNISIFY

AAIARLTL
. YouTIALAl
wnARAEAY
CARE S GRET A —
fFuenmsine nmsinedeaisa
o = ; : asadow | : - MM
dsuamislne eIy
GRS - BT
Inendaadnsil
LU NN UL

o o v awa
Asuainsinaidaisa

AN 1 NTIULUIANLLNISINE

32 Development of Vegetarian Thai Cuisine Standard Recipes to Promote the Dissemination of Thai Cuisine Standards for Non-Meat Consumers



NIATIMeFendns1d VN 19 adun 2 weunguniau - Fmnau 2568

A1INUNIUITIUNIIA

omsinedndudiuniswesimusssuiiogaug duimusssulneandiun uagidud siuansds
ity wesnguaulwiesduniwFoguvuiiinsiienendusetumnetwioiles Fauanioenunliiiumiiy
aeAUsEnause q Aiedastuems eglsnmuenmsinedunisldudvinannemseineni Jesuluds
sUsuUMIUsznava iU Wy masuussmuionyniuomnsiu malinsensuasagvaluitngg
ia ven SauBaduriedien neituldinnanuendasy $1ue wazvuududuems ifunnanuey n1sldle
Tunsiauanusazyunyszinneulasudninamainivseng mslduniiveswen Wudu (Rugmai, et, al,,
2018) luvausiiemnsifaadsh (Vegetarian Food) muneiis ewnsitldiiidodafifuduussneu dawlngld
TnnAundnifusyfis fn waznaliflunisuszneue s uarlfiedesussiimnanniiy iwuy vstudte i way

39729717 Wudu saduemsineaadsa 3auneds msusznavavsnelaeluldiilednd wazdiulsenauves

Wednilduingiv Feaunsaldingivdunaunuiiedaivseldidedninvinaniivle

q ]

a wva '

nssulseuemsiadsivesudazyanadannunainaieunnaeiunmnnawasausndy
sugunn dndealsaunsauliisulsemuiledninneiin vieulisuussmuledndudsuusemudan Tuvase
fuausulisulssmuidednivazUatsunsuusenulduazuy 1udu Mondor (2017) Teduundssian

Feadsalivaneuseian laun TeaisAuuuiasensna (Vegans) deadsauuusuusemuuunarly (Lacto-Ovo

o

Vegetarian) f9a35ANsuUsEmuenizu (Lacto Vegetarian) d9a3saisuusenulay (Ovo Vegetarian) ay

' v o
v awvaa <) v

F9@35ANSuUsEmuilodnildunsansy (Flexitarian) wanainfgedenmsdea

awvaa

3AdnsULuUnileRenImisia
Fuluemsnlifidnlsznevveiednivazudadusiandainnuide lddneaduly un we uwazdiiuiuian

'
a a o o

dnd sudeinidinduau 5 vlia laud nssiien Wven ndniies (nseleninud) nedie wazlungu ddfsy

17

dmiunisiun Afenisiiea Shwinie 2191 wazdaliu3gns (Science Library, Department of Science
Service, 2020)

21N5T9aITRarUsEnaumer nkarkaly Jeilidulanasinnfiuunn Yaluisesseuunisgesenig

a a

= YR a v o o v i P = < a o I3
lllsﬂlluuaf]aﬂﬂ’gqlll,aEN@']NI‘YJ@JUQ@@ULL@%I??]@?U LLC‘]Q%@JI‘Uimu GIALVAN Laz3ININUY 12 Usy E)']"\]LU‘U&”]LVTGJ

AWALMAALSANAITVINATITDINNTAINGILA N15LEDNSTUUTENIUDINMNTTIEITRIIAITATID I NN1TE 1Ay

o

v
v a

AU (Vibhavadi Hospital, 2019)
1. fenSulsgnmuemnsndlusiugalviliganesionufen15909319nN18 19U Dndes Vsendndus

AMNDIVADY D78ae Wusu

o A v 1%

2. denfulsemuemsfiiiandugs wu 67 Syity dndeuile wiendndurinasuiniiu Judu

o

A35UUSEURIMTTLAaINNSUENABREyi A lASUIMNTUD 12 W1NTU WU 397 WRe) dngin 1Hudu

3. Sudszmudnuazdudauieiiflsngmangs wu fde dnluy dadas WWudu

4. vanidesemsifidinawagludugs lneangomsussnnidavionsn

o |

Weswnemsfiaishlildddiuusznevrentednidaduingfudidynlilusiugs deiu

o

nsUseneve Ml sidededddingAuaniiviienawnuilodnd lng Undns Jaylaylvay (Panyoyai, 2020)

q

Iduuningavidunadiusfuaniivesndu 5 ngu Teun

P

msiaiSuinass e nsesiEdsRdiensdasiunsmeunsinasguemnsinedwsuibiviinadledn’ 33



Dusit Thani College Journal Vol. 19 No. 2 May - August 2025

o A '

1. ngusayity dulvgiunaniwnseganginuilaald wu $1alne 410818 dravhe Wudu

o

2. nguin Wandwididudsiinadalinay dauudanan daudawuu wu G daundes daden Wudu
! @ A v Y I < ! < LY < v

3. nauuaniivuarnaliuwinudenuds wu wasvnuneTu finves 91 1Judu

4. naulusAuanweldlesyiiv wu adth Ynin ezaniu s

5. ngulusiuaniisdin 1wy vieelad waa nenainen (Judu

TagtuiimsfinAuingAunaunutiledn viunanity (Plant-Based Meat) iatiankiuvmailodoisg o
dmivemsladfanTe NN ivaIu 9 willnuansemasunIuLazil JUSnvalfug i
amsnfiiilednivily nandaeilusAuainiigluguuuusing q awnsaduunleiu 4 nqu (Cheewapruk and
Limsangouan, 2022) lein

1. \fleiilena1niiy (Plant-based Meat) yunainfisuszanmuiosay 95 uavildiunaududlalyiy
Uszanadesay 5 Inefindnoanuiluguuuunns o wu swesines ldnsenniosvidullenyaniiy suds

[ £y

919N LU

v A ' '

2. unuazHAnAuYIUTEANULIINTAY (Plant-based Milk & Dairy) 119100 M30SYNYANS 9 LYW U

o

N3 ULHUNER uNdaNaus wudilne suddansnuuaniie Faanity wazleansuainity Wudu

3. 913UT3d 159917 (Plant-based Meal) aluzunuuamsudiu o1msutuds siuiee1mnsi
< vl a v 1Y [
Wuldnaaumagiivieddagliifoudiu

4. l9suannite (Plant-based Egg) ¥mannaudedudiuyszneundnifieasailedudanausinu

N3EUIUNNSENY q aufenisuwisduasndulivileuliiiensulandnquauguaguamuasguilnafidoinisun

@

NAnA 9NNk

v a A

noAuNansalosnulednila tawn

1

1. TWsAunwns vanuthdivaesiadiaeilvudussn BiuinIusuIunis Extrusion Saundasdadu

' '
v A A o a

Syfwflusfiugane q Audednd Wsfunuasioduingiuilindinudesuin nsuuuwis 100 n3u
Toinasau 322 Alauaaed WUsAu 74.9 ndu Loy 0.1 nfu wazaslulawsm 15.1 n3u
P ° v = 2 a A o LA v e v & U oa A o
2. viifg vhanulatamilemseudsandieifeuiuuiilednd daiduingAvussnnudeninunyss
Wiy e wazguselvimilewilednd Tu 100 ndu Tvindsnuyssann 378 Alawmaes Tshu 41.4 nfu ludy

1.9 n5u wagmsiulawnse 42.2 N5

€

3. w9 Wulusfiuandamdesivanesile wu wnans wWiindes veew wazisivddu (usiu

lnawdfindeansednuivdauds 100 ndu Windsnuuszuia 148 Alawnas3 WWiv1igeu 100 N3y

Trnaanuuszane 63 Alawaass

|
A4 aAaa v o a

A7UNANIINUMIWITINNTINNUITE AU UM TTRILINEA ST ST 9aIsH wudn 91T
daulugjasd@nuiludagdnssuduilnauaznagnsmanisnain (Nurat, 2022) Tuduveanisideiiowamn
mémﬁm%mmﬂuﬁﬂwmwaﬂmiﬁmLLUaau%U%JULﬂ?%EJui’mqﬁuLﬁaﬂ’@umqmmmﬂmj 9 ths wunh drulueydl
nsnuideluBsnsvaasaitednidengmsnaniausifuiuy lnedndengomnofiediuyarvesingiusis

nilagluvieadiuvToyuvu (Wittanalai, 2018) TIUNUANANAINIINTUINITVDINEN UTTDIMNT

34 Development of Vegetarian Thai Cuisine Standard Recipes to Promote the Dissemination of Thai Cuisine Standards for Non-Meat Consumers



NIATIMeFendns1d VN 19 adun 2 weunguniau - Fmnau 2568

A HUNN5IY

1157983l dukuunaunaIu (Mixed Research) 11401533818 9R 001 (Qualitative Research)

'
-

1835N15378L0NANTHATUTEYUNAUUAAR UAENITIVELTINAADY (Experimental Research) iaWauAe

De

v v

ganNKANIITEASUeImsinemunsguIne dundasdliluiiuemsivedadsh nefidunoudsl

a wa

1. AinwAuaidoyayfegll (Secondary Data) wWiun1sfinwduairdeyaninunduinvesemsdeaise

|
o o U awvada

wwIAnlun1sUsENaUMNSladsh dsue sl sinlasuanuiion nasnauingavlunisusenauemmis

va o

98350 Tanvaunuilednidng q sudedeyaimfertesiunisusenevemsing Jausssunisuilaneims

q

Ine TngRunasdiulsznauresernsive uanienisusenavemsivenumanensdeedsh saudanisinm
AUAINUITEDUTLNEITD

Ya o A

2. Useyuamgd 398 MUSnw waideivigy WeszauanuAndiuietunisidendisvemsive

wolfiduisuomssunuulumsisoienaunduisusmsineliaiss Tneddedwnuduomising
ssudaiy Anudouuanduiisinidlulssmauasissane Tangfunasdrutssnauiiannsomldieuas
aunsausulasuduemsiveed e Tnonsdadonsmenisemsinesvunisfiannsauwaundu
fsuemsinedidisals Tneswunoandu 3 Ussiam fie 01ms9s 9115A1 waze sy ethunadng
Jussuemsidesiu (Recipe) dwiulilunsmaassusznevemsitemunfusfunnss i (Standard
Recipe) 91msinesisaishnaly

3. duauesenismiuomsingnamdninasiismunls nsdadensiivemsinedesduiiody
Aunuuluntswaundusvainsgivemnsinedeadsh ﬂi@Uﬂquﬁﬂ@ﬁ%’liﬂﬂ 91711391914 agonfeinad

nsandendiiuenmsivedaduiisan Wuifeuuilan wazansausudsuingavnaniiiduiiedninge

Y

[ I3 v €

nandugiandni Wuingiudunundnnsdszneuemsdeadsa Tnsasnsadmdansienisiisuemsive

\osiudnnu 35 Mensdmivinsidoiedmunduiivommsinedsadsd liun 1) d3vemsing
5 519m13 Ysenavdae livielume eadu dnafamidnes desd wazasfiz 2) f3ueimsan 20 o013
Usenoude wnafasfuide unadadagne wnadeamls wnaduds unsdn dudh dugh wnsdaifamde
fuladsUainsou unaides dalne danzme Tadadeuzaig ladads dandnds dainsanding srdom sriudy
iy wagvawdiien 3) f3uermswag 10 iens Yseneudne Safimdenusnineeu finneq

wnauan Y1awmidennann wdiu agld Went1irie Trassun¥e Tramiedusae Tramide yumiin

= o

v = v v o & N ~ o a v g v & o °
ﬂqaLMUSjyju%uqﬂaqLLﬂﬂ Wﬂuﬁ]gﬂiﬂqi‘UiULﬂaEJ‘UGUE]E]'TW"I{L‘UW']N'JC‘]Q@UVTaﬂ‘VlIGULLV]uLu@am'ﬂﬁLUﬂrﬁu']Laua

o

nan15398 1w Invielumeslsedsi neatuiua Wudu

4. M3 FunInsgIuemMIs (Standard Recipe) Loy lamuumdussuuinsgiueimsing

o [

e TRlawunNIUL LU SURs N mualIawmTn Fausenaumesenisemng Usinuuardnaiues

IM9AU TURoUNITUTENOUDIMIT LagIEMINALAIINY NTUAUDRINT waEIBN15IETN IneivuauInssuy
dmiuruinsuuseniu (Portion Size) 2 7
5. M3AAULRIgILeMs edidish 01den1MeaeIUsEnausIMIINNRSUNINSEINEIMNS

InefsadsflasiuiiioUssiliunan1susenouemnsnuiiSunnsgu Tnegaiulsslunnsgiudiiudsunn

9113 dnduvesingiu ndu @ sawd eduda uasduneunisuye iileusulssiivanmsidesiulm iy

P

msniSunas e nsneliedsRdiensdasiunsmeunsinnsguenstnedwsudivsinadledns 35



Dusit Thani College Journal Vol. 19 No. 2 May - August 2025

FNFUDIMNTUINTFIU AN INAaeIUIENaUeIMIE o auldimsuomsuasgiuiideudieils luidsuudas

a

PNASINEUNTIAUAINARLALTEIRMLE LA EVTIRAl

q

o o

6. MaazUnansiTesiuansgiuewsinesiaisilueded Waavhidusifuamsgu (Standard
Recipe) ewnslnesiaaisa nougunmingiuusazvdauazamatuermsuaziadesi filinsnnussony
9IMNIANUANIMIN YA

7. MSUNEUOLUINIINTINEUNSASUAsE I M T nededdsh dnvindusamisdessuemsing

a5 Msznaumeillemanuiiieriuemsinediadsiwiazsnenis TeavidenvesUSuanazdndiu

Ze

v
o

MRAU Tuneun1sUTENoURIMIT JUMNIRQAU NINAIUBIMITHTBUNTANUATAY

e

o)

\winslansITeusznaumeviesns gunsal waziaadldnng q lunisuseneuemns wuuduiinteya

dmiun1sideienans fsunInsgIu (Standard Recipe) WUUTUAINNISNARBY kagwuuUseiliunan1smnaes

o w

2113 dunslieseideyaldnisiinsziillen (Content Analysis) wardunszideyaiiodavinlusiu

a v

wmsgruemsinedsadsi lnserdedeyailiantuiindedunalunisnaasiuseneueinis saunawa
nsussilivemsinesdieadsanendaiavouusiazdoduns welddmsunsuivugssuinsgivemising

Tea5hluassnoly auliduisumasgiuemsinedeeisinmnzauiign

NAN1599¢

HansAnwIIngAunaunulednidalasemsussanlusiugs anunsahunliUsznevemsing

v awval Y v

faisalafinannatsviiauaznaloguuuy wu WsAununs nlifa Wiy wazlne e s egrelsinng

=%

TogAumariudzliansomsuarsUdnuallndifisailodnd uindadaudnuvaeuisusenisuandiainidednd

q

t% I

lnganznduunarauiu dslunsidingaunawnuilednidsdenionldudniivansauuaginlionisi

'
v 6 a

anwa Naw uagsalnalhesivemnsineiiugsaindledniunian
a3Unan1539a1nMsULIRsgIue ST SRTIuIL 35 $18m1s Suunuemsing 5 s1elie 91ms
AT 20 $18%0 Ware ViU 10 51830 lnedinisusudsuingaunawnuilednd uagnudedunnd1Ayain

ﬂ'13‘1/1ﬂaE'N‘U33ﬂE'J‘U?J’Wﬁ’]iﬁ]’]ﬂfﬁ’]%%ﬂ’]@]igﬁumﬁmﬁ3’1@‘171‘ 1

o

M19199 1 auseteamsitdlsh Tngaunaunuilednd uardedunnainnsie

v
a A v 4

UssLAne s 183001915 TgRunaunuLilednd JadannaNN15IdY
915119 | livielumesleddsi | 1nw TAwiiann vinlfextsiu mstuthesn
VonsurUa LldTgAunaunuilodnd | sosudndelhdududnu awande
dfemis wvikazlusiuinuns neatfsdelinans nalviauiiy
dleree TUsAuNEns Aerthmanznd nelin wazinuae

Tduasuuaszyinludnduney

v v v v L 2 '

b '1‘1{]?1&&]?3 TUsAUNYAS L(ﬂ’]Wﬁ%LG]SLL‘VNﬂiSG‘I’]ﬂlI’]ﬂﬂ’J’]L‘ﬁ’e]‘ﬂllu

Y
v v

Femstemelunans Tinandu 9

21115A7 fatuienaaisn | WsAunuss (Naw) BN USAUNYATWUUNDUAA LI

AU UTUYBIU NI URENIN D34

36 Development of Vegetarian Thai Cuisine Standard Recipes to Promote the Dissemination of Thai Cuisine Standards for Non-Meat Consumers



NIATIMeFendns1d VN 19 adun 2 weunguniau - Fmnau 2568

M19°99 1 aguseTenmsiieesh nghunaunuiednd uastedunnannside (o)

Usennenmng edeamns TngAunaunuLilodn’ dafannainn1side
91m15A1n | wnadadagns analushiununs Fonlushunwasititledudandededs
PSEEHE amnududureshunszdosniilfiingge
wnadeavnuln antrlushiunens Tusfunumsazdind Jsmadubundals
eash wiaAuly
wneduNeleaITh A mﬂ%’ﬁ:dl.wmmwﬁaé’mi silsiung
N3 Wutudouas
wneUnieaish AN wilfsdldoduiasouuadneuan anunn
wasuduingiunauny
ilodnsau q 16
FGIRPRG PR vl o1aldlAnTenoasyiununiadly

AugSINARNT (W1TU)

NERT ]

Y

o

npAuNAwNLadailosdne Uunedisa

gntulana yunitleditosntlidednass
wnaAaEaImTe | lUsiwnues Wy T vivaadrennsty msihluidvianrou
UENEELY
AuladaUanseu ilodannsoun fnghumaunuednilinduunandisnn
T9a35R Uanseudsadniles uadeeensuls

wNAEeN A

e WUshunyas

o

nnAUNARNULLadn I lANAY wax

uaziiforadiua ALLANARALANTRY
dolnedeaish Ao nilfs SmgAunaunuiodiviliarumenan
Naveasinlvewaglumely
Aonsensdedisi | Wsfwnuns Tushwnumsazdind shlviadanunsuis
ordunhaienidiuld
[QPETEITOR wisd aflmsaLU?{auﬁfmqﬁummuﬁaﬁm’iﬁu
9eiSH SngAudule
Wousviann Wousvan woanninldfuandy e
NIN wavaneiosgesaliidosas
AnLinsIuiing LiltimgRunaunu Uiudeuviaveadisldmusens
\flodn
nlaad s NuaaEnydul venfaakazryduRlianneudnd

grjudu Tshununs weudy | venlusiununsuasnyanudulinges
ARG AeuluAgningn
WINSNVLIAR LiltingRunaunu Wniialugne agvilmhnindsanAnau
\ednd
v & D% Y v \ Y v 2 & o oo
VaULARE) Wousuasinyseu | mslavleadvietieiiiuiloduia

P

msiaiSunass e nsnesiedsRdiiensdasiunsmeunsinasguemnsinedwsuiliviinadledn’ 37




Dusit Thani College Journal Vol. 19 No. 2 May - August 2025

ajunamsITenisiauissuemsiu iesnvunlnedwlngldlafidiunanveilodnivie

'
o o a a

HAndugiandnd n153deaselidsdensenisemsvinulaemddisingAuiiiarsermsussianiusiiug

q

wiedaeasulusfiudmsudsuussmuomsdadish dwlngdenimuidsvemsmuildfiansgaduiu

o

maAuvan eniutamileiyuninaasntila it ingAunaunuiledniduanslunsed 2

o [

A19199 2 Eﬁ;ﬂi?'EJ%EJEJ’M']TLJ?%LJWVIEJ']M’WW’J’]U ’QJJG]an% N LazUadunNnIINATINY

[ Y o

Uszanenns 31890913 agAunan JodaunnanNn1sie

vy | Syufiudenueningeu | gniieu dauas A0 | USinauSyiudsavansaududiunaudu 9

2191 WUEMY WHan wazuyns1Ieau

Hnneaunsuly I VEN wiitnmadluyula 5 - 10 wiineusuay
Deinwnzunswesilnnes

Franideada e fsuasdmioadoudin 8 - 10 dalus
NoUEINNUTENOUBIMIS

LAEIU FuTenanziden vimhutaTenldtuniianen ogldlvuse

wsrzazyi LS vunduntianuly

Ayln wilidaden ety | anansaldiden win wazdrilnadu
d1uznag drunauiioifiusavfnazanses
Went1iming 1 witviseenades 2 $alus wazdilvian
rouldtna
18081 utladmien war | Tadsualuldvuasilitunouays
Naloe NAUNENYOINLNTY
iy Irnilen :gusumssﬁnmﬁmuazﬁmsﬁé’ﬁau

A1119503UUTEUAUNZUNWETOUIAN 9

Y Y o a

mihfaleaish UgNIIYA ARneiiusINdng nsziien winlne

q

ielindunIsanauazayulnslaniau

B Y o awva 1 Y a a < [ &
AUUALIIATTR Wiauner a’liﬂiﬂﬂﬁ‘uLUaEJ‘UGU‘L!WUENLﬁﬂlﬂ U LR

< < 1< v
SUUNDY LAUNH U vusu

WUINNNITHEUNWSAN S UM Inedendsh
ayunamsiTeuuenswennsinensiavidunidsdessuemnsivediaishnuunsgiuiede

fansnll AIsUsENOUmELtEMENg 4 fail

1% al'

1. doyaneniuingdundnsiil

v

2. Jayaeafivemmsineuarensiisasa

3. 7137 LUIAS LazN1SALHUI WY

D

1% a

3. Yayaigniunisuseneuemsinesisdish Fngiukaziniessaenmsinedeeish

U

4. snensemnsinedaaisanuseneumie sunmemsing drunau (gns) 35V amAvlaguInig

flan1suslaa 1 au wazdedunaifgiiunsuseems

38 Development of Vegetarian Thai Cuisine Standard Recipes to Promote the Dissemination of Thai Cuisine Standards for Non-Meat Consumers



NIATINeenans1il UN 19 atun 2 weunguniam - danaw 2568

' v :l'

fegtayalieanusienisemsluntidesisuomsinedeaishnaziaionu auunsgIuInede

U

= =

nAns1l msiideyadll

Foawns livieluimesiesdsa

Juemsanlszinnenmsven aunsasulssmuduiviniedueimsnueauy Sausadney
Tutszavemsinmiodeniidesild dufivgruingndauvasnainewmsiu Ae livienszay Souvi
fuvsgnmuduluuaunianans annsadaulandusmafiequamdinisoununismendiethiumusiy

Tusad insUTlaansh anunsanawnuiialnalelneg

i 2 sUnmemnslumnilsde

auAmalnrumsiiulivielune dedsunauilnn dmu 1 au
WA aslulaasn shu logiu uaaLdeu
260 337 15.3 7.5 56
Alaunas’ N3 N3 N3 faansu
drunay (§195U 2 au)
e 200 nsu
Tuwe 8-10 Tu
Yhananse 5  nsu
YRAUTITELR 10 afy
Yhifunesta 10 03y
Yoans3n innans 10 n%u
winlneUu 1 nsu
LA 1 n3u
hsfun 10 dadans
ngh 10 dadans
nsziivn (lwanaziden) 10 n5y
10803 Quanagiden) 10 nsu
Yrsuits @msunen) 1 &ns

msniSunass e nsneliedsRdiensdusiunsmeunsinnsguenstnedwsudivsinadledns 39



Dusit Thani College Journal Vol. 19 No. 2 May - August 2025

drunandulnvialuwmedeadsa

vhananse 50 3w
YDANDUUNTULY 40  Uadans
YoaNzIoIna 50  dadans
F529 05  fagans
it 10 {adans
N 5 03y
e 50  fa@ans
/9

1. dhdunanvesinweanin (enviuluwe wazdsui) waulwmdndu Talangdnield 30 u

2 lnindinusanviemeluwe GiuluwelidusunsansgladulnviaenUanglumefadliui)

(%

3. ihlafierelumeudaniluisluddemelnuse 57 wil Wislilagniduuisdi thesnaindads

@ ’; v v
ALLARUN AL

a

4. ihlmieluwmevieiasands awenludfuvuigamgll 160-180 asrwadea walumediinau

)
wou finTuinasifinintiy dswndenthdu

5. A3msviinaulavelume thausauihaummeldnru s ontuthsunuaz e Wiy
Falneiien snatudildtitun wasenvnmadlunay dnlddoadindoulivelume

Fadanaieatulivielumesisadsh

o vosluguugifivanzan (nane) sxdelilivielumedtsadsaluomini

o inluwelriwiy wazvenaudveduwedsududiondy

e Jumsiiauduned savnu hu sunaundey

dyUuazafiuTENaNanITIY

'
a a

1. dnvazwuiduendnvalddguesemsinefenistinuriniemis TdiunauvesingAuidl

q

AASlagINITas lwragifeaiunan1s3ideannisesniuuisunnsgIve s inedeaisinuinaasta

= o

SONANANLY

=.

AudAgseAuAmMIlATLINTg Wenewnsledsaliliduusenevvesingivannilednin

o a

ndnd datunanTeluasilfmereudonsienisensiveniauAisiesisnieeas awnsairingavaui

9 9

)}

ARt IS lEMaLNuLiledn Il Feaenadasiunuifnues Saiwichian (2004) edunednuazdday
vose1msinglIuAnanmskauna ausssuuaz) iUy wesiediundauuazinenanse o fu AuA1vDY
g1 sbnelaun n1sdauAmdaruinig fassnamnigen wasdauainiaidyyiwasTmusssy suis
doAARBINUTBLANALUEVRILTINEIUIATIN1IA (Vibhavadi Hospital, 2019) Midusuugnannsidensulsemy
915ee3$h TnerilsomnsnilusiuuasInniiugs wu fundewondndueiandundes ivnsenadidu g
- T A | & v D2y o aa < W U a & v
Syl dndonile \Duiu uaglvisuussmudniiisnavangs Wy dnluy ddas 1Wuduy

2. My sunsgIvemsivedeaisiluaseiilalinnudAnsenmuainislaruinisveseins

WA IIENIAE Lp9nASUa1vnsTvadsharldililadn Ivsendnsumandn iludiulsenau agnalsiniu

40 Development of Vegetarian Thai Cuisine Standard Recipes to Promote the Dissemination of Thai Cuisine Standards for Non-Meat Consumers



NIATIMeFendns1d VN 19 adun 2 weunguniau - Fmnau 2568

MnanFITenuitewsinenatssensdilvg asuszneudieingiuiidaulsylevidesnaniegauay
ilganeremLFeINTYesTIINe annsatisananuidssunninlsavainaievie deaenndestuindn
94 LeWine (2024) Aiszyliinmsadaistuomstiaisaliduiudosjuiiuluiinsueasonaiuvdn
desninansinuduiufnsslenieauamueansuslanemnafaisiniunannidedniiuenanasd
asewnaifisswesieiunieuds SaduitananudswiolsaFesmaneaiindndie uenaninanmsivedmut
Mivesingluwsiazsensiailiuivanvansuasiingiuuandaiuly esanemsineidueivnsid
TannsaugluiuTmusssuwazysemalvasdiay aulufiadianuuansedumugiiniavesUsemaneutig

g9 donmdaafiuuuIAnved Amatyakul (2008) fildnandwruluendnvaizesemnsinefifinnuvainuaty
figndnualilanuanizds wazuandrsiulumuudaziniu enmsineduiisawi 3 5a Ao 1A WS uag

WU LR nuagLATunAang o Tilnauveuwaziiniou Jausssueomsinefeiulieses

o

3. HAaN15ITEINNTERNRUUIT U IS InedtadsalaansldingAunaunuilodnd wudt nsiden

@ o = = W a a

maAuneaunuiilednidesmiadcingAuifinuamisemsusznniusiugs Fedwlng duingiviviunen

1

v 1 a o {

809 WU WUsAWNYAS NN wazidni ad19lsAanutngRussnaiiledudawnns1anu vinlidanase

Y 9

[

ANUULLATIAYIRVDIDINIT TIADAAAINUTBLEUDVDY d11NLATUINTT ATUBUINY (Bureau of Nutrition,

Department of Health, 2016) flefunefisn1sideningiunaunuiiodnivasndndueidnilidn desdanud

o a a a

ANnulaiEasingAukasiAsaslTeng 9 MIsenwuuemsiadsilaensuiudsuiedailuldinghved

q q

¥ '
£% o

duiionaunuiedni ludnezdulsfiunues ndis 6 a1 aaenaudineilae 9 lnedeeguuuu dnvas

& =

wazsanRvesomnsnileunselndifeseimsinessuiy 4 uinfian Jadudrdguesiisuemsivedsaish

¥ '
=AY

fifensideningiundnunuilodn] WesnetsdwaliledudavesamsiUdsuudasiumuingiundn 1oy
wnadaduln o1aldlusfununsvseniifaunuileld uidldwiunuileln snvviliiledudaveadyiuiuld

TaivhSudsemula

JoLauaLUY

'
v =

Jarduanuziianisunna’de luldusslevd

o w

1. f$unnsg1u (Standard Recipe) 81vnsil davihdudieidusiuemsinedeaisinuunasgiuves

a 1Y a = = v o =]

Wedundns i Insrdsdennududisuamisinesafuuiniian nisusuasuingfunanstmnilednivse

q q q

v o

nandusiandniluiduingiunaunuiednilaglimuddyiunisdoundam g 9 Heiusand & ndu

\odudd uavdnvuzassemsiiupdnsannign egrtlsinuiiissnnemsivewsasadafiidauuinisu

1%

a81987179uU insuSulssdnudaslumuaningiivseinag uasnusssuvasyusulunsagyieadiu Jeenavilll

awal

ssvomnsivevarnvats msthssusnsgiuemsnediedshluldussneuduemsdadsh feindusisu

o o=

M sinedsaSAaieewnsunile Selimsiluissuiisuiuisuomsinedeadsaansudu § Usenauiu

vUsemuemsivaisisegraneussianuaziinnudesnisiulsenuuanaeiulunuanuve ukazay

sillu va a 1
Y
Induvesudazynrna NsUsznavemsTsannsaUiuisuingfunne q ldnuanudesnisvesilsznay

I3

v
[ o

2. iSunnsguATall dnvihduivedsenauemng dmsumsiulsemuvesyaaa 2 Au (Portion Size:

P

2 9) mahldldusgnavemsmudnsdiuvesingAvuazdiuusenausing q Nsvylisnausuussdnduli

P

msiniSunass e wnseliedifdiensdaadunsmeunsinsgiuemnsnedmsugbivilaadedns 41



Dusit Thani College Journal Vol. 19 No. 2 May - August 2025

wanzaniunnafesnsuilaeveusiazyanald 1esanyimannudessuilanovnsvesudazynnaea
uaneefuly nenandnistsznevemadielildusinuiiunndeenludmiunisuslaavesyanaditisiuau
wnfu enaldansofiuiinatagiuiedulsenoudu 4 fusrudandulaeitiluld Wesnenvdmae
dnwale 3 ndu sav1R wazANTuves sl

Forruanuziion1siseasedaly

1. msimsiaiivinnsguevnsinedsedsfiudslusenisemsinedu q A6slildfnuide
Tupded] e liiTiousuussmuemsiiiaisianunsnrluldussnovomsinelfnndaty

2. msfnyfeiieiauifuinasgiuemsinesiaisifaunsaliinnfuniedunandeanusom
Ialuviesdunieninadululszinasing q ienaunuingAuiilisenevemsinesiaisfluinaszina el

AUNsAMEUNSINSUNIRIg MR IS IneiEd SRl UG winsUseinalaaganinewina

References

Amatyakul, P. (2008). What is the national food of Thailand?. Koosang Koosom Magazine. Issue 1 - 10
May 2008, 44 - 45. (in Thai)

Bangkbiznews. (2019). “Vegetarian', a healthy food that continues to grow. Retrieved from
https://www.bangkokbiznews.com/news/detail/842737. (in Thai)

Bureau of Nutrition, Department of Health. (2016). Vegetarian Food: Recipes for Health. Bangkok:
Samchareon Kanpim. (in Thai)

Cheewapruk, K., and Limsangouan, N. (2022). Plant-based protein products...Current trends in
consumer behavior. Food Journal. 52(2), 5 - 15. (in Thai)

LeWine, H. E. (2024). Becoming a vegetarian. Retrieved from https://www.health.harvard.edu/ nutrition/
becoming-a-vegetarian.

Mondor, K. (2017). What does it mean to be vegetarian?. Retrieved from https://www.unh.edu/
healthyunh/blog/nutrition/2017/08/what-does-it-mean-be-vegetarian.

Montana Team Nutrition. (2018). Standardlize Recipe. Retrieved from www.opi.mt.gov/MTeamNutrition.

Nitiworakarn, S. (2017). Thai Food: Cultural heritage of the nation. Academic Journal of Phranakhon
Rajabhat University. 5(1), 171 — 179. (in Thai)

Nurat, N. (2022). Decisions to consume plant-based meat products in the Bangkok metropolitan area.
Master’s project of MBA program, Faculty of Business Administration for Society,
Srinakharinwirot University. (in Thai)

Panyovyai, N. (2020). Plant-based Proteins: Nutrition, Structure, Functionality, and Applications in Food
Industry. Rajabhat Agriculture Journal. 19(1), 61 — 69. (in Thai)

Rugmai, S. et., al. (2018). The Development of Thai Food Recipes in Accordance with Dusit Thani
College Standard: Maindishes. Dusit Thani College Journal. 12 (Special Issue), 296 — 308.
(in Thai)

Saiwichian, P. (2004). Food, culture and health. Chiang Mai: Nopburi Printing. (in Thai)

42 Development of Vegetarian Thai Cuisine Standard Recipes to Promote the Dissemination of Thai Cuisine Standards for Non-Meat Consumers



NIATINeenans1il UN 19 atun 2 weunguniam - danaw 2568

Science Library - Department of Science Service. (2020). What is the difference between vegetarian
and Jae food?. Retrieved from https://siweb.dss.go.th/index.php/th/food-and-agro-industry/g-
a/5104-2020-12-16-02-56-46. (in Thai)

Vibhavadi Hospital. (2019). Health knowledge. Retrieved from https://www.vibhavadi.com/health901.
(in Thai)

Wittanalai, S. (2018). Development of vegetarian food products from mushrooms for added value.

msiaiSunass e nsesiEdsRdiiensdasiunsmeunsinnsguemnsinedwsuibiviinadledns 43



Dusit Thani College Journal Vol. 19 No. 2 May - August 2025

4

N1381372ANOANTTUUALAINADINTVRIHUTLAALNDWAILIUUIAMUAANTTWAIU

a @ ¢ P 2£ o & Aoy < '
waﬁmzuf»mmeﬂummmLiﬁlgﬂwmnwua'auﬂsznau

aav ¢

a ¢ o v 1 = a 2 ) 2 Y 3  a v 9 a ¢ o 62y
NTINY ANLLALLNT WINWITU TLUA UNunsg ANIZAIA” I durane NERU YN LLASBAAY NEUTEINY
augfatyn1susenaueIms Inendenansil

Zraszmalulagannssuamans aninerdewelulagsnsusnadayys

AU IMEIMENS 519 INeNaEINT0l

*Corresponding Author Email: apidech_p@rmutt.ac.th
Received: June 26, 2025; Revised: August 11, 2025; Accepted: August 13, 2025

UNANED

YDINANNUINUDILAS DIA UK

o

o

Ul

dinguszasdiiofnuIngAnssu ANABINTS dnwugid

Asdusaguandnfiduilaadenis uazinseitlade (Factor analysis) idansnanednuuefid1Agyues
nAnsduaieasosnuandfifuslandeinis lnelduuvaevaulueiesdiolunisiivsivsudeyanngneu
WUUABUAUTEY 150 AU

v

HaN1sANYINUI 9INNsdaTIRteyafedtuAufeIniIsves ustaalunsimunaninies 0sms

€

¢ o a o 4

ndaunsaaiaduiunnufalunsiaundadueied ndadariasegsuuuumnausalnld dosnsti

[ a

SudunanvedlUsiugIndeLasNead usslugesdniu 1 1 vwinuseain 15-20 niusiewed AIsiisan

'
v Ay a

Fwitgegsening 21-30 UM MNNTIAT1eTaTE (Factor analysis) Ml udnuagddnyfiduilandenis

v U

e 17 Jade anunsadanquiladelailu 4 nquilade 1) YadedudnvasusinguazUasndeneaunin

a -

2) Jaduduniiusa sanduasiloduda 3) JadusumsldingAumadenvauny Jadeduaaaud® way

4) nMsazateuazAuAIMlarwInis dmsuladen 4 Jaduiunaaudfnisazanguasanamialaguinsd
AzuuuanuddgInuazegludduigulefsuiuiuusdu q fivdest lnednanaisldtoyamariilu

wwdlunsimuRdaduaeTaRuandinsiuaudenIsveusinasely

AdARY: waAnssuuslag Audean1svesuslam uuAuAnNTRRLINER Wl LaSewRuNssdnSagU

<

P9 Judulsyneu

44 The Survey of Consumer Behavior and Demand for Product Concept Development of Instant Beverage Powder Containing Rice as an Ingredient



NIATIMeFendns1d VN 19 adun 2 weunguniau - Fmnau 2568

The Survey of Consumer Behavior and Demand for Product Concept

Development of Instant Beverage Powder Containing Rice as an Ingredient

Korawit Sakkaekaew', Porpachen Chuchird®, Paponpat Pattarathitiwat’, Teerapap Panklai’,

Krittin Chumkaew’ and Apidech Pongprajak™

Faculty of Culinary Arts, Dusit Thani College
2Faculty of Home Economics Technology, Rajamangala University Technology of Thanyaburi

*Faculty of Science, Chulabhorn Royal Academy

*Corresponding Author Email: apidech_p@rmutt.ac.th
Received: June 26, 2025; Revised: August 11, 2025; Accepted: August 13, 2025

Abstract

This research aims to investigate the behavior, demands, key characteristics of the product in
instant rice-based beverages that consumers desire and to analyze the factors (using factor analysis)
that influence the key characteristics of rice-based beverages that consumers desire. The study involved
150 respondents who completed a questionnaire as a data collection tool.

The study found that, based on the survey of consumer preferences for the development of
rice-based beverage products, the following product development concepts can be derived.
The product should be in the form of cocoa-flavored powder, with added ingredients of soy protein
and malt powder. It should be packed in single-serving sachets, approximately 15-20 grams per sachet,
and priced between 21-30 baht. Factor analysis of 17 key characteristics desired by consumers that can
be grouped into four categories: 1) Factors related to appearance and health safety, 2) Factors related
to flavor, taste, and texture, 3) Factors related to the use of alternative raw materials, and 4) Factors
related to solubility properties and nutritional value. Factor 4, which encompasses solubility qualities
and nutritional value, garnered a significant significance score and ranked prominently among the other
variables. Food producers should utilize this information as a guideline to develop rice-based beverage

products that cater to consumer preferences.

Keywords: Consumer Behavior, Consumer Demand, Product Concept Development, Instant

Beverage Powder Containing Rice as an Ingredient
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Abstract

This research investigates the interaction effects of sustainable practice and incentive strategies on
consumers' hotel revisiting intentions using the Stimulus-Organism-Response (S-O-R) framework as a
theoretical lens. Employing a robust between-subjects scenario-based experimental design, with a total
sample size of N = 502, this research utilises a 2 x 3 factorial structure to analyse the impact of selectable
versus unselectable green hotel practices (e.g., consumers can choose to reuse towels or/and bed linins
versus consumers are require to reuse both towels and bed linins) in conjunction with various incentive
programs (cashback vs. point rewards vs. no reward), then two-way ANOVA and simple effect analysis are
employed to analyse the data.

Results reveal statistically significant interaction effects, specifically with (F (2, 496) = 3.46, p. < .05),
indicating that participants exhibited markedly stronger intentions to revisit hotels when exposed to
selectable sustainable practices paired with cashback incentives. Interestingly, unselectable sustainable
practices also yielded positive effects on revisit intentions when combined with both types of incentives,
cashback and point rewards, suggesting that economic rewards can adequately compensate for potential
dissatisfaction stemming from limited consumer choices (effect size = 0.014, Cl = 95%). These findings fill
critical gaps in the existing literature by illustrating the necessity of integrating sustainability and incentive
strategies within hospitality marketing frameworks. The implications point toward practical recommendations
for hotel managers focused on enhancing consumer loyalty through effectively designed green hotel
practice and incentive programs. This study underscores the importance of creating strategic marketing
approaches that foster long-term relationships with consumers in an increasingly competitive hospitality

market.

Keywords: Green Hotel Practices, Incentives, Hotel Revisit Intentions, Hospitality Marketing, Stimulus-

Organism-Response Framework
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Introduction

Green hotel practices are becoming paramount in the hospitality sector, driven by increasing
consumer demand for environmentally responsible choices. Recent research reveals that majority of
travellers are inclined to choose hotels that promote sustainability initiatives, such as reusing towels
and minimizing bed linen changes (Mim, Jai, and Lee, 2022). This consumer preference reflects a
broader societal shift toward environmental consciousness, compelling hoteliers to incorporate
sustainable measures not only out of ethical responsibility but also as a strategic business decision.
Such initiatives promise not only to enhance brand loyalty but also to contribute positively to the
environment by reducing waste and resource consumption.

Delving into the background of this study, there is evidence that sustainable practices in the
hospitality industry correlate positively with consumer satisfaction and decision-making processes.
Previous studies highlight that consumers are likely to exhibit loyalty toward brands that engage in
sustainable practices (Godovykh, Fyall, and Baker, 2024; Hadassa, 2024). However, despite the evident
that consumer inclination towards sustainable practices, significant gaps remain in the literature
regarding the nuanced interaction between different types of sustainable practices and consumer
incentives. Previous studies have primarily concentrated on the direct impact of incentives and
sustainability on customer satisfaction and loyalty without thoroughly exploring how varying
approaches to sustainability, such as when consumers join a sustainability programme, they can choose
whether to reuse towels and/or bed linens (selectable option) versus when the programme requires
to reuse both towels and bed linens (unselectable option), and different incentive mechanisms, like
cashback and point rewards when consumers participate in such a programme, collectively influence
consumers’ intentions to revisit hotels (Oliveira Romero, Silva, and Fontenele, 2023). Understanding
these dynamics is critical, as they not only inform corporate sustainability strategies but also enhance
the overall consumer experience in eco-conscious hospitality settings.

This study employs the Stimulus-Organism-Response (S-O-R) framework to investigate how
consumers respond to different sustainable practices and incentive strategies in the context of hotel
revisiting intentions. By identifying the interactions between selectable versus unselectable sustainable
practices and various consumer incentives, this research fills a crucial gap in the literature and offers
valuable insights for hotel managers aiming to enhance brand loyalty and promote sustainability within
their operations (Oliveira Romero, Silva, and Fontenele, 2023).

Consequently, this comprehensive examination contributes significantly to both academic
discourse and practical applications, as it explains the pathways through which sustainable practices
can drive consumer engagement and retention in an increasingly competitive hospitality market. By
shedding light on these dynamics, the findings of this study will inform future sustainability strategies
within the tourism sector, emphasizing the critical role of effective marketing and consumer

engagement in fostering environmentally responsible behaviours among travellers.
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Research Objectives

This study aims to:

1. Examine the interaction effects of sustainable practices and incentive strategies on
consumers hotel revisiting intentions.

2. Examine how the sustainable options interact with incentives to influence customer

decisions.

Hypotheses

Hypothesis 1 (H1): There will be a significant interaction effect between the type of
sustainable initiative (selectable vs. unselectable) and the type of incentive initiative (point rewards vs.
cashback vs. no incentive) on consumers' intentions to revisit hotels.

Hypothesis 2 (H2): Consumers will exhibit higher hotel revisiting intention when provided with
selectable sustainable practice paired with cashback incentives compared to no reward.

Hypothesis 3 (H3): Consumers will exhibit higher hotel revisiting intention when provided with
selectable sustainable practice paired with point rewards compared to no reward.

Hypothesis 4 (H4): Consumers will exhibit higher hotel revisiting intention when provided with
unselectable sustainable practice paired with cashback incentives compared to no reward.

Hypothesis 5 (H5): Consumers will exhibit higher likelihood of revisiting hotels when provided

with unselectable sustainable practice paired with point rewards compared to no reward.

Scope of Research

This study, firstly, focuses on the interaction between types of sustainable practices, selectable
options, such as consumers can choose to reuse towels or/and bed linins, and unselectable option,
such as consumers are required to reuse both towels and bed linins, coupled with three incentive
mechanisms: cashback rewards, point rewards, and no incentives. Secondly, this study focuses on Thai
consumers over the age of 20. Moreover, to ensure statistical significance and adequate representation
of the target demographic, approximately 300 participants are required for this study. Thirdly, the
geographic scope focuses specifically on Thailand, a country where tourism is a vital aspect of the
economy. Finally, this study addresses current consumer attitudes and preferences, focusing on how
recent changes in consumer behaviour influence the demand for sustainable practices in the hospitality

industry. The study commenced in February 2025 and is expected to be finished within six months.

Conceptual Framework

[ Incentives ]

[ Sustainable practices ] i >[ Hotel revisiting intentions ]

Figure 1. The Research Conceptual Framework
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Literature Review

Stimulus-Organism-Response (S-O-R) Framework

The Stimulus-Organism-Response (S-O-R) framework offers a structured lens to analyse how
various stimuli, such as sustainable practices and incentive programs, affect consumers (organisms),
leading to a particular response, which, in this context, is the behavioural intention to revisit hotels. In
the hospitality industry, sustainable initiatives (stimuli) serve as important signals influencing consumers'
perceptions and emotions (organism), ultimately affecting their behavioural intentions (Rasoolimanesh,
Iranmanesh, Seyfi, Ragavan, and Jaafar, 2022). The framework underscores the idea that positive
interactions with sustainability initiatives can evoke favourable emotional responses, promoting a
greater likelihood of revisiting.

Within this research context, the S-O-R framework suggests that the effective communication
of sustainable practices and accompanying incentives can enhance consumer experiences. A shift
towards more sustainable and inclusive tourism practices, suggesting that enhanced rewards can align
closely with consumers expectations and their desire for responsible travel options. In this context,
according to Cozzio, Orlandi, and Zardini (2018) food sustainability in hotels not only affects purchase
attitudes but also cultivates positive behavioural intentions, reinforcing the idea that well-structured
rewards can motivate repeat visits. Therefore, this growing awareness among consumers reflects
broader trends towards sustainability, presenting opportunities for hotels to employ reward systems
effectively to enhance consumer loyalty and promote sustainable behaviours. Fortunately, Individuals
exposed to both robust sustainability practices and meaningful rewards may develop emotional
connections to the hotel brand, fostering loyalty and increasing revisit intentions. This theoretical
approach emphasizes the importance of understanding the connections between sustainable actions,

incentives, consumer perception, and resultant behaviours.

Effects of Sustainable Initiatives on Hotel Revisiting Intention

Sustainable initiatives, particularly related to towel reuse and infrequent linen changes, can
have profound impacts on consumers' revisit intentions. Positive effects include the enhancement of
brand loyalty among environmentally conscious guests, as these practices often signal the hotel’s
commitment to sustainability (Tanveer, Ahmad, Mahmood, and Hag, 2021). For instance, providing
options for guests to select sustainability practices allows customers to feel a sense of autonomy and
engagement, thereby heightening their satisfaction (Eichelberger, Heigl, Peters, and Pikkemaat 2021).
Conversely, potential negative effects may arise from guests perceiving such initiatives as inconvenient
or detracting from their overall comfort. For instance, when consumers feel empowered to select
environmentally friendly practices, their behavioural intentions align more closely with their values,
leading to a greater likelihood of revisiting establishments that support sustainability. Conversely, a lack

of choices regarding sustainable practices may diminish this sense of control, potentially leading to
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consumer dissatisfaction or disengagement from brands that fail to provide adequate options
Consequently, enabling consumers to exercise their autonomy in making sustainable choices fosters a
stronger commitment to eco-conscious behaviours and enhances the overall effectiveness of
sustainability initiatives in shaping consumer attitudes and intentions (Eichelberger, Heigl, Peters, and
Pikkemaat 2021). By recognizing the relationship between consumer autonomy and the ability to select
sustainable options, businesses can better strategize their marketing and operational approaches to
meet evolving consumer preferences in a competitive market focused on sustainability.

In a competitive market, hotels that effectively communicate the benefits of their sustainable
practices can differentiate themselves by creating a compelling value proposition for eco-conscious
travellers. However, if environmental practices are enforced without offering choices, guests may
experience frustration or feel restricted, potentially undermining their revisit intentions (Mim, Jai, and
Lee, 2022). This dynamic illustrates the importance of not only implementing sustainable initiatives but

also ensuring they resonate positively with guest expectations.

Effects of Incentive Initiatives on Hotel Revisiting Intention

Incentive initiatives such as point rewards, and cashback offers play a crucial role in influencing
consumers' intentions to revisit hotels. Many studies indicate that financial incentives can significantly
drive customer loyalty, particularly when they are clearly communicated and perceived as valuable by
consumers (Wut, Lee, and Lee, 2023). Cashback offers can enhance consumer satisfaction and
perceived value, especially when linked to sustainable practices (Hadassa, 2024).

However, the value of incentives may be diminished if consumers perceive them as
insubstantial or inadequately aligned with their expectations of service quality. For example, while
point rewards can promote engagement with sustainable initiatives, they may not effectively drive
revisiting behaviour if the rewards are perceived as below consumer expectations (Bai and Zhang, 2021).
Therefore, the presence of incentive initiatives must be carefully integrated with the hotel’s
sustainability message to maximize their effectiveness and ensure aligned perceptions among

consumers.

The Interaction Effects of Sustainable practice and Incentives on Revisiting Intentions

An increasing amount of research indicates that financial incentives and sustainable measures
have a major influence on consumer behaviour in hotel environments. Hotels that adopt sustainability
projects are probably going to draw a more environmentally concerned consumers given rising
consumer knowledge and worry about environmental concerns. Including appropriate incentive policies
would help to increase the efficacy of these programs even more (Cozzio, Orlandi, and Zardini, 2018;
Boronat-Navarro and Pérez-Aranda, 2020). Thus, we suggest the research hypotheses, as shown earlier,

depending on the expected interaction impacts between incentive programs and sustainable practices.
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Furthermore, a more noticeable effect on revisit intentions will result from the mutual
reinforcement of sustainability practices and the incentives offered. Previous studies show that when
internal incentives (like eco-consciousness) and external motivations (like rewards) are in sync,
consumers are more likely to create a favourable affinity toward a hotel (Rasoolimanesh, Iranmanesh,
Seyfi, Ragavan, and Jaafar, 2022). Therefore, this combination of selectable green initiatives and
incentives will give a dual encouragement for customers to evaluate their future stays at the hotel.

However, unselectable practices could be seen as a compromise on consumer choice;
therefore, the offering of point reward as well as cashback incentives can reduce unfavourable feeling
linked with the lack of autonomy. Many consumers want for value in their purchases; especially
cashback and point incentives can improve perceived value and satisfaction, so strongly encouraging
plans to come back (Boronat-Navarro and Pérez-Aranda, 2020). Hotels could maybe reduce any
unhappiness resulting from the unselectable character of environmental projects by tying economic

incentives to sustainable practices.

Research Method

This section details the research method employed to investigate the interaction effects of
sustainable practices and incentive programs on consumers' hotel revisiting intentions. The method is
organized into three subsections: Sampling, Research design, and Measures that were employed in this
study. Moreover, we would like to acknowledge the use of ChatGPT for its assistance in proofreading
and correcting grammatical errors in this work. It served as a resource for refining language and ensuring
coherence in the presentation of our study. we emphasize that no part of the research was generated

by the tool.

Sampling with Screening Criteria

According to Wu, Mattila, and Hanks (2015), a 2 x 3 between-subject design and the rule of
thumb of 30 participants per cell, this study need at least 180 participants. The sample for this study
consisted of 502 participants who were recruited through various social media platforms in April 2025,
and the data was collected in Thailand by using online surveys. The selection criteria included
participants aged 20 years and older as this demographic is significantly more likely to engage in travel
and has the financial capacity to influence hotel bookings, reflecting a more mature understanding of
sustainability and its implications in hospitality. This age restriction ensures the study captures the
perspectives of a consumer segment that is capable of making informed decisions regarding hotel
accommodations. Additionally, all participants needed to have prior experience with online hotel
booking systems, allowing for a more informed understanding of sustainable hotel practices and the

potential incentives associated with them.
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Research Design

Using a between-subjects approach, this article applied a 2 (environmental practices (towel
reuse and decreasing linen changes): selectable vs. unselectable) x 3 (incentive initiatives: point reward
vs. cashback vs. no incentive) factorial design. Participants were presented a hypothesised hotel stay
scenario including adverts detailing the various incentive offers as well as the sustainable practices of
the hotel. This approach not only permits the study of personal effects of every variable but also helps
to understand the interaction effects between them on consumers' intention to return to hotels

By means of asking people to imagine a stay at a hotel with certain sustainable practices and
incentive programs, the study assured that participants could tie these circumstances to their potential
booking experiences. A well-known method in behavioural research, the use of hypothetical scenarios

helps researchers examine intentions in a controlled context (Wu, Mattila, and Hanks, 2015).

Measures

To assess the reliability of the dependent variable measure, hotel revisiting intention, a three-
item measure adapted from Yu (2022). The items were designed to capture consumers' intentions with
statements such as, "l plan to revisit this hotel," and were rated on a seven-point Likert scale ranging
from 1 (strongly disagree) to 7 (strongly agree). A reliability test was run, and the result showed a high

reliability coefficient (L = 0.96), indicating strong internal consistency among the items.

Results

Demographics Profile of Participants

Descriptive analysis is employed to analyse the demographic data, and the demographic profile
of the participants in this study is outlined as follows: Participants averaged 42 years old (SD = 9.73), so
offering a mature viewpoint on hotel sustainability measures. Gender distribution showed a 54%
majority of female participants. With 61% possessing a postgraduate degree, the sample's educational
background pointed to a highly educated group, implying that participants probably have more
knowledge and awareness of hotel practices and sustainability ideas. Especially, 70% of the participants
reported that they have stayed at hotels encouraging towel reuse, which helped to frame their
comments on sustainable practices.

Consistent with Wu, Mattila, and Hanks (2015), scenario realism in this work was evaluated
using two measured variables. To test reliability for two-item measure, Pearson correlation was run, the
result showed a robust statistically significant link (r = 0.75, p < .001). On a 7-point scale, the mean
realism score was 5.77, suggesting that participants mostly saw the scenarios as realistic.

A two-way ANOVA was then run to investigate the primary impacts of the independent
variables, sustainable practices and incentive initiatives, on perceived scenario realism. The study found

that neither main effect was statistically significant: sustainable practices (F (1, 496) = 2.81, p > .05) and
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incentive initiatives (F (1, 496) = 0.24, p > .05). Moreover, the interaction effect on scenario realism
between sustainable practices and incentive programs was likewise non-significant (F (2, 496) = 1.08, p
> .05). These results taken together imply that the impression of scenario realism stayed rather high

throughout all experimental settings, hence supporting the strength of the scenarios used in this study.

Manipulation

To evaluate the effectiveness of the manipulations in this study, cross-tabulation and chi-
square tests were performed to analyse the relationship between the experimental conditions and the
outcomes of the manipulation checks. The analysis yielded significant associations between the
sustainable practice conditions and their respective manipulation checks (X2 (1) = 342.78, p < .001). A
notable relationship was observed between the reward initiative conditions and their respective
manipulation checks (X2 (4) = 504.16, p <.001). The findings illustrate the extent to which the
manipulations align with the specified experimental conditions, thereby enhancing the validity of the
study's experimental design.

The remarkable precision of responses among participants regarding the manipulation checks
is particularly noteworthy. Among the 458 participants, 91.23% accurately responded to the
manipulation check question regarding the sustainable practices, indicating a clear understanding of the
presented situation. In a similar vein, 403 individuals (80.27%) provided appropriate responses regarding
the manipulation of incentive programs. The elevated percentages of correct responses indicate that
participants comprehended both the manipulations related to sustainability and incentives, thereby

affirming their relevance within the given context.

Findings

The assessment of hypotheses related to the influence of sustainable practices and incentive
structures on the intentions of consumers to revisit hotels reveals substantial insights into consumer
behaviour through a thorough analysis employing a two-way ANOVA. The findings of the research
demonstrate a complex interaction among the variables at play, which is essential for comprehending
their potential impact on consumer intentions.

According to Table 1, the analysis reveals that the main effect of sustainable practices did not
reach statistical significance (F (1, 496) = 1.23, p. > .1). This finding indicates that the mere
implementation of a sustainable practice, irrespective of its nature, may not intrinsically encourage
consumers to return to hotels. Conversely, the main effect of incentive programs was determined to
be significant (F (1, 496) = 21.60, p. < .001), highlighting the crucial role that financial incentives have in

shaping consumer behaviour and decision-making.
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Table 1 The Result of Two-way ANOVA

Tests of Between-Subjects Effects

Dependent Variable: Hotel Revisiting Intention
Type Ill Sum Mean
Source df F p n?
of Squares Square
Corrected Model 129.315° 5 25.863 10.678 <0.001 0.097
Intercept 13538.120 1 13538.120  5589.619  <0.001 0.918
Sustainable Practices 1.906 1 1.906 0.787 0.375 0.002
Incentives Programs 115.510 2 57.755 23.846 <0.001 0.088
Interaction Effects 16.806 2 8.403 3.469 0.032 0.014
Error 1201.318 496 2422
Total 14997.778 502
Corrected Total 1330.632 501

Interaction Effects: Notably, a significant two-way interaction was identified between
sustainable practices and incentive programs (F (2, 496) = 3.46, p. < .05). This finding provides robust
support for Hypothesis 1 (H1), as illustrated in Table 1, suggesting that the interplay of these factors
collectively influences the intentions to revisit hotels.

To delve deeper into this interaction, an analysis of simple effects was conducted (please see
Figure 2), providing targeted insights into how specific combinations of initiatives and incentives affect
consumer behaviour. For the selectable condition, when paired with cashback incentives, participants
exhibited a higher hotel revisiting intention (M = 5.54) compared to the condition where incentive was
not offered (M = 4.85; F (2, 496) = 7.43, p < .01, partial N2 = .022), thereby supporting Hypothesis 2 (H2).
This demonstrates that financial incentives significantly enhance the likelihood of consumers returning
when they perceive themselves as having the autonomy to select sustainability options. In a similar
vein, the responses associated with the point reward incentive indicated a heightened intention to
revisit (M = 5.40) in contrast to the absence of an incentive (M = 4.85; F (2, 496) = 5.04, p < .01, partial
N2 = .015), thereby providing support for Hypothesis 3 (H3). This reinforces the premise that positive
incentives are vital when paired with options for sustainability.

For the unselectable condition, participants reported a higher intention to revisit hotels with
cashback incentives (M = 5.72) compared to no incentive (M = 4.21; F (2, 496) = 33.20, p < .001, partial
N2 =.081), which supports Hypothesis 4 (H4). This indicates that even when options are limited (non-
selectable), financial incentives significantly enhance revisit intentions. Furthermore, the point reward

condition again demonstrated increased revisiting intentions (M = 5.49) compared to no incentive (M =
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4.21; F (2, 496) = 27.17, p < .001, partial N2 = .076), thereby supporting Hypothesis 5 (H5). This suggests

that rewards can mitigate the impact of limited choice, reinforcing consumer loyalty (see Figure 2).

Estimated,Marginal Means of Re‘isiting ntentions

)¢
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Figure 2. The Interaction Effects of Sustainable practice and Incentives

The research findings reveal important insights into the interplay between sustainable
practices, financial incentives, and consumer behaviour in the hospitality industry. By utilizing a two-
way ANOVA, the study discovered that while sustainable practices alone may not significantly enhance
consumers' intentions to revisit hotels, the presence of attractive financial incentives, such as cashback
and point rewards, can significantly increase these intentions. This significant interaction highlights the
necessity for hospitality brands to adopt a dual approach: integrating effective sustainability measures
with appealing incentive strategies.

The significance of these findings lies not only in their statistical value but also in their practical
application. Consumers today are more environmentally conscious and value sustainability; they also
respond positively to incentives that enhance their experience. When hotels offer a choice of
sustainable practices coupled with financial rewards, they empower guests, giving them a sense of
autonomy and control over their choices. This empowerment can lead to stronger emotional
connections to the brand and increase loyalty.

In conclusion, the observed significant interaction indicates that financial incentives can serve
as a powerful mechanism to enhance the effectiveness of sustainable practices in boosting hotel revisit
intentions. As hospitality brands navigate the evolving landscape marked by heightened consumer
expectations regarding sustainability, the strategic integration of these two elements will be crucial.
Hotels should invest in marketing strategies that highlight both sustainable practices and the rewards
consumers can gain from them, thereby fostering a loyal and engaged customer base. Understanding
that consumer autonomy and the ability to choose sustainable options, enhanced by attractive
incentives, can lead to deeper consumer relationships which is critical for the long-term success of

hotel operators.
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Conclusion and Discussion

This section summarizes the findings, interprets them in light of existing literature, and identifies
how the results align or contrast with previous research.

The research findings demonstrate that consumers' intentions to revisit hotels are highly
influenced by the interplay between sustainable practices and incentive initiatives. More specifically, it
was observed that consumers exhibited stronger revisiting intentions when presented with selectable
sustainable practices paired with cashback incentives, supporting Hypothesis 2. Moreover, Hypothesis 3
was confirmed as consumers also showed increased intentions when selectable sustainable options
were combined with point reward incentives. This aligns with existing literature, whereby the provision
of options coupled with effective incentives enhances consumer engagement and satisfaction
(Godovykh, Fyall, and Baker, 2024).

Hypotheses 4 and 5 further reinforced the idea that financial incentives can mitigate the
potentially negative perceptions associated with unselectable sustainable initiatives. Participants
indicated higher revisiting intentions when unselectable practices were backed by cashback and point
rewards, indicating a strategic approach where economic incentives can offset the perceived drawbacks
of limited choices. This finding complements the assertions made by Boronat-Navarro and Pérez-Aranda
(2020) on consumer behaviour, suggesting that perceptions of value can be enhanced when positive
incentives accompany eco-initiatives.

Key research issues were addressed through the variables examined in this study, and the
objectives were successfully met. Notably, the hypothesis regarding interaction effects was validated,
highlighting that the combination of sustainability practices and incentive structures leads to amplified
consumer intentions, which underscores the interconnectivity of these elements in consumer decision-
making. Thus, this study contributes to the understanding of consumer behaviour in the hospitality
industry by framing sustainable practice and incentive programs as complementary strategies rather
than isolated activities.

While the findings are largely consistent with previous research demonstrating the positive
impact of sustainability on consumer emotions (Godovykh, Fyall, and Baker, 2024), contradictions were
noted in contexts where consumers displayed scepticism towards hotel motives behind sustainability
promises. For instance, some studies have reported consumer distrust when sustainability is seen as a
marketing gimmick (Chen, Mao, and Morrison, 2021). This indicates a nuanced consumer landscape
where genuine engagement with sustainability translates into positive revisiting intentions, whereas
insincere practices may lead to brand erosion.

In terms of theoretical contributions, this research significantly reinforces the application of the
Stimulus-Organism-Response (S-O-R) framework within the hospitality sector by elucidating how various
stimuli, namely sustainable practices and financial incentives, interact to shape consumer behavioural

intentions. The S-O-R framework posits that external stimuli affect internal cognitive and emotional
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processes (the organism), which subsequently lead to consumer responses or behaviours. This paradigm
is particularly relevant as it highlights that while sustainable practices serve as stimuli by activating
consumers' environmental awareness and ethical considerations, their effectiveness is enhanced when
paired with attractive financial incentives like cashback or reward points.

The compelling evidence from this study suggests that consumers’ emotional engagement
with sustainability initiatives increases significantly when they perceive additional value through
incentives, leading to greater intentions to revisit hotels. Notably, previous research by Sun, Hu, Lou,
and Li, (2023) supports the notion that understanding consumers’ motivations and emotional responses
is critical for promoting sustainable behaviours in contexts aligned with the S-O-R framework.

The findings from this research provide critical insights into the future implications for
sustainability, consumer motivation, and loyalty within the hospitality industry. Specifically, the
significant interactions identified through the two-way ANOVA emphasize that the integration of
sustainable practices with effective financial incentives can lead to heightened consumer intentions to
revisit hotels. This synergy is vital, suggesting that the presence of incentives, such as cashback offers
and rewards points, can enhance consumer engagement and loyalty, even in scenarios where
sustainable options are limited. As customers increasingly seek environmentally responsible choices,
the ability for hotels to offer these choices along with tangible rewards will likely cultivate a deeper
commitment to sustainable behaviours and strengthen guest loyalty. This research indicates that as
hotel operators adopt these dual strategies, they can improve their immediate business outcomes
while also contributing to long-term sustainability goals. Consumers who feel empowered by their
choices are more likely to advocate for brands that align with their values. Thus, the implications extend
beyond mere transactional relationships; they foster a culture of sustainability that can positively

influence consumer behaviour and the brand's overall reputation in a competitive market.

Recommendations

The findings of this study highlight the significant interaction effects between sustainable
initiatives and incentive programs on consumers' hotel revisiting intentions. Based on these results,
hospitality managers should consider implementing a range of strategies that not only promote
sustainability but also incentivize consumer participation in these initiatives. Specifically, hotels should
offer selectable sustainable practices such as towel reuse and reduced linen changes, allowing guests
the autonomy to choose their level of participation. Coupling these options with effective incentive
programs, like cashback offers and point rewards, could substantially boost guests' intentions to return.

Further, it is crucial for hoteliers to communicate the benefits of engaging in these sustainable
practices to guests. Clear messaging regarding how these initiatives contribute to environmental
conservation and their personal savings can enhance consumer perception and willingness to

participate. Additionally, implementing loyalty programs that reward sustainability efforts can create a
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strong value proposition, making hotels more competitive in a market where consumers are increasingly
environmentally conscious.

In light of rising consumer awareness of sustainability, aligning marketing strategies with these
findings can also provide hotels with a distinct competitive edge. Encouraging positive word-of-mouth
through social media channels and engaging consumers with informational campaigns about the
positive impacts of their participation in sustainability can create a sense of community and foster
customer loyalty. By emphasizing both the individual and collective benefits of sustainable practices,
hoteliers can build a loyal customer base that values and returns to their establishment.

Additionally, future studies should consider including a wider demographic scope to explore
how cultural factors may influence consumer behaviour in response to sustainability initiatives and
incentives in hospitality. Understanding whether different consumer segments (e.g., age groups, income
levels) respond variably to these initiatives could help tailor strategies that maximize engagement
across diverse markets.

Another key area for future investigation is the qualitative aspects of consumer motivations
related to sustainability. Qualitative research could help elucidate the underlying psychological factors
impacting decision-making and revisiting intentions when consumers engage with sustainable practices.
This aligns with studies exploring the Stimulus-Organism-Response framework, which focus on the
responses or behavioural intentions that is influenced by stimulus, external cues and organism, internal
emotions.

In summary, by bridging empirical findings with pressing questions in sustainability and
consumer behaviour, future research can continue to advance the discourse around effective strategies

for fostering sustainable practices within the hospitality industry.
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Abstract

The purpose of this research was to find the tourism factors influencing the decision to use
Chao Phraya River cruise services. The sample group consists of 390 Thai and international tourists with
prior experience using these cruise services, selected from three piers: ICONSIAM, Asiatique, and River
City. A questionnaire was used as the data collection tool, and the gathered data were categorized into
new factor groups before being analyzed using Multiple Regression Analysis in Enter Form

The results were as follows: The factor of Accessibility and cruise experience (Beta = 0.597),
Service expectation fulfillment (Beta = 0.596), Service standards to enhance the cruise experience

(Beta = 0.392), Onboard tourist services during the cruise (Beta = 0.176)

Keywords: Factors of Tourism, Chao Phraya River Cruise, Decision Making
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Abstract

This research aims to analyze confirmatory factors and propose development guidelines for
environmentally friendly accommodation management within the homestay sector in Thailand.
Employing a mixed-methods research approach, the quantitative component utilized a structured
questionnaire to collect data from 480 individuals who had previously used environmentally friendly
model homestays. The data were analyzed using Confirmatory Factor Analysis (CFA). In the qualitative
phase, findings from the quantitative analysis were used to inform the framework for focus group
discussions. Key informants included representatives from government agencies, the private sector,
business operators, academics, and customers who had experience with eco-friendly homestays,
totaling 23 participants. Content analysis was employed to interpret the qualitative data.

The results of the study revealed the following: The components for developing eco-friendly
accommodation management in the homestay sector in Thailand consist of eight key dimensions: 1) Waste
Management 2) Energy Management 3) Water Management 4) Eco-friendly Team and Policy Management
5) Activity and Nature Tourism 6) List of Purchasing and Procurement Management) 7) Transportation 8)
Home and Nearby Area. The goodness-of-fit test of the model with empirical data indicated that all
components were well-aligned, as validated by the focus group discussions. For development guidelines,
the researcher proposed the "WE WEALTH STANDARD" as a model representing environmental abundance
and prosperity, serving as a framework for the development of eco-friendly homestays. This model provides
a strategic guideline for homestay operators to adopt and implement within the homestay accommodation

sector in Thailand, aiming to achieve sustainable eco-friendly homestay practices.

Keywords: Homestay, Eco-Friendly Accommodation, Eco-Friendly Homestay, Sustainable Tourism
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fnsfudanedeslungugsefiinussinnlonandlulsemelng Tainnuddy Tnodinguszasd ez
psrUsznauBsBududladomsiaunmsdansfiiniiduiinsdivdwindenlungugsiafiin ielausuuimg
nsamsdansiinfiduinstuaunedeulungugshefiinussinnloamslulsemealne Tasuanisfinw
fananazneliiAnusleviungusulasiaorfnenmuesdsidoguussgndldlna ausslovildeg1adu
sUsTsw guauinfanssunslendsafinarnunatsuniu afoudumafiudesmensimuialifungs
fusznaunslenamduardudussdnnuilmiieiannlauandlvddnenmuaziliyueuidedusing
ﬁ’]ﬁ’zy%wimm%mvﬁQMﬂﬁﬂﬁu aonsuiuLdmunen sau iy (Sustainable Development Goals:
SDGs) Whnediitwaned 9 fe a¥lessaisiiuguiifianumumiu dualumsimugramnssuiinsounay

o

WAy uazdaasuuinnssy wasidmunedl 12 fie afrwdnuseiuliisuhuunmandawaznsuslaaidseu

TAUsEAIANITIY

'
a a

1. Wiedinseesruszneudsduduladomsimunnmsdnnsiiniidulinsiudwndaulunguysiai

fnuseLnnlanawglulsemealne
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1. wurAmRgafulausad

msveaiivaisszmelnegldliaumnevedsuang nunefs msfigsuuinslsdluinendeer
saufufuiestu TnefiiaguszasdiitedinnAnuisiansssuuazittinvosntu Wveshudilaiias
dneneniausssy wanidsuaimg ngldsuneuumunuanumnzay wasidunmsveafionfioduda
fauszauruun nsvieaflersiuuuivnngludsaulnesndunaun lnefifisuuuuuasianssufiunniaiu
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mwddnlunmsaieneldluviedulaglinmmvieasiondueiodle Insmsvieaiswuilenamdiofuguuuy
wiwensvieadiondeling AdeanmsihuuAndiddy 2 wwideawindidiedu fio 1) wwadanisiew
9813898U (Sustainable Development) Wag 2) kurAAN13aYINENTNIINT5I5UUIA (Natural Resources
Conservation) TngguuuuAanssunisviesiisavesmsvisadisnvulonang Uszneusy 1) sssumnifiaing
aumslaungFuning 2) anusuRnveulumseyinysssuvfiosnedaiu uas 3) msfldusiuvosuoy

2. wwrRnfeaiulauawefduiinstiudawandon (Eco-Friendly Homestay)

dwsulszndlng Teuawsiidufinstuianinden (Eco-Friendly Homestay) vianeds Tenawns il
wmsgusigauilumsoysndiazquanineinssssund annslindsnu ufamsifialszansamnsians
Nuiidde7 (Venugopal and Ranganath, 2025) Tnglafinueinasgulauand i uiingfudwind e
aonndostunsumviesiiealdiaundesenlouandlaiunisiuseunnsgilsuandneiiiesnseduliu
funuulenamdiduinsredaunndey neswfunsenrmdsny daiunusiinssiumsdaaiuleuandi
Jufinsiudauanday (Eco-Friendly Homestay) 1Usznausig 8 sadusznau fie 1) drunsdanisulewie
wazmsiansiu 2) suiiinuaziuillasseu 3) fMumsianisndanu 4) funsvuds 5) fanssumsvendien
wazmsduaunstiduimesindou 6) medndedniie mavimsnslifaquasaudiasnds 7) msdans
vouds uay 8) nsdnnisth ieadeudesiulifuinrenileniidomnisdin faeasresels Sndluides
madufinsiuaandon fadsdsmalvszuumsugianglulssmanyuiouda Wunsadanasgusuulnl
Tifuiivn enseauliitunindlusunmssuiaveusednunazduinden Inelddnenimvesituil ifuain
NANNAIYNNTINN Uz TnusTsH Iuﬂﬁsﬂizﬁ’mﬂaﬁﬂumimémauﬁﬂLLazﬁm{Lﬁﬁnﬂamqﬁu ALLUINY

AINAILLATEEAY BCG Model Lipassmnundundssnunisudmsdnnisyuauenadsdul iy

/antunsivg

uiTed  unuiTouvunauds (Mixed Methodology Research) wuut® 985 ureitd uaisu
(The Explanatory Sequential Design) sinifiun1sisuassszey InsFudusisnmssiusudeyauaziiaesideya
sUsina mntuhdedunuiildnnnsidede i wlufmuanumsunsiiusiusndeyalnunim

1. Usgnsuazngudiiegna

a a

1.1 539 f9USun Usewnns Ae elSuusnisiaeldusnislevamddunuuiiduingee

A
Aandey mutnawadiegdlaefinsansiuumsiiees fvsusiuuiiingadlunisiun s
peAUszneuldedududesidnsdiusgraiessiuau 10 sie 1 wsdimed Tneadeddsruausauusdaunals
1uau 48 Fauds lethluga 10 wih Seldviadu 480 Meehs warldnindendunuumanedu (Multi-stage
Sampling) 1438 n1518endudteg19uuuuyanga (Cluster Sampling) M1 din1a Mndufnuanisduuuy
191234 (Purposive Sampling) Amuainausiseatugldusnslenamddunuuimdulinsrodundonludis 19
Tunsifiudeya

1.2 m3dendenmunm Jideyandn (Key Information) Tunsfinwassil e misnumesy maenvu

o

fuseneunts UMvnns wasdumdSusinefeglUldvimstasawdnidulinsivdwindey nallladadentagly

FBmadenuuuiiinael (Criterion Sampling) lihvunauastAieliliteyanswnuingUssasiasounquussiiu
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9
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nITIEEUAITIIRSS (Validity) iailemldimafiamsmendail fneuaenndesastoriniu (index of ltem

Objective Congruence: 10C) InglyiEnsanandifiansanuuuasuni 5 vimu laagiun 10C 581319 0.60 -1.00 &4
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Fafiandlngd 1 uansiuvvasunmatuimimdoiugeamsnilldlumaitususadoyald (Har et al,
2014)

3.2 MIITULBIAUAMN wdosdlolunmsifeluadsd 1Wun udnuidassaaduussdumanluns
aunungulasligidirsaununnguuansinusferivesdusenevsesmslivinsiiduiinsiudswndey
wlelandnlunguiiauemnuiiunuiruniuazUssaumsainngliteya duisoagyihmihidugandudin
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5. maiusausiudeya

5.1 maiivteyaideidauiinm 3deldnsunsuvuasuaniusuuuuesulatiiuteamisd odsny
soulatl wu lav Bwa uaz wiedn WWuiu lnetuuelifneuwuuaauniuniu Google Form @nunsamauldiiies
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osrmuilus osnsdanmsidufinsiud swandeslungugshaiinlouand uvhmiiduddidusenis
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A58 (Mode) uazaTaiuuansgIu (Standard Deviation: SD) d2udl 2 A {3dlaldnsiinses
99AUTENBU (Factor Analysis) Iagn153tATI¥MAUsENOUITI8USU (Confirmatory Factor Analysis: CFA)
Tneifunsmaaouanuaenadesserieiudsiedusufuyslundazosduszney

6.2 MIIeTnaunn §I3ldISnssvTdeyanuuaunungu (Focus Group Discussion) nendu
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Fonifiunaieaisndwinde alddelumsléuing dwau 99 au Anliufesar 20.6 uasdialdaneszming
ATWNATENIN 3,001-6,000 UM 31U 250 AU AnvduSesay 52.1

KansnsrdeuteyalostunsnsdeuATIIzaLTasToya NuUTA Kaiser-Meyer-Olkin Measure
of Sampling Adequacy (KMO) 11U 0.835 LaymTilaszit Bartlett’s Test of Sphericity Usznausassn Approx.
Chi Square Winfu 7242.830 A1 df Wity 1128 TdaTeddeyvneadnd 0.000 wansistayaudazUadeiiavina
semsiannnsdamsiiiniiduiissiuawndoslungussiafiinussivlanandlulssmedlnedanuduius

ST MUY ALENNTA IR IETBIRUSENa Ut udunalUle
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A1519f 1 wan1siasziesauszneuddudutladunmsiaunnmsdnnsiindulinsiudwandoulungugsia

PnnUseianlauamdlulsemalne

v o Item Factor
JaA1nny CR AVE
Code Loading
1. AUNISIANTITULIUIBLAZNITIANITAN 948 755
- Mmynaulguissazidrngsunsusnsiidulinstudsinday POL1 0.741
- miu,m'qﬁa;jﬁm,l,azﬁmummm%’uﬁmﬁua“um?u%mi‘ﬁLﬂuﬁmﬁuﬁﬁmmé’am POL2 0.832
- madszmendevensuimsiidulinsivdwedesliaulugusunsu POL3 0.833
- Msafiunmsmuuleuiensusnisidulinsiudwinday POL4 0.851

94 Confirmatory Factor Analysis of Environmentally Friendly Homestay Management in Thailand



NIATIMeFendns1d VN 19 adun 2 weunguniau - Fmnau 2568

v o Item Factor
Jaraiu CR  AVE
Code Loading
- msuuanuiuiingeulunsuinsidulinsivdwanden POL5 0.842
- MINIMaiRLYeansensuinsiiudinsiuduaden POL6 0.707

chi square/df = 1.742, CFl = 1.000, GFI = 1.000, RMSEA = 0.032, P-Value = 0.162

2 §uiinuaziuiilasseu 938 719
- msanmsliwenafnlngligUnsaifidulinsseduandouionnusian i NEA7 0.681
- mavgnilsimlsidluresiu useliuslemilunsmnusiaii NEAS 0.702
- madenldmuusfinmunmsuaransoundusnlals NEA9 0.944
- mavimsthialuesitngasvinuiunuranaain NEAL0  0.683
- madenldtansssumifivesanglddmiuTanildudaiis NEALl  0.698
- msdaiaBuaiuayumsltumunssawisluiesedh wasiesomns NEA12  0.661

chi square/df = 1.540, CFl = 1.000, GFI = 1.000, RMSEA = 0.034, P-Value = 0.184

3. AIUNTIANTITNAIIUY 930 695
- msvngasnwaunsaluasainglivinulaegaiussdvsnm ENE13  0.681
- msnsavdeuLarannsiuasainedilis i ENE14 0.763
- msUSuanituiiviuenna dunsanemenniAuas Snunaaando ENE15 0.842
- msldgunsallwiiiivsevdemdsnunasiiussansangs ENE16  0.734
- MsWARNSIUNauun s ENE17 0.564
- NSANININITANRNIN ATIVADULAZAANITITNA 19U ENE18 0.513

chi square/df = 1.742, CFl = 1.000, GFI = 1.000, RMSEA = 0.041, P-Value = 0.112

4. frunNsvUES 922 692
- msliwdsnumadenlunsuudineluiiinuaga TRA19  0.733
- msdaadufnssuiduinsiudauandes TRA20  0.804
- msfusilideyaieafuidumamsidumaluanuiiviesiles TRA21  0.782
- msldussafusinsnudanndongosaans viotnduulalnld TRA22  0.664
- msfissudlaseinensdasiifousenseunguriu TRA23  0.554
- msmuguanusluiufiiioanuafivmades nsuszudaiiy TRA24  0.555

chi square/df = 1.453, CFl = 1.000, GFI = 0.992, RMSEA = 0.046, P-Value = 0.071

5. fufanssun1sviaadien 937 718
- MydasunsiduswAugTuUINsgnsuaeAIs Ul ACT25 0.621

- MsdUTMLATaTUALURANTTUYR YUY ACT26 ~ 0.783

- mslduarduaSunandnsivesdissaniiuveiuiiemnlgluriostu ACT27 0.883

- MsfnanssudasumuUsETReaEns ACT28 0.783

- Msfifanssudaasuauenanual Useindl Aauinusssy ACT29 0.693

- msdnianssueyindiuyAuandoniaiamsiidusutuaulugu ACT30  0.571

chi square/df = 1.468, CFl = 1.000, GFI = 0.992, RMSEA = 0.030, P-Value = 0.190

6. $runsinde S 727 940
- msdadedudluUBinaivnyay INV31 0.571
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v o Item Factor
dafnu CR  AVE
Code Loading
- MINMURULAEUIMIIAN1Tianuardufnsndsliegdiuse avsam INV32 0.711
- MsdngeTngRuneglueaiumugaNALAL WKLY NS INV33  0.873
- msldaudiuazuinmsidulinsivdwndenlaefinnsanainaain INV34 0.753
- madenuartondinsiusivivnlaluviedu INV35 0853
- msnenuleyadndedadtduiuarinsiidulinsivaundouserin INV36  0.684

chi square/df = 1.583, CFI = 1.000, GFI = 0.992, RMSEA = 0.040, P-Value = 0.112

7. dun1sdanisveade 915 668
- MIIANTLAYRINNT daum?wejizwﬂﬂﬁmﬁwLﬁﬂaéwaﬁﬂixﬁw%mw WAS37  0.293
- mavuavewns tifuaglushiluiidnednegnies WAS38  0.385
- MsiunInsannisiinverangliuinig winau WAS39  0.647
- madelifinruzueniawems weshu oazmnsdenshlule WASA0  0.905
-mafinuenuaziivezyaresluldusslen WAS41  0.805
- mslifivsrandemeluiuiianuuszneums WAS42  0.654

chi square/df = 1.754, CFI = 1.000, GFI = 0.995, RMSEA = 0.040, P-Value = 0.752

8. Funsdnnisti 922 675
- msfnasnsannislithdmsugliuimauagnineu WAT43 0423
- mdaaalfuilivims Windast dyiiueudn nadisinannm 1 fu WAT44  0.542
- msldgunsaivsendoni viedansiiluuiinusing q Ailssansam WAT45  0.601
- mavfkunsluE viefunstidanmua el dussTo WAT46  0.844
- myvhenuainislith Wevsslonflunshanunisléih WAT47  0.741
- MsmuANMTIRtaUME e Rtnssnlut s vsnya WAT48  0.723

chi square/df = 1.650, CFI = 1.000, GFI = 0.993, RMSEA = 0.004, P-Value = 0.612

9NeNT 1 namshenzesduseneudduiu (CFA) vesladelidvinanensimuinissanisiinng
Hulissiudwndenlungugshaiiinussinlsuandluszmalne Ussnouse 8 ¢u fe funsiafiunuildy
finsoaandenuazmsinnsuloue suiinuasiuiinesey funsdanmswdsny dunisvuds dufianssy
LATANSYIDATIEIE55UR F1uIENISIAToLarMSIANISNSTRReTRaNe FrumsTanmsveads drumsseansin
Tngesdusznou 8 a1y fldadail chi square/df fiAdaus 0.000 — 1.754 Andwil Taszduaiudenndas CFl
(Comparative Fit Index) fAsaus 0.000 — 1.000, A151N7 #09VDIAILRE BANLAAIALAG BURE IHD7INS
UszauAn (Root Mean Square Error of Approximation: RMSEA) g aust 0.000 - 0.046 ANBEIR YN NAD R
(P-value) vasasrUsznauusiaes dnsaust 0000 - 0.752 Fernduiianuaenadomniakiunnsifiasan uands
Wi esrdsznousassuliamusenedemedunatutoyadsednslunasia ledminesdusznauo
wUsdanalel (Factor loading) 885291313 0.00 - 0.90 AnAuiEsasiauls (Composite Reliability: CR) §apasiian
1nN37 0.6 TA15EWINe 0.000 — 0.948 wazAPULUTUTIWRAETiaRALE (Average Variance Extracted: AVE) 8

ANNNT 0.5 difeg sew3e 0.000 - 0.755 lng aerUsenauusarAa df1 CR 1N A1 AVE (CR > AVE) lau
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MTTAANULT BINTUT 9590 (Convergent Validity) uamsliiiuinduusdaunalaesunaduwusurel laAoutne
Wenndalinaldesiunamimvuaneuni samialadmindadenvmngausnnniunas

@ a '

yniuIdeladuiunsiaussyunguiieduduedenfidvinasenmsiaumsdanisiinaduliasiu

dunnsenlunquasiafiinussinnlauawdlulsznalng §3defusiusudeyatuuaumungy (Focus Group
Discussion) 3Mn&lidayandn (Informant: INF) iitelau@nlungulduaniieuninudamiulus esfionuidu
Uszihunu lnsanunsaagule dall

1Y

1. Fumsdainnuiduinsdedwindouuaznmssanisuloute nesunfiuiannsothludjon
1 TnwsslimnudAydunisnaulevisuasidvanegaiunisusgneuianismeanuguaientalddedilau
Ifidy asugha denuuazdannden aieanunszninlunsinwdwndoulinuddglunsidmsy
ouSnvAnden Mindeyadnan aonadesiuunaunun il

“_ihugaeannsarild Tnewiuluiiau ﬁ%mﬁ%ﬁ?édwadmﬁnﬁﬁwﬁm”w.. ”(INF 1, 2025) @onnd aany
“higynte uiiemmghiidsumess 9 bilsrududnssvdanndeniee sl naduuwams..” INF 12, 2025)

2. §wiiinuaziuiilassou TremuiuiansathWUATRLE Tnefussneunadedianualafu
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Abstract

This research aims to 1) investigate the internal and external factors influencing the positioning
strategy of event venues; 2) analyze effective positioning approaches that enhance differentiation and
competitive advantage; and 3) propose strategic guidelines for the sustainable development of event
venue positioning. A mixed-methods research design was employed. The quantitative data were
collected through a questionnaire, which was validated for content accuracy and reliability, from a
sample of 400 event organizers and venue users in Bangkok and its metropolitan areas. Qualitative data
were gathered through in-depth interviews with 10 experts using semi-structured interview
questions.Quantitative data were analyzed using descriptive statistics (mean and standard deviation)
and inferential statistics, while qualitative data were analyzed using content analysis, focusing on
strategic trends and in-depth insights provided by key informants. The findings revealed that key internal
factors influencing venue positioning included venue image, availability of facilities, and service quality.
External factors included behavioral shifts among digital-age event organizers and market trends
emphasizing meaningful customer experiences. The study also found that competitive capability could
be enhanced through positioning strategies that emphasize user experience, flexibility, and modern
technologies—factors that contribute to customer attraction and long-term loyalty.Strategic
recommendations include 1) developing a strong brand identity, leveraging user data for personalized
strategies, and promoting environmental sustainability; 2) strengthening partnerships within the event
ecosystem; and 3) integrating contemporary marketing concepts such as experiential marketing and
service quality management. These strategies are vital to maintaining a strong and sustainable market
position. The results provide valuable implications for venue operators' strategic planning and serve as

a policy guideline for the MICE industry and the broader creative economy at the national level.

Keywords: Marketing Positioning, Event Venue, Competitive Advantage
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Abstract

This study aims to 1) examine the work behaviors of food delivery riders using applications in
Thailand and 2) investigate the moderating influence of adaptive performance on the relationship
between work motivation, perceived organizational justice, and service efficiency among food delivery
riders in Thailand. This research employed a quantitative approach, using a questionnaire as the data
collection tool from 384 food delivery riders using applications in Thailand. The sample was selected
using stratified random sampling, with the sample size in each stratum proportionally allocated based
on representative provinces from each region. Within each stratum, purposive and convenience
sampling methods were applied to select the participants. The data were analyzed using descriptive
statistics, including percentages, means, and standard deviations, as well as hypothesis testing using
Pearson’s correlation coefficient and multiple regression analysis.

The findings revealed that 1) the majority of food delivery riders worked with the Grab food
delivery service. The most frequently delivered food type was Thai food, with an average of 3-4 menu
items per delivery. The peak delivery time was between 12:01 PM and 3:00 PM, with an average of 5-
10 deliveries per day. The average income per delivery was 20-25 THB, and most riders received daily
payment. The average monthly income from food delivery ranged from 10,000 to 20,000 THB. 2) Both
work motivation and perceived organizational justice had a significant positive relationship with service
efficiency at the 0.01 level. Furthermore, adaptive performance was found to moderate the relationship
between work motivation and service efficiency in a positive direction, while it moderated the
relationship between perceived organizational justice and service efficiency in a negative direction, with

statistical significance at the 0.01 level.

Keywords: Adaptive Performance, Work Motivation, Perceived Organizational Justice, Service Efficiency
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NIDUKUIAANITINY
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(Work motivation: WM)
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99AN1T (Perceived
organizational justice:
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Abstract

This objectives of this research were 1) to study the level of importance of service marketing
mix, electronic word-of-mouth communication, brand image, and service usage decision, and 2) to
investigate the service marketing mix, electronic word-of-mouth communication, and image influence
the decision to use dim sum restaurant services among Thai tourists in Hat Yai District, Songkhla
Province. This is a quantitative study. The research instrument used was a questionnaire. The sample
group consisted of Thai tourists who used dim sum restaurant services in Hat Yai District. Data were
analyzed using descriptive statistics, including mean and standard deviation, and inferential statistics,
using multiple regression analysis using the Enter Selection method.

The results showed that all factors were rated as highly importance. The order of importance
for these factors is as following 1) consumer decision, 2) Restaurant image, 3) electronic word-of-mouth
communication, and 4) service marketing mix. From the multiple regression analysis, it was found that
the image had the highest influence on the decision to use the service, with a regression coefficient of
0.554. The service marketing mix also influenced the decision to use the service, with a regression
coefficient of 0.501. Lastly, electronic word-of-mouth communication influenced the service usage

decision, with a regression coefficient of 0.246.

Keywords: Service Marketing Mix, Electronic Word-of-Mouth, Image, Service Decision
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Abstract

The growing trend of pet ownership reflected broader social dynamics and evolving human
behaviors that elevated pets to the status of family members. This shift contributed to the emergence of a
new tourism segment known as “pet-friendly tourism.” This article aimed to analyze how pet-friendly
tourism experiences were co-created through the lens of Service-Dominant Logic (S-D Logic), which
emphasized collaborative value creation between service providers and consumers. A conceptual
framework and case study methodology were used to examine service design strategies adopted by three
leading pet-friendly hotels in Thailand: The Standard Hua Hin, The Peri Hotel, and Kimpton Maa-Lai Bangkok.
The study found that pet parents expected empathy-driven service, inclusive spaces, and emotional
bonding. Technology played a significant role in shaping personalized experiences and enabling value
co-creation. The study contributed to the understanding of niche tourism management and proposed ethical
and strategic implications for businesses seeking innovation through emotional engagement and

co-experience.

Keywords: Pet-Friendly Tourism, Service-Dominant Logic, Service Design, Pet-Inclusive Hotels
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Abstract

The shifting consumer landscape, marked by the emergence of Generations Y and Z as major
purchasing power, has brought significant challenges to traditional businesses, including the pawnshop
industry in Thailand. This sector is facing intensified competition from digital lending services as well as
barriers posed by social stigma. This article aims to analyze and compare the perceptions, brand image,
and expectations of consumers across different generations (Generations X, Y, and Z) toward the
pawnshop business, using “Easy Money” as a case study to synthesize strategic brand communication
guidelines suitable for the current business context.

This academic article synthesizes the literature and finds significant generational differences in
perception and expectation. For Generation X, trustworthiness, asset security, and professionalism of
service are the most important evaluation criteria. Generation Y values the overall experience and a
modern brand image that can reduce feelings of shame and is highly influenced by online social media
reviews. Meanwhile, Generation Z, as digital natives, expects a seamless digital-first experience along
with maximum transparency and brand authenticity.

The article proposes an integrated brand communication strategy framework tailored to each
target group, consisting of: 1) The perception , 2) The brand image, and 3) The expectations toward
pawnshop brands across Thai generations.

Finally, the article recommends future directions for qualitative research to test rebranding
concepts, and quantitative research to assess effectiveness and build consumer decision-making

models.

Keywords: Pawnshop, Brand Communication, Easy Money, Generations
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2. NagnsauAwanyal (Brand Image Strategy)
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Abstract

This article examined the case of YEN.CNX, a café located in a former tobacco leaf sorting
factory in Chiang Mai, Thailand. The study aimed to analyze the spatial design of the café through the
conceptual frameworks of the Tourist Gaze and Staged Authenticity, to explore the ethical implications
of revealing labor processes within a cultural service setting, and to propose design strategies for
creative business spaces that align with cultural heritage conservation and respect for labor dignity.
Using case study methodology, secondary data collection, and visual analysis, the study investigated
how the site balanced historical storytelling with aesthetic experience. The findings indicated that while
YEN.CNX presented a curated narrative of local labor heritage, the visual exposure of labor processes
as part of a touristic aesthetic raised ethical concerns regarding labor dignity and asymmetrical power
in storytelling. The article argued that creative tourism spaces should adopt ethical communication
strategies and foster commmunity participation in shaping narratives to ensure meaningful preservation,

both materially and socio-culturally.

Keywords: Tourist Gaze, Staged Authenticity, Heritage Conservation, Adaptive Reuse, Creative Tourism
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Yao a
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