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ABSTRACT

The research objectives were: 1) to study the level of novelty seeking, tourists experience and intention
to recommend; 2) to study the effect of novelty seeking on intention to recommend; 3) to analyze tourists experience
as a mediator between novelty seeking and intention to recommend. This study employed quantitative research
methods, and questionnaires were used to collect data from 300 Thai tourists who had visited Banhunlek. Descriptive
statistics, such as percentage, mean, standard deviation, skewness, kurtosis as well as inferential statistics (Path
Analysis), were used to analyze the data. The Structural Equation Model (SEM) was used to determine which
dimensions affected intention to recommend.

The results revealed that the level of novelty seeking and tourists experience was high, while intention to
recommend was moderate. Additionally, 4 hypotheses were supported. The model was consistent with empirical
data: chi-square test of goodness of fit = 31.573, relative chi-square = 1.503, p = .065, RESEA = .041, RMR =
.013, GFl = .979, AGFI = .944, NFI = .994, TLI = .996. The variables in the model accounted for 78.9 % of the

variance intention to recommend.

KEYWORDS: Novelty Seeking, Tourists Experience, Intention to Recommend, Mediator Variable
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A191971 1 WAN19AATITATLALAMHAATIN LRTHNAATITNBUNITUANUIIUNUUUNRIBINY

A SUNS Mean S.D. Skewness Kurtosis
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Tourists Experience 3.34 1.053 -1.02 -0.04
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HANNTAATIZAEIT 2 Nan1TALATIZA 32
ANTNARRN LATHARTITRDUNITUINWIWLLLNA
\BINY Wudn msuaanasantnsideis s
mﬂﬁqm 3.82 5A9A9HN N135U launzsinsie HANeAY

594 3.47 Wazlsraun19nianinyiagdies JAnay

A151971 2 WANTITATITFDUAITNANNUETNIN9G LS

394 3.34 pNANAU AnAnitiegsendne -0.99 - -1.38
Faflein(siAin 3 (Kiine, 2005) uazrrmlasngszning
~0.04—0.66 FRANTLAW 3 (Westfall & Henning, 2013)

%mqﬁfﬁdﬁ%mmLLf«NLﬂuLﬁufﬁmﬂﬁ (Normality)

NS1 NS2 NS3 NS4 TE1 TE2 TE3 TE4 IR1 IR2
NS1 1
NS2 .945 1
NS2 .914 .940 1
NS4 .837 .850 .826 1
TE1 .789 .802 797 .784 1
TE2 .795 .818 .803 .758 .896 1
TE3 .812 .808 .812 753 .853 .860 1
TE4 .841 .854 .852 752 811 .796 .842 1
IR1 .831 .846 .835 .844 .807 .780 .769 .798 1
IR2 .833 .850 .843 .840 794 771 .785 .805  .985 1

Bartlett’s test = 5092.176 Sig.= .000, KMO = .929, MSA Between .862 to .984

NANI93LASIZANINT 3 NAaN19RT99 88
ANNTNNRETzMI1989UsARNEA9Y Bartlett’s

test U31Ng918muUINIMNATANNANANE B9

1
aad

Al Ay NadA7 .05 LavilanaAaaLANINNIZEN
p9daulsiazinluiiinansiesdusrneuidediugi

FneABn19u99 Kaiser-Meyer-Olkin U317 Tunm

390 (8iAn MSA winfu 1929 uazanadiauilsfirneg
529919 862 — 984 GaRAnnnNg .50 (Hair, Risher,
Saratedt & Ringle, 2019) AvagUlfidndauafinun
HAndasiusinge fanuusnza izt Aassd

AUIENBUTIE S
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1 TE2 TE3 T
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_ R? = .862 IR1
NS2 .983 .-'--. - 991

Intention to

NS3 |«

NS4

381***

Recommend

.993

IR2

R2=.789

a a o o o & o 1 o ! Py a A o ' 3
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Fdnanaes nefilszaunisainisviasiisadudautlaaena

NANTITIATIZHFIUT 4 NAaN1SNAFBU
ANHINHIEANIBNBSALSENaY (Convergent Validity)

@aule Novelty Seeking HA1 AVE = .889 CR = .970,

CR = .992 #4719 3 Fautl5ilAin CR (Composite Relidbility)
H11N91 0.7 uaziAT AVE (Average Variances Extraction)

w1nndn 0.5 Avaguifdndeyafimnumsizanass

@919 Tourists Experience HAT AVE = .836 CR = .953  a9AUsznay
LazFawlS Intention to Recommend HA1 AVE = .984
A9197 3 NANARBLANNFAFIH
ANNFIFU Bi S.E. CR. p NANARNDL
NS IR 523 087 5.970 .000%*** HONSL
NS TE .929 .035 26.616 .000*** BN
TE IR 381 087 4.293 .000%*** HANTL
NS TE IR HONSY
*p < .001

HAMSALATAEINT 5 nanamAFeL ANNAF I
Tnemssfgndt 1 msumasmaaandonaidean
Apmssilaunzsinsia WUInNTAAIIEANISUEaeN
AauantnddanaBeuandenisnalaunzsisaasig
SR yneadnTisssy 001 AddnUssavEnsnen
09EHIRSTH B =523 etoNSUANNAFI AHNAFIIT 2
nsusnaAsuLan msldenaBeuansietszaunisnives
Tnvieaiiien nudInTAAszEnsuaEasAeuLan i
AanaBeuanselUsraunisolaasinviaafiaasting
firfindneatfiszay 001 fadulssdninisnanney

N199574 B =.929 A9gDNTUANNFFIY ANNFFIUT 3

Usraunnsainnsviasfieadenadeuansenisaale
wzsinse WudnTAAszlsyaunsainisvieadien
ANABIUINABNITRI lauRsins st el dnATy
NeadATiszau 001 fAndnUsraninisnennas
117997 1B = 381 AepDHFUANHATIN UALANNAFIT 4
Usvaunnsainmsvieiisaiusaulsaesnmuaanamig
semdnansuanevnaansiunsaslaunzsinse
Baron & Kenny (1986) Na1191 fiaulsfiufiaslaning
FafIUUIAIH LB NN AR TR LavALLTRINTY

favHavsnasasallannat RS ATY N NDA

o o ! Y
ﬁmﬁg‘iffmq Uszaunisaleasinyiadigadusauls
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AINWAIN AN AUE TR 19N s U R an T
Aunaslauuginde AesonsuannRgu
WBNANANANTAATIABALszNaUIBsEudh
msussasulansiidanasenisaalaunssinde
?JmﬁﬂvimLﬁmﬁ@'ﬂmmﬁmvjumﬁﬂ FINTAENYIB
fnelusunsuienealimfriingnarsuausanadess

Tanasall 2, 31,573, df=21, relative %°=1.503, p =.065,

lﬂl a 4 '8 A s
M99 4 NAN1TAATIERDIALTLNDULTNEIUEIN

RMSEA =.041, RMR =.013, GFI =.979 , AGFI =.944 ,
NFI=.994 , TLI =.996 lnssufiranusanndaaiiufl
AHINOTTAR AR relative X SAtiaendn 2 s
RMSEA uay RMR #fnvasindn .05 uae@ail GFI,AGFI,NFI
uae TLI §AN1nndn .95 Schumacker & Lomax (2016)

=
AINFTNNN 4

AL TN Novelty seeking Tourists experience Intention to recommend r
fauladanali Bi b S.E. Bi b S.E. Bi b SE.
NS1 960  .958*** .020 .921
NS2 .983  1.000%** .966
NS3 955 .949*** 020 913
NS4 .870  .861***  .030 758
TE1 900  .894**x 027 .810
TE2 913 1.000*** .834
TE3 925  .968***  .036 .856
TE4 920  .799*** 033 .846
IR1 991 .999*** 012  .982
IR2 993 1.000%** .985
CRIBIETAN Novelty seeking R?
S.E.
TE 929  .938*** 035 .862
IR B523 B19*** 087 .789
AULTUA Tourists experience R?
S.E.
IR 381 .374*** 087 .789

XZ, 31.573, df=21, relative X2=1.503, p =.065, RMSEA =.041, RMR =.013, GFI =.979 , AGFI =.944 ,

NFI=.994 , TLI =.996

*p < .001

AeaquUldidn msusamnasuantmifidenaste
nadalaunsindinrasinviesfieafidemadnahunin
Fmdng1anes Usenauday 3 avdUsznay (Aun
nsussasudanivsl (Novelty Seeking) 1szaunisnd
ﬂmﬁfﬂ‘viml,ﬁm (Tourists Experience) LL@:ﬂﬂ’iﬁgff@

Ussa (Intention to Recormend) Taafiagfilsznay

apsnnsuasnaulantis SalEennsaulsduna
4 saurls THuA NST (Faumanuimmdn), NS2 (Faw
NNTARNVRINFNTNUIARBH), NS3 (FAIUARTEAITN
feminesna) uaz NS4 (Fuaandsznanala)
avAlsznavvessraunsaleainviedion Salien

Foulsaunmls 4 fautls [ TET (Funismnun),
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TE2 (FNugun3enIn), TE3 (Finuadnuiuiiv) uas TE4

AELULUINADUIN) Waz IR2 (NMSLHZHIABNINAD

(Frunnananmil) wavasrlsenausasnisaslausinge  aaulas)
SalFannsaulsfaunald 2 sauds [Fud IRT (N5
A197199 5 NAN19AATITRANHANANEITIEIM)
COIIERH Tourists Experience Intention to Recommend
FiuLanLme) DE IE TE DE IE TE
Novelty Seeking 9297 %% - 929 # B2BERE BEAREx g77EEx
Tourists Experience - - - B8 1F** - B8 1F**
R-SQUARE 862 789

*p < .001 Mg DE #ie Direct Effect IE fi® Indirect Effect TE @@ Total Effect
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