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Abstract

The objectives of this research were (1) to explore the readiness and carrying capacity of
the nostalgic tourist attractions in Phak Hai District, Phra Nakhorn Si Ayutthaya Province,
and (2) to analyze the nostalgia tourism situation in Phak Hai District, Phra Nakhorn Si Ayutthaya
Province. Qualitative research was employed. Research instruments in this study were utilized
observation check list and semi-structured interview. There were 25 key informants whose
tourism stakeholders, both public and private sectors, community leaders, and entrepreneurs
in Phak Hai District, Phra Nakhorn Si Ayutthaya Province.

The finding of the research revealed that the overall of the nostalgic tourist attractions
in Phak Hai District, Phra Nakhorn Si Ayutthaya Province including transportation, facilities,
safety in tourist attractions, cleanliness, quality of goods and services, religious sites, beliefs,
historical resources, learning resources, career sources, and tourism activities were ready to
accommodate tourists. The tourism situation in 2019 was better than 2020, Phak Hai District
was famous in Ayutthaya Aquatic Phansa Festival, Lad Chado canal, tourists began to travel
more, and it was popular during weekends and holidays, the secondary city tourism has been
more interesting. Sightseeing at Baan Khun Phithak Borihaan or Baan Kaew and dining at local
restaurants then travel to other destinations were the most tourism activities. However, the
nostalgic tourist attractions should be managed or developed to be ready to accommodate
and serve both Thai and foreign tourists as nostalgia plays an important role in the tourism
industry and to stimulate memories of the past, encourage tourists to aspire to cultural

attractions, valuable traditions, and archaeological sites.
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Abstract

As economic impacts of honeymoon tourism are substantial, this study employed
stimulus-organism-response (SOR) theory to scholarly expand the knowledge of revisit
intention of domestic honeymoon couples traveled to Phuket with the aim to examine the
direct and indirect impacts of perceived value (PV), travel experience (TE), destination
attributes (DA), and destination image (DI) on tourist satisfaction (TS), which consequently
influence their revisit intention (RI). Based on an exploratory sequential mixed method
design approach, the data collection was performed through 26 in-depth interviews and
questionnaire survey (n = 468). The structural equation modeling technique was employed
to examine the causal relationships among the latent variables and to test the hypotheses.

Destination image, travel experience, perceived value (money), and perceived value
(quality) of the domestic honeymoon couples were found to significantly affect tourist

satisfaction which further influenced revisit intention. Surprisingly, a factor of destination
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attributes had no effect on tourist satisfaction; however, destination attributes still had a
significant positive effect on revisit intention. This study contributes to academic insight of
the honeymoon tourism and augments literature in this topic as well as advises the

practitioners in hospitality and tourism in Phuket to appropriately prioritize in practice.

Keywords: Perceived Value, Travel Experience, Destination Attributes, Destination Image,

Reuvisit Intention
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Introduction

Honeymoon tourism is a specialized choice of tourism (Winchester et al., 2011). They
are a desirable target group in many destinations for the tourism business (Lee et al., 2010).
As a honeymoon trip is a once-in-a-lifetime journey taken together by couples, it creates a
wonderful experience for couples (Payne, 2015). The spending of honeymoon couples is

significantly more than general travelers since they are willing to complete their romantic

362 The Antecedent of Revisit Intention of Domestic Honeymoon Tourists to Phuket



NIANTIMFeNans1H TN 15 adun 2 ieunguniau-danau 2564

dreams with fewer concerns for travel costs when they take a trip to a destination (Lee et
al., 2010). Typically, honeymoon travel is held shortly after the couple is married (Color
Whistle, 2020). However, honeymoon is being performed without marriage for some
couples, also honeymoons are sometimes repeated due to special romantic occasions
such as another anniversary of wedding or senior couples go once again on their
honeymoon at the same destination they did during their younger period (Isarski, 2013).

Phuket has variety of tourism characteristics and features (destination attributes),
however Thai honeymoon couples see Phuket as an expensive destination (destination
image). When compared to the total expense of traveling to Phuket, the Thai honeymoon
couples prefer overseas travel for their special holiday (perceived value). They think it is
worth to pay the same expense and they can enjoy exposing themselves to the new
experiences (travel experience). Hence, the destination attributes, destination image,
perceived value, and travel experience are important factors to be explored with the aim
to study the travel behavior to achieve satisfaction and revisit intention of the domestic
honeymoon couples.

Therefore, being able to identify which honeymoon tourism development aspects are
necessary and important is essential to improve successful honeymoon strategy
implementation. This study sought to find out the novel academic knowledge by examining
the relationship of perceived value, travel experience, destination attributes and destination
image on tourist satisfaction of domestic honeymoon couples traveled to Phuket as their

honeymoon destination and accordingly influenced their revisit intention in the future.

Objectives

The research objectives are as follow: (1) to examine the role and impact of perceived
value, travel experience, destination attributes, and destination image on tourist satisfaction
of Thai honeymoon couples and consequently influences their revisit intention, (2) to
investigate the role and impact of perceived value, travel experience, destination attributes,
and destination image on revisit intention of domestic honeymoon couples, (3) to explore
the role and impact of tourist satisfaction on revisit intention of domestic honeymoon
couples, (4) to identify the extent to which antecedent variable having a direct impact on
tourist satisfaction of Thai honeymoon couples, (5) to identify the extent to which

antecedent variable having a direct impact on revisit intention of Thai honeymoon couples,
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and (6) to identify the contribution of hospitality and tourism business providers in Phuket

towards Thai honeymoon market.

Literature Review

Relationship_of Perceived Value, Tourist Satisfaction, and Revisit Intention

Perceived value can be helpful factor to forecast the level of satisfaction and
intention to revisit (Ranjbarian & Pool, 2015). Wang et al. (2017) found the positive
relationship of perceived value on tourist satisfaction of tourists travelling by car from the
world natural heritage site in China.

H1A: Perceived value has an effect on tourist satisfaction of domestic honeymoon tourists.

Puspitasari et al. (2019) accepted the significant influence of perceived value on
revisit intention of tourists visiting Semarang, Indonesia. Moreover, Allameh et al. (2015)
also found direct influence of perceived value on revisit intention when surveying the sport
tourism in Iran.

H1B: Perceived value has an effect on revisit intention of domestic honeymoon tourists.

Relationship_of Travel Experience, Tourist Satisfaction, and Revisit Intention

Newlyweds on their honeymoon exemplify a crucial segment of the tourism industry
since many honeymoon couples consider their honeymoon trip as a once-in-a-lifetime
experience (Jericd & Wu, 2017). Moliner et al. (2019) concluded that the travel experience
with a tourist accommodation before, during, and after stay had a positive influence on
their satisfaction.

H2A: Travel experience has an effect on tourist satisfaction of domestic honeymoon tourists.

Rosid et al. (2020) studied revisit intention of visitors in Indonesia and the findings
revealed that visitor experience had a positive and significant direct impact on the revisit
intention. Moreover, Wong and Li (2015) investigated Chinese tourists visiting Macau; the
results identified the significance of travel experience on revisit intention.

H2B: Travel experience has an effect on revisit intention of domestic honeymoon tourists.

Relationship_of Destination Attributes, Tourists Satisfaction, and Revisit Intention

Destination attributes are described as the features that fulfills the holidaymakers
and creates a revisit intention (Glzel, 2017). A study of Srilal (2017) showed a strong positive

relation between destination attributes and tourist satisfaction in Uva province, Sri Lanka.
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H3A: Destination attributes have an effect on tourist satisfaction of domestic honeymoon
tourists.

Thiumsak and Ruangkanjanases (2016) revealed that perceived satisfaction on
destination attributes and perceived attractiveness on destination attributes were positively
related to the revisit intention of tourists to Bangkok. Similarly, Mahdzar et al. (2015)
conducted a survey in Malaysia and confirmed that destination attributes had significant
and direct influence on revisit intention.

H3B: Destination attributes have an effect on revisit intention of domestic honeymoon tourists.

Relationship_of Destination Image, Tourist Satisfaction, and Revisit Intention

Destination image shapes the decision-making of tourists, their comportment
towards a certain destination, as well as their levels of satisfaction and their revisit
intentions (Ksouri et al., 2015). Kanwel et al. (2019) explored the effect of destination image
on tourist satisfaction in Pakistan and concluded that the destination image was positively
correlated with tourist satisfaction.

HaA: Destination image has an effect on tourist satisfaction of domestic honeymoon tourists.

Kim (2018) confirmed that the tourists who formed a positive destination image
toward destination consequently showed a greater level of satisfaction and had more
possibilities to repeat their visits. Prayogo et al. (2016) indicated the positive and significant
effect of destination image on revisit intention of domestic tourists who visited Umbul
Ponggok, Indonesia.

HaB: Destination image has an effect on revisit intention of domestic honeymoon tourists.

Relationship_of Tourist Satisfaction and Revisit Intention

Tourist satisfaction performs an important role to make the tourists revisit the
destination (Alexandris et al., 2006). Garanti et al. (2019) confirmed that tourist satisfaction
positively influenced revisit intentions to Iran as a future holiday destination.

H5: Tourist satisfaction has an effect on revisit intention of domestic honeymoon tourists.

Reuvisit Intention

The behavioral intentions of post-visit are useful for a forecast on a tendency of
tourists whether they will be long-term customers who consequently generate constant

earnings to the tourism business (Chen & Chen, 2005).
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Stimulus-Organism-Response (SOR) Theory

This study conceptualized perceived value, travel experience, destination
attributes, and destination image as stimuli (S); tourist satisfaction as organism (O); and

revisit intention as response (R).

Conceptual Framework

The research framework was based on relevant literature in the tourism. The proposed

conceptual framework of this study was developed from Badarneh and Som (2011), Lee

et al. (2019), and El-said and Aziz (2019).

Perceived
Value

Travel

Experience

Tourist
Satisfaction

Revisit

Intention

Destination
Attributes

Destination
Image

Stimuli Organism Response

Figure 1: Conceptual Framework

Methodology

To achieve the research objectives, this research applied exploratory sequential mixed
methods which included both qualitative and quantitative approaches. This study
consisted of three parts which were literature review, in-depth interview, and collection
and analysis of investigative and empirical data, respectively. To achieve a better insight

into the dynamic effect of perceived value, travel experience, destination attributes, and
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destination image on tourist satisfaction of the domestic honeymoon couples to examining
their direct and indirect impact on revisit intention to Phuket. The review of literature was
a source of ideas and concepts, and implied the knowledge on a topic. The in-depth
interviews in a form of semi-structured interview were conducted with professionals dealing
in the honeymoon tourism market, namely hotels, travel agents, and state agencies. The
questionnaire survey with domestic honeymoon tourists were collected in Phuket.
Subsequently, Exploratory Factor Analysis (EFA), Confirmatory Factor Analysis (CFA), and
Structural Equation Modeling (SEM) were applied to test the proposed hypotheses. The
sampling in this study is non-probability sampling by an application of purposive sampling
method.

Qualitative Approach: Exploratory Research

The in-depth interviews with 26 professionals from hotels, travel agents, and state
agencies were conducted in Bangkok and Phuket from December 2020 to January 2021.
The knowledge gained was useful for the collection and analysis of data as it essentially
contributed to defining and developing the questionnaires and scale development for the
quantitative approach as well as provided a clearer explanation and interpretation of the
findings of the quantitative study, also not limited to the development of theoretical and
practical implications. The findings from in-dept interviews concluded that an attractive
honeymoon destination is a destination that the couple can spend time and explore new
things together as they want to create a pleasant memorable experience that become a
good memory for their once-in-a-lifetime trip that can enhance their affection, relationship
and understanding. The attractive attributes of Phuket include beautiful beaches and
islands, variety of activities and local foods, many attractions, wide range of
accommodation, enchanting local culture, and various photo spots. Phuket also offers good
value for money and services. However, Thai tourists see Phuket as an expensive destination
that serves only overseas tourists. The in-dept interview participants agreed that perceived
value, travel experience, destination attributes, and destination image have connections
with the tourist satisfaction and revisit intention of the honeymoon couples.

Quantitative Approach: Questionnaire Survey

The questionnaire in this study was classified into three sections: introduction,

profile of respondents, and questions. Questionnaire was prepared in English and Thai
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language. A 5-point Likert scale of 35 questions for six constructs: perceived value, travel
experience, destination attributes, destination image, tourist satisfaction, and revisit
intention were used. The screening question was used to appropriately select the target
respondents: ‘| travel to Phuket with the purpose of honeymoon’. Only the respondents

who answered ‘Yes’” were invited to participate in doing the questionnaire.

Sampling and Data Collection

The respondents were domestic honeymoon tourists which include (1) Thai couples,
(2) Thai and non-Thai couples, and (3) non-Thai couples. The pilot test (n=30) was launched
to confirm validity and reliability of the study. The data collection was conducted in Phuket
during February 2021. The 500 questionnaires were distributed in various locations in
Phuket, namely, Patong Beach, Kata Beach, Phuket Old Town, and Promthep Cape. There
were 30 responses who failed to answer the screening question or completed the survey
too fast, therefore there were 470 usable responses. The 2 responses were eliminated as

the outliers, thereby a total of 468 responses were used for the data analysis.

Empirical Results

Sample Profiles

Descriptive information of the sample for this study showed that 50% were male
and 50% were female. The majority of respondents visited Phuket with the purpose of
other special romantic occasion (76.1%). Most of respondents came from Bangkok (25%),
followed by the nearby provinces, Nakhon Si Thammarat (10.3%) and Krabi (10%), and most
of them were Thais (90.4%). 162 respondents were between 25-30 years (34.6%) followed
by age 31-35 years (26.1%). There were 194 respondents who married for more than two
years (41.5%), followed by 130 newly married (27.8%). The education level of majority of
the respondents were bachelor or college degree (77.6%). In term of occupation, most of
the respondents were the company employee (37%). Majority of respondents had income
of 15,000-30,000 THB (42.3%), followed by 30,001-60,000 THB (22.9%), and 60,001 THB or
higher (22.2%).

Exploratory Factor Analysis (EFA) Results

There were six factors in the conceptual model, however the EFA results showed
that the model should have seven factors, with a separation of perceived value into

perceived value (money) (PVM) and perceived value (quality) (PVQ). Therefore, the
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communalities result of seven factors and the model with seven factors were employed
for further CFA analysis.
Confirmatory Factor Analysis (CFA)

Perceived value had a hidden underlying factor of perceived value in terms of
‘money’ and perceived value in terms of ‘quality’. Once the perceived value was separated
into two factors, the factor loading was improved, especially PV1 (from 0.44 to 0.80), PV2
(from 0.41 to 0.75), and PV6 (from 0.52 to 0.77). The model was improved and had a good
fit: X2 = 1007.44, X2/DF = 2.29, p < 0.000, RMSEA = 0.05, CFl = 0.92, and AGFI = 0.85. The
X2/DF was below 3 and CFl was above the recommended level of 0.90 which indicated a
support for the modified model.

Reliability and Validity

According to Hair et al. (2010), 3 criteria were applied to eliminate problematic
variables. These criteria include: (1) a variable is found to have cross-loadings, (2) a variable has
communality lower than 0.50, and (3) a variable has factor-loading in factor pattern matrix
greater than 0.40, therefore 3 items were deleted. The composite reliability of all constructs
was acceptable with values ranging from 0.76 to 0.85, above the cut-off value of 0.70 (Hair
et al. 2010). According to Fornell & Larcker (1981), Average Variance Extracted (AVE) greater
than 0.40 is acceptable when composite reliabilities of all constructs exceeded the threshold
of 0.60. The AVE of PVM = 0.60, PVQ = 0.44, TE = 0.49, DA = 0.54, DI = 0.48, TS = 0.47, and
Rl = 0.53. Therefore, the convergent validity of the measurement model was deemed to be
supported. In this study, the discriminant validity was evaluated by two criteria: (1) comparing
the AVE to the squared correlation coefficient among the constructs (Hair et al, 2010), and
(2) all correlations across constructs must be below the threshold of 0.85 (Brown, 2006;
Kenny, 2012). AVEs exceeded the squared correlation coefficients in the measurement
model, except AVE of tourist satisfaction (0.47) was equal to the shared variance between
destination image and tourist satisfaction (0.47), while the AVE of revisit intention (0.53) was
lower than the shared variance between tourist satisfaction and revisit intention (0.61).
Because the correlation of these items was below 0.85, this was considered non-
problematic. Hence, discriminant validity of the measurement model was deemed to be
acceptable. To this end, construct reliability and validity of all seven latent variables in this

study was satisfactory.
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Structural Equation Modeling (SEM)

During the EFA step, the perceived value variable was separated into two factors:
PVM and PVQ. To get more accurate results, this variable was hypothesized as:

H1A1: Perceived value (money) has an effect on tourist satisfaction of domestic honeymoon
tourists.

H1A2: Perceived value (money) has an effect on revisit intention of domestic honeymoon
tourists.

H1B1: Perceived value (quality) has an effect on tourist satisfaction of domestic honeymoon
tourists.

H1B2: Perceived value (quality) has an effect on revisit intention of domestic honeymoon
tourists.

The conceptual model of this study and the hypothesized relationships among the
constructs were tested in the structural model using AMOS27 with the maximum likelihood
estimation function. The fit indices of the structural model provided satisfactory model fit:
X2 (DF) = 39.61 (3) (p < 0.00), X2/DF = 13.20, CFl = 0.99, GFI = 0.98, and RMSEA = 0.03.

Hypotheses Testing

There were 11 hypotheses testing in this study. Among the factors having a positive
and significant relationship on tourist satisfaction; destination image (B = .54) demonstrated
the greatest influence, followed by perceived value (quality) (B = .37), travel experience
(B = .27), and perceived value (money) (B = .20) respectively. For the factors having direct
significant relationship on revisit intention; destination image (B = .29) also demonstrated
the greatest influence, followed by destination attributes (B = .20), and travel experience

(B = .11) respectively.
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Table 1: Summary of Hypotheses Test Results

Hypothesis Hypothesis Relationship Pa'tf.w standard t—Vélue Result
Coefficient Error (Sig.)
H1A1 Perceived value (Money) = Tourist satisfaction .20 .03 6.46%** Supported
H1A2 Perceived value (Money) —p Revisit intention -.16 .03 -4.93*** Supported
H1B1 Perceived value (Quality) —Tourist satisfaction 37 .06 6.41%%* Supported
H1B2 Perceived value (Quality) =% Revisit intention -13 .07 -2.15%* Supported
H2A Travel experience —p Tourist satisfaction 27 .04 7.14%** Supported
H2B Travel experience —® Revisit intention 11 .04 2.87% Supported
H3A Destination attributes — Tourist satisfaction -.05 .04 -1.25 Not
supported
H3B Destination attributes —® Revisit intention .20 .04 5.25%** Supported
HA4A Destination image —¥ Tourist satisfaction .54 .04 12.65%** Supported
H4B Destination image —% Revisit intention .29 .05 6.02%%* Supported
H5 Tourist satisfaction — Revisit intention .70 .04 15.35%%* Supported
= < 001; ** p < .01; *p < .05
Fit statistics
x2 OF) 39.61 ¥ (p <.001)
XZ/DF 13.20
CFl .99
GFI .98
RMSEA .03

CFl and GFI were above 0.95 and RMSEA was lower than 0.05 which indicated a good

fit of the model.

Mediation Evaluation

As one of main objectives of this study aimed to explore the role and impact of

tourist satisfaction on revisit intention of domestic honeymoon couples traveled to Phuket,

the mediation effects of tourist satisfaction on revisit intention were tested. To ensure the

test result, indirect effects were analyzed via the Bootstrapping Approach. In this study, the

test result showed a confidence interval at 95%.
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Table 2: Mediation Effects on Revisit Intention via Tourist Satisfaction (n = 468)

Structural Path Bootstrapping Approach Mediation
Indirect Effect with a mediator 95% Cl
Std. Estimate [Upper, Lower]
PVM  —» TS —» Rl 0.160 (<.01) [0.084, 0.163] Full mediation
PvQ — TS —» RI 0.118 (<.01) [0.103, 0.237] Full mediation
TE = TS = Rl 0.157 (<.01) [0.101, 0.220] Partial mediation
DA —» TS = R -0.033(0.264) [-0.102, 0.034] NS, no mediation
DI = TS —» Rl 0.269 (<.01) [0.213, 0.351] Partial mediation

This study tested a rival model, or the original model that first proposed in
theoretical framework. The fit indices of the rival model were as follows: chi-square (X2) =
28.64 (DF = 3, p < .0001), X2/DF = 9.55, GFI = 0.98, CFI = 0.99, and RMSEA = 0.13. The
original model yielded poor model fit statistics relative to competing model. In addition,
the results of convergent and discriminant validity test showed that the original model had

validity issues, as shown in Table 3.

Table 3: Comparison of Models

Original Model Competing Model
Fit Measures Fit Guideline
X2 28.64 39.64
X2/DF 9.55 13.20
GFI > 0.95 0.98 0.98
CFl > 0.95 0.99 0.99
RMSEA < 0.05 0.13 0.03

The competing model showed GFI and CFI above the recommended level at 0.95,

and RMSEA was lower than 0.05, which indicated a support for the competing model.
According to Hair et al. (2010), the cut-off value of construct reliability is 0.70, while
the original model shows the CR values ranging from 0.01 to 0.16, much lower than the
cut-off value. For convergent validity, the average variance extracted (AVE) must be greater
than 0.40 (Fornell & Larcker, 1981). However, all AVE values in the original model were

lower than 0.40 (PV = 0.07, TE = 0.05, DA = 0.02, and DI =0.10). In addition, the discriminant
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validity results showed that all squared correlation coefficients in the original measurement
model exceeded the AVE values. This raised problematic in discriminant validity. Hence,

construct reliability and validity of the original model was unsatisfactory.

Perceived
Value
(Money)

Perceived
Value
(Quality)

~

_H1B2:-2.15%%(-13) e

H1B1: 6.41*** (.37)

Revisit
Intention

Tourist
Satisfaction

H2A: 7.14*** (27)

H2B: 2.87** (.11)

Travel
Experience

H3B:5.25*** (.20)

Destination
Attributes

H4B: 6.02*** (.29}

HAA: 12.65%** (.54)

*p<0.05
**p<0.01
Destination ***p<0.001
Image
Stimuli Organism Response

Figure 2: Structural Equation Modeling Results

Discussion and Recommendations

The perceived value has not been clearly identified into two separated factors,
perceived value (money) and perceived value (quality) in the context of honeymoon
tourism; instead, they had been explained only the perceived value (Reisenwitz, 2013).
From the findings, perceived value (money) and perceived value (quality) had tourist

satisfaction as a key mediating factor to positively motivate revisit intention, therefore the
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service providers should emphasize on creating the value in the judgments of domestic
honeymoon couples. Previous studies mentioned that honeymoon couples are willing to
pay, spend more than regular tourists, and are less sensitive to price (Sardone, 2019; Jericd
& Wu, 2017; Unal et al., 2017; South Pacific Tourism Organization, 2015; Winchester et al.,,
2011; Yin, 2007), however, the findings of this study revealed that they need to see value
in terms of money and quality to be satisfied and enhance their revisit which supported
the study of Lee et al. (2020); Fakfare & Lee (2019); Lee et al. (2010); Rattanaumpol (2004),
the reasonable cost was needed in the destination’s selection process as not every
honeymoon couple was able to pay for up-scale travel cost. Furthermore, Thai honeymoon
couples prefer an all-inclusive package as they want to know the total expense in advance
without any surprise of any additional cost during their stay, however, they would rather
select the package that is flexible in terms of locations, services, period of stay, and expired
date. This is confirmed by the study of Herjanto and Gaur (2014), concluded that the
absence of flexibility in policy of service providers such as booking, and cancellation caused
the romantic tourist’s dissatisfaction. As the unique travel experience was an important
influencing factor for the honeymoon couples to visit a destination (Giampiccoli, 2017). This
study found that the structural relationship between travel experience and tourist
satisfaction, and the structural relationship between tourist satisfaction and revisit intention
was in the positive path and significant. Therefore, the service providers should generate
an impressive, memorable, different, and unique travel experience for the honeymoon
couples by focusing on privacy and local attachment as they love to spend time exploring
new things and doing differently from their daily life together to enhance their satisfaction
and revisit intention. The destination attributes that were studied by many scholars in the
honeymoon tourism context (Lee et al., 2020; Liu et al., 2019; Fakfare & Lee, 2019; Unal et
al,, 2017; Jerico & Wu, 2017; Siribowonphitak, 2015; Gomaa, 2013; Winchester et al., 2011;
Lee et al,, 2010; Rattanaumpol, 2004) showed no effect on tourist satisfaction. However, it
had the direct influence on revisit intention. Therefore, the service providers in the scale
of private and public sectors should help improving the quality of destination attributes
such as the beaches, attractions, accommodations, facilities, infrastructures, transportations,
restaurants, shopping places, local foods, service staff, and photo spots because these are

the important attributes that could directly influence the revisit intention of the honeymoon
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couples who are familiar with the destination and already had a sense of attachment to
Phuket from their previous visit. Furthermore, the findings showed that destination image
significantly had both direct and indirect effect on revisit intention. The study of
Rattanaumpol (2004), the destination image of Phuket as a honeymoon destination for Thai
couples impacted perception of honeymooners significantly. Therefore, developing and
promoting the destination image by focusing on an all-in-one destination, one destination
fits all expectations and budgets, beautiful sea-sand-sun, variety of well-designed beach
resorts, activities, and attractions, rich local foods and cultures, and various photo spots,
all at affordable and consistent in price, with easy access to and within the island, and
hospitable service staff offering an unforgettable journey to domestic honeymoon couples

could influence tourist satisfaction which consequently effect revisit intention.

Research Implications

This study has expanded scholarly insight of the honeymoon tourists and augmented
literature in this topic. The findings of this study could broaden the awareness to achieve tourist
satisfaction of the domestic honeymoon couples as well as the knowledge about the
determinants of revisit intention in the context of beach destinations in Thailand. The academic
can utilize and develop the measurement tool for future research related to the research in
honeymoon and wedding planning management. In addition, the findings are helpful to the
local tourism professionals and local state tourism agencies in building the competitiveness of
a destination, effective advertisements, and nice packages to attract more domestic
honeymoon couples especially after the pandemic and during the off-seasoned period. To
develop the honeymoon tourism in Phuket, referring to the findings, the state agencies and
private service providers could give priority on destination image, perceived value (quality),
travel experience, and perceived value (money) respectively to achieve tourist satisfaction
which could further influence revisit intention, as well as prioritize on destination image,
destination attributes, and travel experience respectively to directly enhance revisit intention
of the domestic honeymoon couples. The service providers could emphasize on tourist
satisfaction as a crucial key to success as it showed the strongest effect on revisit intention. The
local tourism professionals and local state tourism agencies could perform the survey to
monitor perspective of Thai honeymoon couples towards Phuket by highlighting on destination

image, such as beautiful beaches, exciting shopping places, exceptional hospitable service staff,
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interesting attractions, and romantic reputation; travel experience such as privacy, serenity and
carefreeness, and recreational activities; perceived value (quality) such as the quality of
honeymoon trip, romantic cateway’s activities, accoommodation, and offered privileges;
perceived value (money) such as the price of honeymoon trip, honeymoon package, cost of
attractions and activities, and offered privileges; as well as overall tourist satisfaction. This could
help the destination to plan for an effective resource management to maximize the benefit of
destination by focusing on the policies to give the guideline for the private entrepreneurs or
businesses. Also, the local tourism professionals and local state tourism agencies could employ
demographics information in strategic plan to yield the benefit both for the tourists and service

providers.
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Abstract

The research purposes were 1) to study research based learning for development of
learning and innovation skills in the 21 century 2) to study the results of research based
learning for development of learning and innovation skills in the 21*" century in hospitality
industry students. This research is One Group Post-test only design. Participants in this
research were 26 hospitality industry senior students who registered in BA4403 Business
Research Methodology. Research. Instruments were lesson plan, learning and innovation
skills in the 21° century questionnaire, and structured interview form. Quantitative analysis
by frequency, percentage, mean, standard deviation, and content analysis was used for
qualitative study. The result shows that 1) research based learning for development of
learning and innovation skills in the 21 century for 45 hours lesson plan operates using 8
steps of research process as follow; firstly, identify the problem and set research topic,
secondly do the review literature, then formulate research objective, variables, and
hypothesis, followed by design research methodology, collect data, conclusion and do the
publication. 2) Research based learning can develop learning and innovation skills in the
21" century in hospitality industry students. The results show that participants obtained a
learning and innovation skills overall score in the highest level with mean 4.24, and when

individual aspects were considered, creativity and innovation were in highest level X =4.41),
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communication and participation were at a high level (X = 4.20), and critical thinking and

problem solving were at a high level (X = 4.15)

Keywords: Research Based Learning, Learning and Innovation Skills, the 21°" Century,

Hospitality Industry.
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Abstract

The objective of this research is to study the physicochemical properties of sprouts that

have been baked through the process. Study the basic authentic recipe of Thai tapioca
balls with pork filling. To study the appropriate quantity of bean sprouts and tofu skin for
sago filling. To study consumer acceptance of tapioca balls which be substituted with bean
sprouts and tofu skin filling. And to compare tapioca balls with pork filling on the market
with tapioca balls which be substituted with bean sprouts and tofu skin filling.
The research results showed that the physicochemical properties of 100 grams of bean
sprouts which have gone through drying process, were obtained by moisture, protein, fat,
carbohydrate, dietary fiber, soluble fiber, insoluble fiber and ash, 7.05, 39.30, 0.46, 45.51,
29.77, 2.64, 27.13 and 7.68 percent respectively.

The analysis for the L * color value has a brightness as 51.58, the a * range in the red
channel is 9.81, the b * in the yellow channel is 31.39. The Water Activity (Aw) value is at
a level of 0.20. The Sensory test in terms of the appearance, color, smell, taste and overall
preferences. Basic authentic studying that is the highest likelihood scores. The preference
level in all aspects is in the level of “like very much”. And the average score was 8.20
scores were at the most liked level) respectively. The study of bean sprouts and tofu skin
75:25 percent, received the highest score. The Appearance, color, smell, taste and overall

preference appeared 8.07 results were the most liked level), respectively. The consumer
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acceptance study of 100 people rated appearance, color, smell, taste and overall
preference as 8.53 results were the most liked level), respectively.

The analysis results of the nutritional value of market tapioca balls with pork filling
compare with tapioca balls with be substituted with bean sprouts and tofu skin filling. The
75:25 provided protein, fat, dietary fiber which includes soluble fiber and Insoluble fiber
and ash at 5.44, 7.73, 9.33, 1.44, 7.69 and 1.64, respectively.

In conclusion, the nutritional value of tapioca balls with bean sprouts and tofu skin

filling is more nutritious than tapioca balls with pork filling on the market.
Keywords: Tapioca Balls with Pork Filling, Bean Sprouts, Tofu skin
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(Proximate Analysis) e & Total Dietary Fiber Soluble Dietary Fiber InSoluble Dietary Fiber
Water activity wag Color L* a* b*
2. NSAALANANSUAULUU

2.1 Anwwhiuidesiuromantusiagldnlasdadonsiuidesiuldaalduy Swau 3
s13u Taelviidenvnny S1uau 10 Au Ussliuamnindudsyamduia & ndu saui ioduda
WazANBRULAESIU A8 NITIAALILUUAINNYDU WUU 9 Point Hedonic Scale 219LHUNTS
naasswuugduntsluudenauysal (RCBD) (Arnpreang, 2008) tagt3e9a1duni158u tnen1sli
ALWUULUU 9-Point Hedonic Scale (Y39AgluY 1 ﬂzLLuu%ﬂJ’l&lﬁGiﬂ%aUN’lﬂﬂ‘?j‘ﬂ 9 AYLUY
ynefareusnniian) faununisvanedldiuuun1singt (Repeated Measurement) 3iAs1zsian
WU5U59U ANOVA Wisuifleuanuumnaisvesaadslagds DMRT Ingldmouiinnes wWednden

AsususuuilasunistensuIINgBunniiagn tnenisinuniivuneusiail

M19199 1 USunaudiunauanaldvysuuuy

Usuaudrunay (nSu)

dunay fNSU01* ANTU02** AITU03***
1. wydu 300 150 110
2. FdnnaLAL 350 175 90
3. DU 250 125 -
4. faadaanneu 350 175 120
5. wWinlne s9nEnT 15 15 15
nszLey
6. thenatu 360 320 84
7. wREUTITE 40 - -
8. 1uan - 10 -
9. IN&® - 1.25 1
10. Yhsfudmduio 20 30 40

P * Tachasiriwicchai, Teaching materials snacks.
** Snacks Dessert Thai food Arrange Piece.

*** Samrab Thai Identity of taste Cultural Heritage.
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vinanalduy

wissnannsnvevwi nsuiisndudenidon sindnd lwanlidniu wazdinsziiiey
fenlidndau mduliazidenudniauidmiesnauaziinduney wld Guussmuniouty
angldvyiian) Bvild Buanmsdasndnd nsuidien winlne viewuns daaunenn lanyuaasly
Tdisusmnegneiinonly myaninld vimnduiimatundesuiwaussndesunde
elanyadludaliidrfusarlddidasdiu dadeaunied dunouseluudanglutingu 15 uni
nsouo1theen Woaanesiuds tunduang Tneuduan guniiaeiios 1Hides 9 nauazadang
penlidutuuuy q anuildldadly Aoe o 5uuué:aﬁasuamﬂﬁ6ﬁugﬂﬂam q JullgTuuun
woien Wetluasaudninluils nstlianglémfesinnlunamdethiuiivdesls 1natluns

flaies 8-10 Wil Wedvasvivaquulunes Ainmeundunszisudedlianielilignang

3)

pifu Futsemundoniudanavien fnd windy
3. nafnwdanduinadasenauutmaunuiionyluniafuatldanaldy
3.1 MzAUdnTI@LUTIAAseN

thansfunuuiildnzuuumuveugsgainmsmuiinaugnsunuaglény Taonsi
frsenuaznondmldnaunuuisdiuludenylussduiesay 25:75 Sosay 50:50 Souay 75:25
uay $opay 100:0 vesUSinudsensuLis (Areenaunisseveady) Tnunsaaununisvnass
wuudsl (RCBD) Tnedsuifiuaaunmynauszamduialudnu & ndu saund ieduda uazauveu
lngsiu feIEnsiinzkuNAINYBY SR (9 Point Hedonic Scale) InggTy 3113w 30 Ay

3.2 MRTIEILNNBNBULAUAE HBUAY

1% '
Ya o a

woadgithanlfduneasadaute thanudi Weveadiidnuasduud
Hutudnliisnuueadretuisenauuis Tdluldvesangldny Tagldlushmdudosay 75:25
Yowar 50:50 wagdoray 25:75 vasdnardruNandy nduthludssdiuguamiulszaimn
duda & ndu savd leduda wazeumeulami dedinmslviazuuumiugey wuu 9 Point
Hedonic Scale Maununsnaaewuvguneluvdenauysal (RCBD) lnaiiesadunisdu laenis
TWAZLULLUY 9 Point Hedonic Scale (123agiuu 1 Azuuuninefdiveuuniign 9 avuuy
vanedseuinniian) dauxun1mmaaedliuuunsiat (Repeated Measurement) Siasesinany
LU5UTIU ANOVA Wisuiisuanuunndnsvesaiadslagds DMRT Tngldaeufiumes faiden
MfusuwuuldunseesiungBusnndign 100 e 100 Aududuilaamluidenuslnaems

3lne
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4. AMAMINLNTUING
ynsdeisisudsutuamamnalatuing seldydafnaniewaintuagld
fheenuazmleasing TuuTuna 100 n3u lneiSnsdensie
5. nMsaaTedeya
NTIATIERANRUTUTINVEITRLAN19ETRAAIETS One-way ANOVA ALLANAINYBY

Awdelae3s DMRT ngldlusunsumeuiianesdnsagy

NaN1578
1.1 Naﬂqiﬁﬂﬂqﬁﬂﬁ’aﬂﬂﬂlﬂﬁ AMYNTIN %aaﬁ’wanﬁmunszmumiau

M1319% 2 NANTSANYT AENURNIGLAT N119N18AIN VBIENBNBULI siB 100 N3U

AMENUR Aade
Energy (kcal) 343.40
Moisture (g) 7.05
Protein (g) 39.30
Total Fat (g) 0.46
Total Carbohydrate (g) 45.51
Total Dietary Fiber (g) 29.77
Soluble Dietary Fiber (g) 2.64
InSoluble Dietary Fiber (g) 27.13
Ash (g) 7.68

Color (3% Colorimeter)

L* 51.58

a¥ +9.81

b* +31.39
Water activity 0.20( 25.8 ° ¢)

1NN 2 Wi AuaNdEMaAT ManeanuesdlseniiunTEUILATEULTY fe
100 ¥y sy 343.40 Alaurass SAnutu 7.05 ndu usiu 39.30 ndu lusfusiemn 0.46 ndy
asTuleinsmstanun 4551 ndu loemnsanun 29.77 nfu leowmnsiiazatounls 2.64 nda
Toonsiillazangluiin 27.13 n3u wae 1 7.68n%u @ L* Sauainawindu 51.58 A1 a* Yesduns

WU +9.81 A1 b* Yasdnioariniu + 31.39 wazdn 0.20 Tugaumgil (25.8 °0)
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M19197 3 AzluuANrauRaslunuaN YL 9 YasEaldvyiia 3 FFufuLUY

(n=10)
analduydSuduuuy
ANWAZDIUNT f¥u 01 f13u 02 #1¥u 03
anwalrUNg 8.10°+0.74 7.40°+0.52 6.50°£0.53
a 7.60°+0.52 6.60°+0.52 7.10°+0.57
nau 7.80°+0.79 6.60°+0.52 6.50°+0.53
FEUR 8.207 +0.63 7.30°+0.48 6.80°+0.79
ANTOULAETIY 7.90% +0.88 7.00°+0.82 7.00°+0.82

o w

NUBWR: AdnyshuwuIueuiuansiukandn AN 1o wied Aty (p<0.05)

o

INAITN 3 WU NISNA@RUNNUTEAMFUREA 1Y dnwuedsing @ ndu 5av1A wae

Auveulnesan w5ufl 01 lesunziuuAIINTeUFIan 8.10, 7.60, 7.80, 8.20, kAL 7.90

[

AUAIRY LazdlAuuansnaiuiuisun 02 wag Ui 03 IneAuYaussuN 02 uagssud
03 fpzuuwady TuyndnvuznaUszamdudaliwnnaeiunieada (p>0.05) Neruanuue
U509 & ndu savd wazauveulaesi lnad5ui 02 lasunsuuuauvauRasmiiu 7.40,

6.60, 6.60, 7.30 wag 7.0 MUt 03 l@SuArLUUAILOURAY 6.50, 7.10, 6.50, 6.80 LAy 7.00

[y

AIUAIAU

[
Y]

setudadenmiuduluuvetldanaldvy miui 01 Weanldsuaziuunuveulaiisgaly

[

NNAMENYEMUTEamRLR AN eInAnu UTnadvngauvesmaldvdlunsmaaesiely

M13199 4 AzuuAUYoURdeluRMENYEA1e 9 YesUTinatenauwwasai Y luldain

dvigsinariu
(n=30)
. angldfnsendenadng
ANWYUTRINIT
100:0 75:25 50:50 25:75

inwazUsIng 6.87°+0.97 6.87°+1.01 7.23°+0.77 7.17°+1.12
a 6.90°+1.03 7.90°+0.71 7.23°+0.94 7.20°+1.22
nau 6.80+1.19 8.07°+0.58 7.37°+£1.00 7.23%41.22
FEUR 6.67°+1.06 8.07°+0.79 7.30°+0.84 6.87°+1.28
ANTOULAETIN 6.87°+1.01 7.97°+0.81 7.33+0.92 7.20°+0.96

MR MdnyshukuILauIuANANT UEADIAUWANAN e 19Ty

o w

dney (p<0.05)
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15T 4 gnaaeunisUszamdudaduguilaa 30 au wuutudey vnsUsefiumui
nMsnedeuneUsEamduadny Snvarusing & ndu savd uaganuveulasTiu fouay 75:25
#SunzuuLAuTaUgIan fad dnvrUsng azuuu 6.87 3 fazuuu 7.90 nAu samid
AzLUY 8.07 waganuveulnesmilaziu 7.97 Fedlmnuuandafuiudesas 50:50 $esag 25:75

warsauay 100:0

ﬂ' = U Y oa o a L v
f1919N 5 Naﬂ’]iﬂﬂ‘iﬂ’]ﬂ’]i%J@@JiUsU’e]\‘iﬂquUﬂﬂﬂ 100 AW MIMSUTTIUNNUTTaNAUNE

U anwazusIng i néu FHYIR AUTaUlAY I
#uslna
100 AY 7.73+0.74 8.00+0.73 8.21+0.62 8.19+0.71 8.53+0.50

Y v

31N919199 5 WU wdndueianglddisenuasrandny {uslaalinziuuaiiuyeuiiu

Y Y

LY

anwazUsIngegluinueiveunnaziuuAINYeURa iy 7.73 diudegluinasivauuin
ATLUUANLYBULRALMNAY 8.00 mMunfusgluinuaiveuiinAziuLALYRUNINgALadgniY
8.21 snusayIfeglunueivouNIN AZIULANYBUNINTALRAEWNAU 8.19 LaviuAINYeY

lng5iueg lunNaTvauNIN ALIUANNYDUINNTIZAREVINGY 8.53

M19199 6 nan1sAnwmAAmMItaTEINsTIEAldfIenuasNaNdY fuaaldvyan

V999879
Usunanaamelasuinisvaswaniue 100 iy
AMAIMILATUINTS anglddnsenuaz aalduyantiaenain
Waaii

Energy (kcal) 220.41 236.39
Moisture (g) 52.92 ar.17

Protein (¢) 5.44 3.19

Total Fat (g) 7.73 6.03

Total Carbohydrate (g) 32.27 42.34

Total Dietary Fiber (g) 9.33 3.16
Soluble Dietary Fiber (g) 1.44 0.79
InSoluble Dietary Fiber (g) 7.69 2.37

Ash (g) 1.64 1.27
nsléheonuasoasiinaunudonylundnfusiaglény 107
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NENTNA 6 NANTANHIAMAINILAYUINITIINNSUSUTEUTUAITNAMNALAYUINTVDS

Y @ a [ L3

nsueusle nsvnsnansisuguludndin 100 n3u vesaglddrsenuazweainy Aundndasi
angldvyainiiosman Tuthnidn 100 n¥u famdmidlnruinisdel anglddiseniasnousfd
n&191u 220.41 Alauetand awdu 52.22 n¥u Tusiu 5.44 nfu lusfuienun 7.73 a3
aflulansaitanun 32.27 n¥u loens 9.33 ndu leewnsiiazateti 1.44 niu loemnsdill

avaneluin 7.96 n5u 11 1.64 N5U

anUTEHa

NnmsimurEndusiangldfisenuaznoadny Tnstharsensiiuniseunsis fegamad 60
psmaLduaan 12 $alus dasenauwis lindanuannnindsenan aonndesiunuideves
(Supapphan, 1997) Wian1sfnesSusuuuu 3 ésu wudn sisuit 01 NFATAITUBINITIN
¥84 (Tachasiriwicchai, n.d.) lﬁ%ﬂmuumwmauLaﬁ'aqqqﬂunﬂﬂmﬁﬂwmgﬂg@ﬁmé’wmzﬂmﬂg
& nau savd uazarmweulnosin asldfuazuuunuveuladewindu 8.10, 7.60, 7.80, 8.20,
uay 7.90 mddu enzuuuarameudseglussiureuinn nedidrunaudsd vydu 300 niy
vl 350 N3u viesuns 250 n3u MAasluanmey 350 ndu Winlne NANT nseifien 15 nd
hnnatiu 360n%u uay geausesa 40 ndu eilunsmeunlsiuliAaauuaniviasia
AauAMSlATUINNG (Chaimongkol, 2005) 1188 drseniinmuAmislaguinis dlusau fdule
9115 flindeus uaziiuaae3inn Usinmvesdrsenuazrlondfudadu ¢ sedudesar 1000
75:25 50:50 uay 25:75 Wui1 MsAnwIAITEUTestUslaAmTe URUANWEUIINg & ndy
sav1d uaznsveniulaesin Aidsendnsasivesiuslnndiuau 30 au wud SnsrdruvesIuw
dvenuazNeniyimnzaniosas 75:25 1uiiuiidazuuunuveuiad slunudnuuenis
Uszandudia fudnvazusng d ndu sanid uaganuveulagsi Tagldfungiuua 1uvou
WABiiy 6.87, 7.90, 8.07, 8.07 wag 7.97 muddu luamediva 3 fegreindeluunnsediu

aradumnszuiinavesiwenauwisazwoniny egluldaaiicmulndifsaiuuaziidnu

ee

adeangldnyidudunaundn mswisuifisuanmislnvuinsvesang ldnymuviosmainiu
aqlddrsenuazeadny Tnsnsduiamuitaiglddrsenuazrendflilusiuiosas 544
(3.19) lusfufosay 7.73(6.03) loowmsitanuniasay 9.33 (3.16) loamsfiazaslutifesay
1.44 (0.79) loownsii lazanelutn Youas7.69 (2.37) wag 161 Yesay 1.64 (1.27) (Kruwan,
2015) Ainaduunaslusiuaniiviiddy Fovaz16-33 amnsanaunulusiuaindaivazgau
ufeloonsiosay 14-19 asluleinsn wazansemnsuszianeing o Adndusiosiante aguld
11 Aaudmslasuinsvesanglddenuazrleadyiiauamislaguinisuinnitangldnyain
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GELY

1. dasenfiiiunsruiunseudt 60 ssrmwadea Tunan 12 Falumudn SquaiAmand
munm Indsnuannnindasenan sle 100 n3u Wndsnu 343.40 Alaueaed fenuay 7.05 nu 8
Tusftu 39.30 nu lusfusionun 0.46 n3u asTulewnsnrionun 4551 n$u leawnsiaun 29.77 nu
Topmnsfiazaneniil 264 n$u loownsiiliiazanglun 27.13 n¥u waz 181 7.68 N & L* Swaing
Wity 51.58 A1 a* FrsBuaaindu 9.81 A b Tasdmeavintu 3139 uawth 0.20 Tugamndl (25.8°0)

2. wfvangldydoswiuildsunsuuumageumesyamduianniianlnefuganmduna
Xail vaydy 300 n¥u siafnnaLd 350 n3u vieuuas 250 N3y AaAadlvanveny 350 nu wWinlne
5180 nagidften 15 n3u thaatiu 360 n3u way weaUgasa 40 ndu THuAzuLLAMNTEUNIRIY
anwazlsing & NAU savR wavaNveulangsIaa BNy 8.10, 7.60, 7.80, 8.20, WAz 7.90
MUAGIU

3. Samduuiiudwonuasroasidlinaumuiovylundesusiang g s Suasiuy
nageumMsUszamduia (n=30) infignfe sms1an 75:25 ((rsensuurieiesay 75 vleadiies
az 25) IFSuazuuuAITeUNIAIUd N UTINg & NAU AR warauveulaeTLadainAy
6.87, 7.90, 8.07, 8.07 wag 7.97 muaau losuaziuunseansuveafusinadnuiu 100 AU
dnwairUsing @ ndu saui anameulnesiuidowiniu 7.73, 8.00, 8.21, 8.19 Uag 8,53 My

4. Wisuisuauamdarunmsssvinsdadasiagldnylidsenuaseadfnaunuio
yyAundnsusianglduyaniiemanalutiinn 100 nfufinaamdasunisded wdsnu 220.41
<236.39 Alaupae Audu 52.92> 47.17n%u Wiy 5.44 >3.19 ¥y ledfuionun 7.73< 6.03 nu
aflulawmsnviavin 32.27< 42,34 n¥u leons 9.33 >3.16 n¥u Teonsfiazaneun 1.44 >0.79

n%u Teownsildazanglun 7.9652.37 % uay 181 1.64 >1.27 nSu

v
VDAUDLLUS
Fawewanuglunsilulduselon
I~ i 0o  w vu v o a v
1. awnsaduemnyhsviugSnnguamidesmisndsnu TWsiule
< a o ¢ A o v Y o ! =
2. Wurdndarimadendmiudaulaiuusemuemnsinuieaunm
3. Wunaiiuyas1vesmdndueiludunndne1nsing e ldnynaunuunsdueie
f3enuAzNaAla
Parsuanuzaldlun1sidenasialy
1 Wawwdadasiuylng 9 Tundadasiomsinwssnndy q Anwieignisiiv way
WNUITAT U NvINzay

[

2. WanndngAvay o avimdndaeininuainiadnyunmsiasiiauiaulanniy
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Abstract

The objectives of this quantitative research were 1) to study demographic factors, marketing
factors, psychological factors, and the purchase intention of the plant-based protein snack for
the older adults in Bangkok, 2) to study the mean differences of the demographic factors which
influence the purchase intention, 3) to study the factors affecting the purchase intention and
4) to present the guidelines to develop products for the older adults. The study used
questionnaire (offline and online) as a tool to collect the data applying purposive sampling
technique. The pilot study includes 30 samples and the main study collected the data from
200 older adults in Bangkok. The statistical analysis tools include descriptive statistics such as
percentage, average mean, standard deviation and the inferential statistics such as t-Test,
F-Test, and multiple regression. The result of the research reveals that from 200 respondents;

the majority age between 65-69 (37%), are female (65%), have graduated with a bachelor’s
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degree (36.5%), have more than 3 members living together in the family (39.5%) and have the
monthly income between 55,001-70,000 baht (24%). For the first hypothesis, the different
demographic factors including age, number of family members, and the monthly income have
significant influences on the purchase intention of the plant-based protein snack for the older
adults in Bangkok. For the second hypothesis, four marketing factors including product, product
development, place, and promotion have significant positive relationship on the purchase
intention of the plant-based protein snack for the older adults in Bangkok. And for the third
hypothesis, 3 psychological factors including lifestyles, attitudes on the product, and the
motivation have significant positive relationship on the purchase intention of the plant-based
protein snack for the older adults in Bangkok. The results are applied in presenting the

guidelines to develop products for older adults.

Keywords: Plant-based Protein, Snack, Older Adults, Purchase Intention, Bangkok
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mafiuteyanmaduiiegiauuulazas (Purposive Sampling) 9MnUszengeny 60 Biuly 7

ardeglungunnumiuas ludunsunisfnuidnsesdiuiu 30 au wasnsiiutayaidendn

Y

aaa

979U 200 AY HIUAISAULUUABUD MBS IDazNIsasL U@ U ueaulay ddfTldlunis
JinsridoyaUszneusie adddmssaun Ifun fovas Anadensadamans andeauy
WINTFIY Lag @DMTUNU LakA NSUIAT ttest F-Test N15IATIHNANUDANBELTINY KA
MsAnwIMUI andiuausiedne 200 au 1ulgeengiifieny 65-69 T wniiga (Fesay 37) Ly
wevdanndiagn (Fovar 65) Wuddnsanisfnuseduuigang (Fevas 36.5) faundnlu
AspUATIBg TN 3 Auduly (Gosay 39.5) wardneldlurag 55,001-70,000 VsaLiou
(ovay 24) Mnaunfgud 1) feyaduuszmnsiuaneiu lun eng Sruauaundnluasounia
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Abstract

The purpose of this article to present the behavioral models for analyzing camera eat
first based on the concept of Kotler (1965) to explain the camera eat first phenomenon
based on the context of Thailand. This model elaborated the sources and result of camera
eat first of the whole process, and by the end of this article provided the recommendation
to contribute in terms of academic and managerial filed for the further study based on

discussing in this article.

Keywords: Behavioral models, Consumer behavior, Camera eat first, Food photography,

Food styling.
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Introduction

Camera eat first as the terminology which influenced the global phenomenon and
consumer behavior around the world in the digital era, especially when the smartphone seems
an important part of daily life among the consumer to take and share their pictures (Durai,
2019; Lo, 2016). Currently, The number of smartphone users worldwide in 2020 found that in
2012, the number of smartphone users equal to 1.06 billion and increased continuously to 3.5

billion users in 2020 (statista, 2020) (See Figure 1).

Smartphone users in billions

2012 2013 2014 2015 2018 2017 2018 2018 2020* 2021~

Figure 1 Number of smartphone users worldwide from 2012 to 2021 (statista, 2020)
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According to the camera eat first is the issue which affected towards the consumer behavior
when they performed the activities which related to food and dessert, also the increasing of
smartphone users which implied that the smartphone as the digital camera tools to take and
share their photo before they eat. Southeast Asia was defined as the emerging area based on
a high internet consumption which contains 650 million people and more than 63% utilized
the internet, Thailand was ranked the third place worldwide that people spent the time to use

internet more than 9 hours per person per day (David, 2019) (See Figure2).

TIME PER DAY SPENT USING THE INTERNET

AVERAGE AMOUNT OF TIME PER DAY SPENT USING THE INTERNET VIA ANY DEVICE, IN HOURS AND MINUTES [SURVEY BASED]

PHILIPANES
COLOMBIA
INDONESIA

8 -
€38
eSS 3Igses -
322323383

Z 3 ] 3
g 88 g 3
=] s z g§ < = w 2 Q S £ = & 2
Z 2% $E833¢8¢8 8 £382%%
] 2 & 2 3 263 & Z 8 8 338 &8 32
E = A e L 9 £z <838
= & 2 S E
g - ER 9 3 z 9

©

we
il ite" are.
- Hootsuite" gre. .

Figure 2: Time per day spent using the internet (David, 2019)

Although, several articles mentions the camera eat first as a new trend which emerged
from smartphone and change the behavior among the consumer, nevertheless, a few articles
aims to define the term of camera eat first, explain the antecedent and consequent of this
phenomenon, and the contribution of this issue in academic and business perspectives.
Consequently, this article purposes to research the secondary data to academically and
logically synthesize and define the term of camera eat first, to identify and explain the source
and result of camera eat first, to contribute and suggest the academic and practice based on
three aspects includes the research, restaurant, and consumer aspects. Especially, providing

the example in Thailand context.
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Camera Eat First

Camera eats first was defined as the behavior or activity among the people needs to take a
photo first before eat and lead to form this behavior as a culture what people in the new
generation normally did (Clark, 2018; Lo, 2016; Tsang, 2020). The source of camera eat first
includes the social network (i.e. Instagram, foursquare, or twitter) which contains a lot of contents
which related to a picture of food, dessert, or physical environment of restaurant (Clark, 2018;
Tsang, 2020, Wong, et al., 2019). For instance, Durai (2019) explained the sources of camera eats
first through named “Cameras eat first: The growing relationship between Instagram and food”
mentions that more than 329 million posts on Instagram posts the pictures which related to
food, the restaurants and aesthetic appeal also defined as a sources of camera eat first when

consumer desired to buy the product or service on that place (Durai, 2019) (See Figure 3).

entierfrenchdining
Entier French Dining

......

Qv N

“. Liked by weeds_more and 182 others

entierfrenchdining Sawara fish... coming soon on next
season’s dinner menu.

Entier will be revising our dinner menu from 5th March,
retaining our signatures and adding new flavours and
choices.

an Q o A
Figure 3: Diners now expect their food to look as good as

all the images they see on Instagram (Durai, 2019).
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Besides, the study of Yong, Tong and Liu (2020) was aligning with Durai (2019) and Tsang
(2020) that conducted the research named “When the camera eats first: Exploring how meal-
time cell phone photography affects eating behaviors” stated that the camera eat first as the
factor which related to the eating experience among the consumer because the potential of
smartphone that performed as a cell phone photography lead to the arranging the food and
applying a filter before posting and sharing on the social media to increase the enjoyment of
food and creating the new content on their account (Yong, Tong, & Liu, 2020). Accordingly, this
article desired to define the definition of camera eat first as the behavior of consumer that
stimulated by social media and appearance of food or dessert and decoration or physical
evident of restaurant, arranging and selecting the filter, and posting and sharing the photo on
social media. Obviously, the previous scholars and articles mentions the camera eat first as the
concept which related to the behavior of consumer, nonetheless, a few scholars and articles
explained this phenomenon academically and systematically, particularly, in the context of
Thailand. Hence, this article selected the behavioral models for analyzing buyers based on the
concept of Kotler (1965) to apply this concept and explain the camera eat first based on the

case study in Thailand.

Behavioral models for analyzing buyers

In 1965, Kotler (1965) introduced the behavioral models for analyzing buyers as the
foundation of analyzing the consumer behavior (See Figure 4). The enormous contribution
based on the concept of the behavioral models for analyzing buyers to explain the whole
process of consumer rather than focus only who buy? and How do they buy?. Then, the
researcher purposed the behavioral models for analyzing buyers divided into the four stages
including:

(1) Input: In the process of input contains the factors which influences the buying. The
assumption of this model indicates that the marketing mix factors in terms of price, quality,
availability, service, style, options, and images as the starting point of stimulating the consumer
behaviors to the next step;

(2) Channels: After the consumer perceived the impact of marketing factors, in the next
step, the consumer need to deal with channels of communication such as adverting media,
personal selling, family and personal observation. The step of input and channels integrated

and stimulate the consumer which led to the step of processor;
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(3) Processor: In this step, Kotler (1965) had integrated the several concept to define
and apply in the part of buyer’s psyche includes the Marshallian model (economic
motivations), the Pavlovian model (leaming), the Freudian model (psychoanalytic motivation),
the Veblenian model (social-psychological factors) and the Hobbesian model (organizational
factors). Furthermore, all of five theories was applied into the marketing filed based on this
model which related to attitude and behavior includes society-culture, subcultures, social
classes, reference groups, and face-to-face groups. Furthermore, among of this factors were
defined the black box of consumer. When consumer dealing with these factors, the last answer
will occur in the step of output;

(4) Output: The last step after the consumer dealing in the process of processor, this
section indicates the response of purchasing in terms of product choice, brand choice, dealer

choice, quantities and frequency (Kotler, 1965).

Inputs Channels Processor Qutputs
(Buying intluences) (Purchasing responses)

Price ~———oooeu

Quality —————me Advertising media; —> Product choice
Availability ————80gs Salesmen I ——————————> [Brand choice
Service —0 04— Acquaintances Buyer's psyche | ——— 5 Dealer choice
Style. — Family ———eee . (uantities
0ptions mm—— Personal observation ' —» Frequency

Ineges s

Figure 4: The buying process conceived as a system of inputs and outputs (Kotler, 1965).
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Thus, the behavioral models for analyzing buyers based on the concept of Kotler (1965) as
the starting point to develop the conceptual framework to explain and analyze the camera
eat first by including and updating the recent factors from previous scholars which called

“Behavioral Models for Analyzing Camera Eat First” based on the case study of Thailand.

Behavioral Models for Analyzing Camera Eat First

According to the definition of camera eat first and the process of behavioral models for
analyzing buyers, this article desired to apply the concept of Kotler (1965) to explain the recent
phenomenon in Thailand context following:

1. Inputs (Buying influences): Several business or café in Thailand always considered the
unigueness styles and image of café which prepared to stimulate the target customer. Besides,
among of café presented the menu which considered the relationship between price and
quality in the position of customers willing to purchase. For instance, Magokoro Teahouse was
a well know café in Chiang Mai which presented the Japanese style and the signature of this
café includes traditional Matcha green tea and gardens (See Figure 5). Hence, the inputs or
buying influences as the starting point which the café needs to plan further about the

communication channels.

Figure 5: Styles of Magokoro Teahouse (Author, 2021)
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2. Channels: According to digital era, the impact of determinants in channels based on
the concept of Kotler (1965) might less impact while some components might indicates more
efficient and effective. Currently, the café utilized several communications channels rather than
focus only one determinants, among the customers also as ability to access in the social media,
discuss, follow, or share to their friends as the indirect communication of café and really
efficient and effective to stimulate. For instance, Magokoro Teahouse used the social network
tools to advertise and communication with the target customers, the blogger and influencer
website such as www.wongnia.com and www.chillpainai.com also enhance the degree of
stimulation and decision making to purchase (See Figure 6). Therefore, the communicating

based on the social network, blogger, and reviewing from influencer website can lead to

stimulate the process of decision making of next stage.

Email or phone Password

facebook 7 N |

Forgotten account?

oo
- Tkl -

Magokoro Teahouse

Magokoro
Teahouse - filalii
ivay

@magokoro.teahouse

Home 1l Like #” Share

Shop

Reviews 54 photos were posted by other people. See all

L.

Figure 6: Facebook of Magokoro Teahouse (Magokoro Teahouse, 2021).

3. Processor: In this stage related to the social class of customer that they desired to
represent themselves through the factors in the stage one (buying influences) also related to
the process of decision making to buy, also a high level of involvement or motivation to
response to the product or service when perceived or attracted by advertising or
communicating through social network.

4. Outputs (Purchasing responses): The stage as the consequence of processor and
channels, after the consumer perceived the information from the social media as well as

discussed among their friend which related to the stage of decision making to buy. For instance,
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the customer selected Magokoro Teahouse café to order the product that perceived through
social network, and responded the camera eat first to share on their social network account or

Instagram (See Figure 7.)

Qv . W

4w Liked by vassachols and 14 others

Figure 7: Camera eat first on Instagram

Conclusion

Using the smartphone dramatically increase year by year, and the camera eat first
phenomenon is occurred in the café, a few researchers interest to explain the process and
impact of camera eat first in terms of the antecedents and consequents of this
circumstances. Consequently, the articles purposed the behavioral models for analyzing
camera eat first based on the concept of Kotler (1965) to systematically and academically

describe this phenomenon, especially, in Thailand context.

Recommendation/implication

Recommendation/implication for research field: The objective of this article to purpose
the behavioral models for analyzing buyers (Kotler, 1965) to analyzing camera Eat first
phenomenon based on the theoretical framework without empirical research to endorse for

developing the behavioral models for analyzing buyers, especially in Thailand context.
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Furthermore, the previous researchers called for study to verify this model in different context
to empirically extend the generalization of this theory (Torlak, Demir, & Budur, 2020; Zhang,
Xu, Zhao, & Yu, 2018). Accordingly, the further study should review the related literature to
prove the relationship and impact among the variables, and design the appropriately
methodology to develop the conceptual framework and hypotheses to explain the camera
eat first phenomenon based on the concept of Kotler (1965) empirically.
Recommendation/implication for café: Firstly, the café should set their price which
reflected the quality and value of product and services, also consider the atmosphere and
styles of café which aligned that their products and services. For instance, creating a coffee and
cake menu approximately 100 — 200 baht based on decorating which represented the
uniqueness of café to go viral on social media and channels of communication. Furthermore,
the café should apply the food styling and food photography techniques which encouraged
the degree of attractiveness from customer to intent to purchase and take a photo of products
and styles of café (Vijitbunyanon, 2019). Secondly, the café should start to communicate and
advertise the product, service, atmosphere, and style of café from social media which
stimulated effectively and directly to the segmented customers. Hence, creating the Facebook
page for commercial and Instagram account for café are the starting point to present and
stimulate the segmented customers about the product, service, and atmosphere which
contains the uniqueness of styles which attracted and convinced the intention of customers
to purchase. Lastly, when the segmented customers perceived the information which
stimulated by café when they feed their Facebook or Instagram and find that among of their
friends or following take a photo and share the product, service, atmosphere of café. The
segmented customers going to purchase, take a photo, and share their picture to their social
media account, likewise, it seems directly communicate and advertise about the café to the
potential customers as the way to increase the revenue from this era.
Recommendation/implication for customer: According to this articles, we cannot
denied that people nowadays are communicated by using communication technology a
lot. A high technology of mobile phone makes people create a content much more easier
comparing to the past and can transferred to social network at the moment they take a
photo and edited in their own mobile phone. The study of Mauri et al. showed that people

love to post and share their moment to social network and receiving feedback. Since
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positive feedback or Like responses trigger our brain satisfaction hormone as a reward
(Mauri, Cipresso, Balgera, Villamira, & Riva, 2011), so whenever we need support or would
like to have a responses comment from the other, we always post it on social network.
Hence everyone would like to have a positive feedback on their post, photographing
technique and photo edited skill are need in creating attractive comment. The focal length
and aperture of mobile phone’s camera lens is limit most of mobile phone’s camera in
the market equipped with wide angle lens, photograph mobile phones usually equipped
with 2 more lens which are tele-phot and ultra-wide cover the length from 14-58 mm. in
full frame format. The technique using in taking a photo from mobile phone usually
involved wide angle composition which sometimes we need a props to make food stand
out. Photo editor application also the must have to be installed to edit the photo before
posted since they can create mood and tone of your photo and making a style for your
album (Soledad Food, 2017). They also use in suspending some feature that mobile
phone’s camera cannot do such as cropping picture to create macro-photography. Some
of social network application like Instagram, Facebook or line come with simply photo
editor feature which confirm how important and popularity of using those application. For
professional photographer, a setting of shoot scene to create more sophisticated elegant
food photo need to be prepare with a lot of equipment to achieve the request from
customer. Whatever technique photographer uses the only objective of food photo is to
attract audiences, trigger decision behavior and make them would like to experience the

food in the restaurant (See Figure 8).
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ene soledad.pencidesign.com < 5

HOME supers™"  FEATURES v RECIPES v VEGETARIANS v RECIPESINDEX v  PORTFOLIO v SHOP fverootas Q

Soledad Food

food blog wordpress theme

July 7,207

ABOUT ME

%

Hi, I'm Sonia, Cooking is the way | express my creative

side to the world. Welcome to my Kitchen Corner on
the Internet!

KEEP IN TOUCH

Figure 8: Style of food blogger showing same mood and tone for overall picture in album
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