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Keynote Speaker

Professor Dr. Guo-Ming Chen

Email Contact:

Brief Biography

Guo-Ming Chen is Professor of Communication Studies at

the University of Rhode Island. He was the recipient of the 1987
outstanding dissertation award presented by the NCA International and Intercultural
Communication Division. Chen is the founding president of the Association for Chinese
Communication Studies. He served as Chair of the ECA Intercultural Communication Interest
Group and at-large member of the SCA Legislative Council, and the President of International
Association for Intercultural Communication Studies (IAICS). Currently, he is the co-editor of
the journal of China Media Research.

Chen’s primary research interests are in intercultural/organizational/global
communication and Chinese communication behaviors. In addition to receiving various awards
and honors, Chen has published more than 150 papers, book chapters, and essays in
Communication Quarterly, Communication Yearbook, Journal of Asian Communication,
International Journal of Intercultural Relations, Journal of Cross-Cultural Psychology,
Journal of Psychology, China Media Research, Death Studies, Communication Research

Reports, Intercultural Communication Studies and others.

Chen (co) authored and (co) edited 40 books and journal special issues, including
Foundations of Intercultural Communication, Communication and Global Society, Dialogue
among Diversities, A Study of Intercultural Communication Competence, Chinese Conflict
Management and Resolution, Introduction to Intercultural Communication, Theories and
Principles of Chinese Communication, Chinese Perspective of Conflict Management and
Resolution, Asian Perspective of Culture and communication, Communication Research

Methods, Communication Theories, and others.

Chen continues to be active in teaching, scholarship and in professional, university,

and community services.



Mr. Kitti Pornsiwakit

The President of Association of Thai Tourism Marketing (ATTM)
Digital Entrepreneur | Business Consultant | Innovation

Email Contact:

Education

Panel Discussion

Master of Business Administration - STAMFORD

International University

Mini Master of Business Administration - Innovative Marketing
University of the Thai Chamber Commerce, UTCC

Civil Engineering - Construction Management & Project Management
King Mongkut's University of Technology Thonburi, KMUTT

Work Experience

Jul 2013 - Present

CEO - KIT Development Group

Strategy Consultant, Innovation for Hotel, Travel, and Real Estate.
Feb 2017 — Present

CEO - TRIPWARP.com

B2B Marketplace & Digital Platform for Travel & Medical Industry
Feb 2013 — Present

CEO - SITA Imprezzo

Bird’s Nest, Beauty & Healthy Products Manufacturer & Distributor
Sep 2017 - Present

CEO - glurr.com

No.1 Social Network & Community for University Students

May 2016 — Present

CEO - The STEP Sathon

Lean Hotel managed by Cloud-hosted Property Management System with Real-Time

Monitoring and Dynamics Pricing Strategy.



FEB 2018 — Present

CEO - Mangkud Corp

SMART HR, Workforce Planning & Payroll Management
Apr 2001 - OCT 2014

CMO - GENEX Solutions

Hotel PMS, Digital Marketing, Financial, Supply Chain, Human Resource &
Workforce Optimization Solution

May 2014 — SEP 2016

Regional Director *Guestline UK

Leading Cloud-based PMS & Hotel Distribution Platform
2015 - 2017

Director & Consultant ¢ Thaisri Insurance PLC

Organization & Technology Development Committee

Social & Education VVolunteer

NOV 2018 — Present

AVP - Tourism Council of Thailand

Apr 2018 — Present

President - ASSQciation of Thai Tourism Marketing

JUL 2018 — Present

VP Tourism Cluster - THAI SME Federation

Special Instructor — Ministry of Commerce

Affluent Tourism, Wellness & Medical Tourism Industry

Special Instructor - Dusit Thani College, Walailuk University, SWU (Prasarnmitr),

Stamford International University & Pitsanulok Univrersity

Topics - Digital Marketing, Hotel & Travel Management, Trend & Innovation, Digital

Entrepreneurship, Operation 4.0, Travel 4.0



Panel Discussion

Mr. Chamreon Visavachaipan

Email Contact:

SUMMARY': 25 years in United State (1969 — 1994) bachelor’s degree in

Electronics Engineering Technology (DeVry University.
Chicago, U.S.A. 1973) Held employment of several Technical
Staff position and a 10 years Business Owner prior to returning
to Thailand.

Work Experience:

April 2007 — Present

Jetour (Thailand) Co., Ltd.

Chief Executive Officer

Land operator for inbound tour

Official ticket agent for 2008 Beijing Olympic Games, 2010 Guangzhou Asian Games
and 2012 London Olympic Games

2001 - Present

e-Discovery Co., Ltd

Chief Executive Officer

Computer System Integrator

1999 - 2001

Semiconductor Venture International Plc.

Sr. Manager. Program Management

1995 - 1998

Submicron Technology Plc.

Corporate Services. Responsible for the start up of a state of the art Wafer Fabrication
facility.

1984 - 1994

V-Tech INC.

Business owner. Design and manufacturing cash register (POS) for Central Florida

Burger King.



e 1973-1984
Technical Staff for several companies:
Stromberg Carlson Corp (Subsidiary of Siemens) Design Digital Central Office
telephone system.
e 1979-1981
Design flight trainer for American Airline (USA)



Panel Discussion

Dr. Katonchalee Sookphate

Former Intercontinental Stations Services Division Manager.
Thai Airways International Public Company Limited.

Guest Lecturer and Speaker for Private and Government
University. Topic: Aviation Industry

Email Contact: fra.thaiairways@gmail.com

Education:

Ramkhamhaeng University
e Ph.D. Doctor of Philosophy Human Resource Branch,
e Master of Public Administration

e Bachelor’s degree Bachelor of Arts Political Science

Certificate:
e Leisure Leader : Ramkhamhaeng University
e Middle Management : Chulalongkorn University
e Personality & Social Etiquette : John Robert Power, Personal Development

Institute

e Leadership : SOL (Social for Organization Learning, USA)
e Management Certificate : Eastern Asia University
e Mini MBA : University of the Thai Chamber of Commrce
e Public Speaking : MTL (Management Training Limited: MTL)
e Strategies of training for trainers : Sukhothai Thammathirat Open University

Work Experience:
e 2015 - Present
Guest Lecturer and Speaker for Private and Government University. Government
Office and Private Company. Topic: Aviation Industry (in Passenger Ground Services,
Customer Services, Airline Operations Management, Station Services) Personality & Social

Etiquette, Leadership, Services and Public Speaking.



1980 - 2017

Thai Airways International Public Company Limited, BKK
2012-2017

Intercontinental Station Services Division Manager
Recovery Management Team of TG-Flight Operations after Bomb Blast at Brussels
Airport/Belgium

TG Passenger Services Delivery Department Manager
2008-2012

Airport Services Manager at Frankfurt Station/Germany
Royal Family and VVIP Flight Operations Supporting Management Team in Germany
2005-2008

Duty Manager at BKK-Station

2003-2005

Ground Flight Manager, In-house Instructor

Station Relieve at MXP-Airport/Italy

2001-2003

Assistant Station Manager at Taipei Station/Taiwan
1994-2001

Ground Flight Manager

1992-1994

Senior Supervisor

1980-1992

Ground Staff, Senior Ground Staff, Supervisor
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(Potential Development of Organizing Marathon Event in Bangkok

to Support Sport Tourism)
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ABSTRACT

This research aims to study the behavior of marathon participants in Bangkok and to
study the potential of organizing marathon event in Bangkok. The sample group is the
participants who had joined the marathon competition in Bangkok. There are 400 persons for
the sample group. Methodology of collecting data is the questionnaire and analyzes the data by
using percentage, means, standard deviation, t-test value, and One Way ANOVA. In case of
founding the statistical significant differences, the Scheffe’s test will be used.

The findings were concluded that the behavior of most marathon participants in
Bangkok used to participate the mini-marathon competition for their first time and the event
they participated was held and organized by the private organization. The opinions of most
marathon participants in Bangkok are that there are 4 aspects of the organization of marathon
event in Bangkok which are competition as they give their attention to the atmosphere of the
event first and souvenirs, running pathway as they mainly give the attention to the distances
and safety of the pathway of the competition, facilities as they focus on the drink service point
during the competition, and news and information as they give their attention on information

service from the staff from different points. Overall of the 4 aspects are in the good level. The
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results from examining hypothesis were found that different behaviors of the marathon
participants affect the potential of organizing the event in Bangkok which has no difference in
statistical significant at 0.05 from mentioned above. The ways to develop the potential of
organizing the marathon event in Bangkok should be given the attention to the atmosphere,
distances, safety of the running pathway, drink service point during the competition, as well as
information service from staff in different points. It is able to upgrade and will make the
marathon event that held in Bangkok turning into the world class marathon, which there will
have the people from any places to come and join this event at once in their life.
KEYWORDS: Tourism, Sport Tourism, Marathon, Potential of Organizing Marathon

Event, Behavior of Marathon Participants
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(A Study of Cycling for tourism in Kanchanaburi Province)
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ABSTRACT

This research is about the study of cycling for tourism in Kanchanaburi province. It
aims to 1) study the behavior of the tourist who cycling to travel and 2) study the readiness of
the cycling pathway for tourism. The sample group is the representatives of cyclist club and
cyclist tourists about 400 persons by using accidental sampling. The methodology in this
research is the questionnaire which asks the reliability coefficients at 0.94. The statistic in this
research includes percentage, means, standard deviation, and t-test, One Way ANOVA with
statistical significant at 0.05. The data were collected by searching from the textbook and
relevant documents with this research.

The findings can be concluded that most cyclist tourists will have reason to become
interested in cycling activities for health first will have a frequency of spinning 1-2 times a
week which has 1-3 years of experience in cycling for tourism by spinning with friends / clubs
popular to spin around the park Most tourist attractions will go bridge on the river kwai which
cyclists tourists have commented that the availability of bicycle routes, including route
management will give priority to determination of cycling routes that are suitable for road
conditions that pass through the bicycle path And safety for tourists, cyclists and general people
who use roads in general traffic public relations will give priority to providing information
services from staff at various points is primarily a facility will give priority to The security

management of officers along various routes in Kanchanaburi Which is the most important
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thing to be aware of in this area first and the last the physical characteristics of the bike path
will give priority to continuity of cycling routes And the amount of cars on the cycling route
as a whole, including the four areas mentioned above will be satisfied at a high level. As for
the hypothesis testing, it was found that the different behaviors of tourists who cycled for
tourism affected the opinions about the readiness of bicycle routes for tourism that were not
significantly different at Level 0.05.

KEYWORDS: Tourism, Cycling for Tourism, Cycling Pathway, Readiness of Cycling
Pathway, Kanchanaburi Province
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(Guidelines for Effective Development in Cultural Tourism Management of

Thai Song Dam Village in Suphanburi Province)
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ABSTRACT

The objectives of this research were (1) to investigate the levels of local community
participation in Thai Song Dam village cultural tourism (2) to explore factors affecting local
participation in Cultural Tourism and (3) to study guideline for effective development in
Cultural Tourism Management of Thai Song Dam Village in Suphanburi Province.

The data was collected by using questionnaires with 400 respondents from local Thai
Song Dam Village in Suphanburi Province during the period of November 2017. The
quantitative data collected from the survey were analyzed using descriptive statistics to find
frequencies, percentage, mean, t-test and One-way ANOVA.

The results of this study showed that majority of the respondents was male (214 persons
=53.5%), 20 - 35 year old age group (185 persons = 46.3%), married (228 persons = 57%),
undergraduate (208 persons = 52%), student (144 persons = 36%), monthly income below
6,000 Baht (146 persons = 36.5%), period of residence in Thai Song Dam Village community
for more than 10 years (176 persons = 44%), and monthly income from tourism 12,000 —
15,000 Baht (173 persons = 43.3%).

The finding of the study of the environmental factors affecting the local people
participation in cultural tourism management of Thai Song Dam Village in Suphanburi
province indicated that the levels of local community participation in Thai Song Dam village
cultural tourism is at high level. The factors that affect local participation in Cultural Tourism
the most is the economics factor; ranked first in terms of mean score (Mean = 4.35). While
second is the social factor (Mean = 4.32), third is environmental factors (Mean = 4.28), and

fourth is cultural factors (Mean = 4.2).
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Most of respondents ranked the “Strongly Agree” level for their participation in tourism
management in the village of Thai Son District, Suphanburi Province. When considered in each
aspect, it showed that local people participated in decision-making the most (Mean = 4.37);
ranked at the highest levels of all aspects in terms of mean score, follow by project evaluation
(Mean = 4.36), receiving benefits (Mean = 4.27) and project implementation (Mean = 4.14).

The result of data analysis on demographic of local people in this study indicated that
gender, age and education level differences related to different level of participation in tourism
management of Thai Song Dam village cultural tourism, with statistically significant at 0.05
level of confidence. Therefore, it accepted hypotheses. However, marital status, occupation,
monthly income, length of residence period and monthly income gaining from tourism showed
statistically non-significant differences at 0.05 level of confidence, thus rejecting the set
hypotheses.

The result of hypothesis classified by factors affecting the cultural tourism and level of
participation in the management of tourism, it was found that economic, social, and cultural
and environment had significant differences at 0.05 level of confidence, therefore, accepting
hypotheses.

KEYWORDS: Participation, Tourism Management, Cultural Tourism, Thai Song Dam
Village
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(Guidelines for the Development of Nonthaburi Market Area, Nonthaburi

Province As a Tourist Destination)

o8 Wivsa
WINeSegIIATUTng
110/1-4 auw UTen¥U WU Y9a89%84 199 UANE NTUNNUUAT 10210

yositaphetdee@gmail.com

ABSTRACT

The research guidelines for the development of Nonthaburi Market Area, Nonthaburi
Province as a Tourist Destination of this study are to study strengths, weaknesses,
opportunities, and threats of tourist destinations in the Nonthaburi market area, explore the
opinions of stakeholders towards tourist attractions in the Nonthaburi’s market area. The
samples for this research were collected by interviewing 46 respondents, divided into five
groups: 8 residents; 9 shop owners; 8 government officiers; 13 Thai tourists, and 8 foreign
tourists.

The results revealed that the major strengths of the Nonthaburi’s market area are the
transportation accesses, suitable location and various widely-known restaurants . The weakness
is that the Nonthaburi’s market area has deteriorated; there were no tourist service center and
no signs in English. The opportunities are if there is cooperation in all sectors, helping to
develop public relations and improving the place as the tourist area of the Nonthaburi’s market
has grown, there will be more opportunities for development in this area to be a quality tourist
attraction. The threats are that the development period may be an obstacle because the
entrepreneurs may not believe that it will be completed in time as specified and may lack the
cooperation of each department’s guidelines for the development of tourist attraction in the
Nonthaburi’s market area. The Municipalities or related agencies should perform as follows:
1. pay attention to take care and improve this place increasingly to create a quality and exciting
tourist attraction and attract tourist visits. 2. hold a meeting to discuss between officials and
entrepreneurs for purposes of improvement within a specified time in order to improve the area.
3. establish a tourist service center located beside the Nonthaburi’s dam or important points

with signs. 4. produce more leaflets, banners or public relations through various online media
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increasingly. 5. provide more toilets and parking areas to support tourist visits and more staffs
to take care in case of safety and cleanliness.
KEYWORDS: Guidelines for The Development, Nonthaburi Market Area
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ABSTRACT

This qualitative research aims to preliminarily provide a better understanding of
community-based tourism management participation. The focus of this exploration is on local
Bangpat community, which is a coastal community located in Muang Phang-nga. A focus
group with nine locals are utilized. The content analyses show locals in the coastal village
appear lack of knowledge on community-based tourism management. Moreover, they do not
pay enough attention of tourism management participation. Nevertheless, it is evident that
locals are confident in the success of their community-based tourism activities. This is because
of their rich coastal resources, exists of the community’s regulations for sustainable economy
and local community. The results can be adopted as a guideline for development of sustainable
community based-tourism management.

KEYWORDS: Community-Based Tourism, Bangpat, Participation
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(The Potential of Agro-Tourism for Learning in

Agricultural Community Enterprises, Ratchaburi Province)
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ABSTRACT

This research was aimed to study the potential of agro-tourism for learning in
agricultural community enterprises, Ratchaburi Province; and to suggest guidelines on the
development of the potential of agro-tourism for learning in agricultural community
enterprises, Ratchaburi Province. It was a mixed method research between quantitative and
qualitative research. The samples included 400 visitors in agricultural community enterprises,
Ratchaburi Province; 23 informants of tourism, agriculture, and accommodation business; and
58 chairpersons or representatives of the community enterprise. The research instruments were
questionnaires, in-depth interview, participant & non-participant observations, and focus
group. Descriptive statistics were used for data as well as content analysis.

The findings revealed that most of 400 visitors in agricultural community enterprises,
Ratchaburi Province, were female; age between 18-40 years; married; graduated with
diplomas; worked for the government and local administrative organizations; gained average
income between 10,001 — 20,000 baht. The main objective for coming was to observe/learn
from the source. They showed higher satisfaction than expectation. 58 agricultural community
enterprises consisted of 44 processing groups and 14 vegetable production with the potential
of agro-tourism for learning in 4 aspects; i.e., 1) the role model of community business conduct,
2) new theory of agriculture, 3) transfer of knowledge and wisdom on fruit and vegetable
production, and 4) transfer of knowledge and wisdom on community product processing into
snacks, chili sauces, drinks, herbs, and food. Regarding the suggestions for the development of
the potential of community enterprises, there should be more PR channels through technologies
in order to create perception in wider areas. Activities connecting with community attractions,
tourism business, or local service business should also be held and combined with learning

activities of agricultural community enterprises, Ratchaburi Province.
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(The Innovation for Sustainable System Conservation of Elephants,

Maha Sarakham Province)
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ABSTRACT

This academic article aimed to study the innovation for sustainable system conservation
of elephants, Maha Sarakham Province and to model the development of Thai elephant
conservation. The sample group in this study was a specific interview with elephant mahouts,
elephant caretakers, employees and elephant visitors at Suan Pa Phutthasathan Su Pradit
Temple, Na Kha Sub-District, Wapee Pathum District, Maha Sarakham Province. The initiator
of this place is Luang Pu Khruba Thammunee; to help elephants who had a history of hurting
people and can not work for tourists to ride as usual; currently has a total of 10 elephants.

The study found that the innovation for sustainable system conservation of elephants,
Maha Sarakham Province caused the elephant dung coffee production; named Chang
Thongkhum (Golden Elephant) which is the most expensive coffee in the world; 4,0000 baht
per kilogram. The systematic conservation of elephants that was clearly visible was the idea of
elephant dung coffee production which caused to let the elephants ate ripe Arabica coffee
cherries and excreted. The idea caused the elephant dung coffee production. There were both
Drip Coffee and 100% Arabica freshly ground coffee. And the addition of other products such
as the Chang Thongkhum water cylinder. The income after deducting expenses from the
distribution of the elephant dung coffee products will be used as a capital for serious care and
conservation of the whole system to allow elephants to have housing, food, medicine, and good
parenting; do not want elephants to work hard.

At Suan Pa Phutthasathan Su Pradit Temple, there is a famous elephant named "Plai
Ekachai". He is the 33-year-old young elephant with special characteristics, the Bureau of the
Royal Household including experts to examine the appearance, appearing to have many special

features that correspond to the characteristics of the white elephant with 7 qualities: white eyes,
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white palate, white toenails, white hair, white skin, white tail hair and genitals which is
currently in the process of requesting a royal offering "Plai Ekachai” to His Majesty King Maha
Vajiralongkorn Phra Vajiraklaochaoyuhua (King Rama X).

KEYWORDS: Innovation for Sustainable System Conservation of Elephants, Elephant

Dung Coffee, Plai Ekachai, Maha Sarakham Province
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(Guidelines for Promoting Health Tourism: A Case study of Krung Ching Hot
Spring, Nupphitum District, Nakhon Si Thammarat Province)
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ABSTRACT

The research aims to study the guidelines for promoting health tourism: a case study of
Krung Ching hot spring, Nupphitum District, Nakhon Si Thammarat Province in October 2018
until 30 April 2019. The target group of this research is Thai tourists who travel in Nupphitum
district, Nakhon Si Thammarat province. The data are collects by using questionnaire as
research tool and 400 people. It will show the derived from sample random sampling. The data
are analyzing with statistical analysis software thought descriptive statistics, including
frequency, percentage, mean, and standard deviation. As for inferential statistics, including
Independent t-test and One-way ANOVA are also use to analyze and used multiple
comparisons by Sheffe

The results of the study showed that most tourists were female, aged between 21 - 30
years, with education level bachelor's degree. Most of them work in private business. Most
have married conditions and have a monthly income of 20,000 -30,000baht. 2. The study results
of tourist’s behavior found that most Thai tourists have been The reason for traveling is for

health. Will come on holiday / weekend. There are many expectations in tourism. Is to improve
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health, is domiciled in the southern region and get information from friends and others.They
are influential in making travel decisions, with about 2-4 people traveling by private cars and
coming back to visit here again.3. The results of the study of motivation affecting the decision
to travel health tourism found that most of the samples had the highest level of motivation. Is
physical / psychological and have a high level of motivation when considering each aspect is
entertainment and things to enjoy Social and cultural aspects respectively.

KEYWORDS: Promoting, Health Tourism, Krung Ching Hot Spring
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ABSTRACT

This article is aim to study the effect of Town development which impact on the status
transformation from the first seaside resort in the western coast of elites to a well-known tourist
destination nowadays. Beginning with the railway construction of the southern line especially
when it connected with Malaya railway which makes inter rail transportation more
convenience. The railway is lay through Hua Hin. Together with land transportation
development and tourism promotion by government came to there. One of the most crucial
factor is tourism development policy which link within the region and across, all of that, led to
economic, social and physical impacts. Therefore, objectives of this article are 1.to study the
effect of town development in economic, social and town’s physical 2.to introduce the
appropriate management plan for sustainable tourism of this destination.

The result of study found that the development of transportation system and tourism
promotion policy of state and private sector included the project of regional tourism
development and across the region that impact on Hua Hin rapid and dramatic change. Without
the appropriate management plan, the development will be limited in particular area and can
be impact on tourism as well. The recommendation for the solution are strict law enforcement,
the consideration of accommodate and appropriate town development policy to compatible
with the physical status in present. The sustainable tourism promotion of state and the most
important is the participation of local in the community or to be part of town development and
tourism management. All of these are a fundamental collection of town development impact
data from past to present of Hua Hin, also can be a data base for further study in design and
sustainable town development in the future.

KEYWORDS: Hua Hin, impact, town development, sustainable tourism
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(Guidelines for Creative Tourism Development of

Sukorn Island Community Based Tourism of Palian District Trang Province)
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ABSTRACT

This article is intended to propose guidelines for creative tourism development of
Sukorn Island Community Based Tourism of Palian District, Trang Province. Its study the
element of tourist attraction according to the area context and community ways in the Sukorn
Island area, Palian District, Trang Province. And its study concepts and theories of creative
tourism and community based-tourism. From the study, its found that: 1. The community must
use sustainable tourism management principles that its should be a study to plan the
conservation of natural resources, historical, cultural, and other tourism resources in order to
be able to use continuously in the future. 2. Its participate in learning, art, culture, way of life,
wisdom, identity/local identity between tourist and host. Its create a local involvement process
that local people participate in appropriate and effective management, according to the
principles of community based-tourism management. And 3. The bond between tourists and
host focus on the training of host that is hospitable and friendly. Giving advice and Assistance
from host, its will make tourists impress and considered as a good host. And good
communication and marketing, its define marketing communication strategies which clearly
uses marketing communication principles as telling story by people in the community for a

deep and accessible trip.
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(The Level of Opinion on Factors Affecting the Motivation in Decision Making

of Employees in Medium-sized Hotels in Koh Chang area, Trad)
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ABSTRACT

The purpose of this research was to study the level of opinion on factors affecting the
motivation in decision making of employees in medium-sized hotels and to compare the
demographic factors affecting the motivation in decision making of employees in the Koh
Chang area, Trad by using the quantitative method through questionnaire to study the sample’s
opinions. The study was found that majority of the respondents had opinions on the motivation
in decision making of employees in medium-sized hotels in the Koh Chang area is at a high
level. Considering each aspect, it was found that responsibility, achievement, supervision,
interpersonal relations, work itself, recognition, working conditions, company policies and
administration, job security and salary and welfare affect the decision making of hotel
employees at the highest level respectively. Career advancement affects the decision making
of hotel employees at a moderate level. The research also found that personal characteristics
including gender, education and hotel business characteristics affected the motivation in
decision making of employees in medium-sized hotels in Koh Chang differently at the
significant level.

KEYWORDS: Factors affecting motivation in decision making, Hotel Employees,

Medium-size hotels in Koh Chang
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(The Opinion Level of a Full Service Airline’s Flight Attendant on Flight

Purser’s Leadership and Flight Attendant’s Service Efficiency Performance)
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ABSTRACT

The objectives of this full service airline case study research aims to 1) Determine the
flight attendant’s opinion level towards flight purser’s leadership 2) Determine the flight
attendant’s opinion level towards their service efficiency performance. This study was
conducted based on a quantitative method using questionnaires. Results of this study found that
the majority of respondents have a high opinion level on both aspects of flight purser’s
leadership. Considering each aspect, relationship-oriented leader has a higher mean score than
task-oriented leader. For the opinion level towards flight attendant’s service efficiency
performance; equitable service has the highest mean score followed by ample service, timely
service, continuous service and progression service respectively.

KEYWORDS: Leadership, Service Efficiency Performance, Flight Purser, Cabin Crew,
Full Service Airline
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(The Opinion Level of Full Service Airline Cabin Crew on Motivation factors

and Maintenance factors affecting on career development)
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ABSTRACT

The objective of this research is to study the level of opinions of the full service airlines
cabin crew on motivation factors affecting on career development and study the level of
opinions of the full service airlines cabin crew on maintenance factors affecting on career
development by using the quantitative method through questionnaire developed by the
researcher to study the sample’s opinions of 131 cabin crew. SPSS program were used to
analyzed the data. The results of this study indicate that the highest mean of motivation factors
was responsibility. The highest mean of maintenance factor is interpersonal relation. And The
highest mean of the career development was about money.

KEYWORDS: Motivation factors and Maintenance factors, Career development, Full

service airline, Cabin crew
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(The 7cs Marketing Composition Factors Influencing Decision Making Of

Foreign Customers To Choose Boutique Hotels In Bangkok)
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ABSTRACT

This research aimed to study the 7Cs marketing composition factors influencing
decision making of foreign customers to choose boutique hotels in Bangkok. The samples were
400 foreigners. The data was collected by questionnaires with I0C of 0.95 The descriptive
statistics used for data analysis were frequency, percentage, mean and standard deviation. The
inferential statistics including relationship between variables used Pearson’s correlation
coefficient was also employed with statistically significance at 0.05

The results of the study revealed that foreign customers tourist, overall highly agreed

upon the 7Cs of the marketing mix (x = 4.14, S.D. = 0.64) and their overall opinions regarding
to the decision making to choose Boutique hotels were in high level (x = 4.20, S.D. = 0.81)
The results of 7Cs marketing composition factors in the field of caring was highest level and
value customer, cost, convenience, comfort, communication, and complete were high level
respectively had influenced on foreign customers of decision making to choose Boutique hotel
in Bangkok

KEYWORDS: 7Cs marketing composition, Boutique hotels, Foreign customers
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ABSTRACT

This study purposes aim to 1) examine various demographic factors affecting brand
awareness of Bangkok Airways, 2) to examine marketing components impact on brand
awareness of Bangkok Airways and 3) to investigate new approaches to improving the
influence towards brand awareness of Bangkok Airways. This qualitative research selected the
group of airline customers in Bangkok area who traveled with Bangkok Airways and applied
questionnaires as a tool to collect data from 102 customers. data were statistically analyzed
using percentage, average, frequency, standard deviation, one-way ANOVA and multiple
regression analysis. The results of hypothesis testing showed that the demographical factors
such as gender, age, occupation, status, marital status and monthly average income of the
customers affecting satisfaction was not significantly different. However, the marketing
components such as product, price, distribution channel, marketing support, service staff and
physical presence significantly impact on brand awareness of Bangkok Airways which
significantly resulted in statistical number of 0.05.

KEYWORDS: Marketing Mix Factors, Brand Equity, Airline
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ABSTRACT
This study aims to 1. Study the opinions of foreign tourists towards loyalty in travelling
Bangla Walking Street in Patong, Phuket Province, and 2. Study factors affecting to Loyalty
for foreign tourists travelling to Bangla Walking Street in Patong, Phuket Province. The sample
groups used in this research were 384 foreign tourists travelling to Bangla Walking Street in
Patong, Phuket Province. The tools used in this research were questionnaire. The statistics used
in data analysis were Statistical Package for the Social Science by using descriptive statistics,
namely, frequency, percentage mean and standard deviation in analyzing general data, tourist
behaviors, and opinions towards marketing mixes and loyalty data of foreign tourists, by using
inferential statistics or hypothesis testing statistics, t-test and ANOVA in testing difference
between or among 2 sample groups or more so as to analyze the difference on demography
towards loyalty of foreign tourists traveling to Bangla Walking Street in Patong, Phuket
Province, by using Pearson Correlation Analysis, and Multiple Regression Analysis.
According to the research, most of foreign tourists answering the questionnaires were
male, aged 31-40 years, being employees of private companies, having monthly income during
1,501-2,500 US dollar, having completed bachelor’s degree and having single status.
According to the comparison, the data on demography and loyalty, foreign tourists who
have different status had different opinion towards loyalty on positive word of mouth, revisiting
and satisfaction as different at the statistical significance in the level 0.05. Marketing mixes
influencing the loyalty on positive word of mouth was place. The marketing mixes influencing
the loyalty on revisiting were products and place. The marketing mixes influencing the loyalty
on share of wallet were products and place. The marketing mixes influencing the loyalty on trust was
place. and the marketing mixes influencing the loyalty on satisfaction were products and place.
KEYWORDS: Loyalty, Marketing Mix, Bangla Walking Street, Phuket Province

a4 oA o 9 a & A
5’1EN']uﬁ“ULu@ﬂﬂ’]ﬂﬂ’]’iﬂib"qm’mﬁﬂﬂ’ﬁwﬁJ‘U'](?] AN 3 | 37



775/@7145’1/417@@mnmﬁhm;;ﬁmn7553@”1/%75 PRV

pwdiduvesnisviaudies msuinig uasesznaunislueawandi
PaENITINNITMISTaNTET aoTusadaiaUSITAERS 23 SoMAN A, 2562
unAINi 1903116

a

o o 3 A = a 3 CY ] a 1 ada
MUY UNIRNUIZAIA 1) INBANYIAUAALAUYDIUNNBDINEIFIIN NNV IANUADAIY

q

v v a ' d' o 1 [ [ [ A [ ]
95nANAIUNITUIMBUTNLIAULUI9ET fuaUInes PWHINNLNG 2) WaAnwUadudIulszaunig

n1seatnfiddvinasanuasindndlunisuiviesiierauuuiaan dvalines Saninguin ngu

#7198197 1 UNII0AD TNBUNIVIIRIIRNLAUNIINIVDWALINUUVIET H1UaUInDd 39179

[ o

Q4hin 319w 384 Au insesllenldlumsidedunuuasunu adfnldlumsinseitoya Tolusunsy

Y

o

dusaguiieseiaianedinuenans lneldadfdanssaun (Descriptive Statistics) laun aa1ud
(Frequency) An3aeaz (Percentage) ALady (Mean) wagdiuidsuuunnsgu (Standard Deviation)

lun1simsgideyanily wgRnssunisveaiien deyaninuamiuiefuladediudszaunis

kY

nsnanlarleyanINTNINAveinTieueI¥1I19R IdatiAliseyunu (Inferential Statistics)

=) a

NT0a0ALTMAADUANURAFIU adF t-test kaz ANOVA Na@aUANUBANAIITENINNANRAEYRINGY

a o o

) ' 1 =~ a ¢ | % YR | Y

A19819 2 nauduly waziieliinszranuuwnndsiiudadediuyanaseninuasindnfadns
JNNDUA8IB1IRN19IR L UNITUNYIDUAEIAUUUI9EAT A1uat19e9 f\“fwi’mﬁm Tdadfn5As1E9
avdusius (Pearson Correlation) amé’mﬁuﬁlwuwmm (Multiple Correlation Analysis) N5LATIZH

ANUaAnRELlNAN (Multiple Regression Analysis) Han1539eWUd1 Unviaaiiedvif1auaineuy

I IS

! [ 1 = [ Y a o = Vo1 A
LL‘U‘UﬁEJUO’]iJﬁ’JUI%QJ}LUULWWZﬂEJ MYITWIN 31-40 U 14213 WUUNUNIUUIYNLDNTU m’lstmmamau

a =

1,501-2,500 noaaisansy dseaunisdnwluseauiiyaes wasiianiuninlan

'
v W aaa

HanisiIsuiisudeyanuladediuyanatuanuassndnanudn dnvieaiieiganefng

a v

A0NUNTNANTALANANAU TAMUAALTAULASIAUAIILAISNANAGIUNITUDNADLTIUIN A1TASULN

aaa

NoUNEI9T LazgAuNInela wansenuegeiited1Agnsadainszau 0.05 d@uUszaunin1nain

PUBNSNAADANNIITAANAAIUNITUDNFHDLTIUIN bAA AIULDINIINITININVUNY FIUUTZEUNS

'
a

A15AIANLDNTNAMBAINNAISNANAAIUNITNAULINBUNSITT AN ATUNAAAN LALAIUTDINII

NNSIMINNUY AIUUTEAUNINITHAINNLDNTNAaRDAIINITNANAA1UN1SH drusinlun1sundeg

1Y a [ 1

TAWA ATUNANA A LAEAIUTBINIINITININNUY FIUUTLAUNIINITNAIANLDNSWasaAI1Y

v W a 1

INANAAUAMULTDIU TAKA ATUYDINIINITIAINNUNE AIUUTLAUNIINITNANNNTDNTNamRDAINY
v [} Y a v '3

3NANAAIUAMUTINDTA TALA AUNANAN LALAIUYDINIINITIAINNLUNE

AIEAY: APNISNANG FIUUTZAUNNNITAAIN OUUUNAT S99 TR

a4 oA o 9 a & A
5’]EN'mﬁ“ULu@ﬂﬂ’]ﬂﬂ’]’iﬂi:ﬁ‘qm’)?ﬂﬂ’]’ii%@U‘lﬂ@ AN 3 | 38



FINIWFUTI9INMITUT YU TVIMITTEAUTIA ATIT] 3
AIMeE TN TSYIRNTED N15USNIT kazgUseneunisluganandu

ABIENTITIANITATSBNE AOIUUTUANRAIUSISIaNS 23 §9%IAN W.A. 2562

unmIT 1903117

TumanisainsuszaunsaluazadunsladednvasgndnsalAinergsianunanisiad

(Model for creating customer experiences and repeat purchase intentions of

customers in the case of Starbucks coffee business)

WEAIAIFNTI FTTN
anfuduninimuuImsenans
118 My 3 aUWES MY UYIARDIAY LWALeNET NTUMNEILAT 10240

Nattapawee_srifa@hotmail.com

ABSTRACT

The coffee industry is an interesting business that has attracted new entrepreneurs in an
intensive way, that it has resulted in different intense competitions. Which means, these group
of people are discovering Service Innovative and Marketing Innovation used for business
operations. This article aims to study services that affect the user experience of Starbucks and
the factors affecting the repurchase intent of customers by a comprehensive study about Service
Innovative and Marketing Innovation. The researchers discussed the history of the Starbucks
business and Review related literature about the consumer behavior concepts. Creating a user
experience that leads to repurchase intent of customers. The coffee business that will succeed
will require a competitive advantage that brings Service Innovation and Marketing Innovation
to meet the needs and satisfaction of customers faster than competitors. This article is useful
for coffee shop operators to use for further business benefits.

KEYWORDS: Starbucks, Service Innovative, Marketing Innovation, Creating

Customer Experience, Repurchase Intent of Customers
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for Green Hotel in Bangkok Area)
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ABSTRACT

The purpose of this research was to study the environmental factors that affected to the
selecting decision of foreign tourists for green hotels in Bangkok area’s viewpoints. This
research collected data by a questionnaire from foreign tourists of green hotels in Bangkok
area, the sample size was 400.

The study found that the majority of foreign tourists were female with age ranging from
25 to 34 years old. The average level of education was Bachelor’s degree while their domicile
was Asia. Besides, most of them work as employee with the average income over than 25,001
USD. Regarding the results of green hotel selecting decision behavior analysis, it showed that
the objective of the trip of most foreign tourists was to relax, they need comfortable
transportation. Furthermore, most of foreign tourists decided on hotel by friend, the average
duration of stay was between 1 to 3 days and foreign tourists also reserved room via online
booking (internet). The study of the environmental factors that affected to the selecting decision
of foreign tourists for green hotels in Bangkok area were analyzed by Multiple linear regression
analysis and found that the environmental factors of green hotel including policy and
communication factor, energy performance and consumption factor and the participation with
community and local factor affected to the selecting decision of foreign tourists for green hotels
in Bangkok area. The correlation coefficient (R Squared) is 0.725 and coefficient of multiple
determination is 52.6%.

KEYWORDS: Decision, Green Hotel
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(Key successful factors of Tea business: A case study of Cha Tra Mue)
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ABSTRACT

Nowadays, the beverage business has been growing rapidly, there are a lot of investors
who have come to join the business. However, even though beverage business has a rapid
growth but, at the same time, the customer’s behavior also presents a rapid change to the
business. Therefore, the business owners have to find a new strategy for marketing, in order to
enhance the business advantages. This article intentionally tells the history of Cha Tra Mue
business and how it has applied the viral marketing and innovation for certain product
improvement. As a result of this study, it can be used as a practice for the business owners in
the beverage industry, they will get the advantages from this article and they can use these
strategies to improve their business continually and gradually.

KEYWORDS: Cha Tra Meu Business, Marketing Strategy, Key Success Factors,
Marketing Innovation, Competitive Advantage
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ABSTRACT

The objective of this research is 1) to study the general demographic characteristics
of foreign tourists who travel to Thailand for a long stay in Thailand 2) to study the behavior
of foreigners who are long-term residents in Thailand 3) To study the motivation of attracting
factors and the driving factors of foreign tourists traveling to Thailand for long-term stay. 4) to
study motivation analysis By gender Income and status of foreign tourists traveling to Thailand
for long-term stay Use survey research regulations Collecting data by surveying the study area
and using questionnaires for elderly travelers traveling to stay in Thailand for 400 persons.
Data was collected in June 2018 by using data analysis, using frequency and percentage values.
Arithmetic mean deviation Analysis of factors by varimax rotation of axes by determining the
level of statistical significance at 0.05 and content analysis presented as a sort the research
found that most foreign tourists are males aged between the ages of 50-54 years. Most tourists
travel from the United Kingdom. Have an education level at a diploma level or under a
bachelor's degree Average annual income $ 50,001- $ 100,000 or equivalent to Thai money
will be around 1,500,000 - 3,000,000 baht and most of the long-term travelers will have marital
status. In the driving factor it was found that by including the elderly tourists, foreigners
traveling to stay in Thailand, for example 1) hygiene and cleanliness, followed by 2) diversity
of activities 3) long stay visa conditions 4) variety of 5) Travel convenience, respectively. The
results of motivation analysis by gender Income and status of foreign tourists traveling to
Thailand for long-term stay in the push factor, it was found that when considering gender it
was found that male tourists gave higher average motivation levels than females. By giving
priority to motivation for self-esteem continuing in revenue, the research found that older
tourists, foreigners with income below $ 20,000, provide the highest average level of
motivation. And the importance of motivation to learn the most different cultures and in terms

of status, it was found that elderly tourists, foreigners who were widowed Giving the average
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of the highest motivation level And the importance of motivation to travel in the most exotic
places In terms of pull factors, it was found that the population in terms of sex Income and
status of foreign tourists traveling to Thailand for long-term stay the level of importance of the
overall motivation of the sample group At a high level When considering gender, it was found
that male tourists gave the highest level of motivation. By giving the most importance to the
cost of living incentives in Thailand By giving priority to the motivation of the quality of
accommodation later, when considering the status, it was found that the elderly, foreigners who
were widowed Giving the average of the highest motivation level and the importance of
motivation in the beauty of the tourist attraction as much as possible.

KEYWORDS: elderly tourists, long stay
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ABSTRACT
This research was intended 1) to analyze the tourism environment within the active

beach tourism cluster at present, 2) to evaluate the potential of the tourism business
environment within the active beach tourism cluster, and 3) to provide the guidelines for
developing and promoting tourism within the active beach tourism cluster. This research was
qualitative conducted the focus group discussion with a total of 30 stakeholders during March-
May, 2019. The content analysis and the componential analysis were applied for data analysis.
The research result showed that at present, the strength of the active beach tourism cluster is a
coastal city with a variety of tourism resources; the weakness is that the basic infrastructure
system is not efficient, as well as, the lack of quality tourism personnel; the opportunity is that
tourism development projects from the government sector that support tourism; and the
obstacles are the inconsistency of local policies and central policies may result in a negative
impact on tourist attractions. In addition, the potential of the tourism business environment
showed that the overall the tourism business environment, every condition has high potential.
Finally, the guidelines for developing and promoting tourism within the active beach tourism
cluster should develop to be a creative tourism city, both by land and water; should promote
and enhance competitiveness through digital marketing; and should establish linkages both
within and outside the tourist cities of the tourism cluster.

KEYWORDS: The Developing and Promoting, Tourism, The Active Beach Tourism
Cluster
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