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Questionnaire

Dear Respondents
We are studying “Strategy Formulation for Developing Destination Sustainable Competitiveness and Equity for Tourism in Koh Chang, Trad Province,
Thailand” Your response will be valuable to us. All of your answers will be kept strictly confidential and only be aggregated with all other responses to form an
overall picture. Thank you very much for your kindness and effort.
Assoc. Prof, Sirivan Serirat and co-researchers, Suan Dusit Rajabhat University
Tel. 0-22818181, 0-2628-6007 Fax. 0-2281-6065

Area of Data Collection (please specify destination ar€a)............evueeremueneiiimuieriimiiiiieietiieae ettt ittt st sene e
Please place a tick mark (‘/) or fill in the space below.
PART :lz‘Gelieral information about ‘respondénts & their trips
Al. Have you ever visited “Koh Chang, Trad Province” before?
[ ] 1. No, this is my first visit.
[ 12. Yes, please indicate the number of visits including this time...........coooreriiiiiiiiiiiiiiiiiiaiianiies

A2. Why did you travel to Koh Chang instead of other competing destinations?

1. Special price deals Least important (1) (2) 3) (4) (5) (6) (7)  Most important
2. Ease of travel Least important (1) (2) (3) (4) (5) (6) (7)  Most important
3. Beautiful beaches Least important (1) (2) (3) 4) (5) (6) (7)  Most important
4. Recommendation from friends/acquaintance Least importaﬁt 1)2)3)@)()(6)(7)  Most important
S. Plenty of sea animals and corals Least important (1) (2) (3) (4) (5) (6) (7)  Most important
6. Variety of water activities Least important (1) (2) 3) (4) (5)(6) (7)  Most important
7. Previous good experience Least important (1) (2) (3) 4) (5) (6) (7)  Most important
8. Others, please SPeCify.........oeueuveereirerenens Least important (1) (2) (3) 4) (5)(6) (7)  Most important
A3. What is your travel style ? [ ]1. Fully packaged tour [ ] 2. Partially packaged tour [ ] 3. On your own
A4. How many people travelling with you? .......ccccciuiianicieniieesianceancens persons (including yourself)
AS. Are you staying overnight in Koh Chang?
[ 11. Yes, please indicate the number of nights you intend to stay.......... nights
and indicate type of your stay [ ] (1) Hotels [ ](2) Bungalows [ ] (3) Others, please specify...........cccoeeeeeiiiiiiini
[ 12. No, where will you stay? Please specify... And how long? .............nights

A6. When you hear the name of Koh Chang, Trad Province, what comes first to your mind? ........cccccvsecrsceca

A7. What are the benefits or values that you receive from visiting Koh Chang?
AS8. What are unique characteristics of Koh Chang compared with other competing islands?........cccccceeeeecacecas

A9. How do you like Koh Chang, Trad Province ?

1. Beach/sea Least (1)(2)3)@)(5)(6)(7)  Most
2. Groups of islands Least (1) (2)(3) (4 (5) (6) (D) Most
3. Undersea lives and coral Least (1) (2)(3) (@) (5)(6) (7) Most
4, Others, please specify.........ceuurnnnne Least (1) (2) (3) (4) (5) (6) (7) Most

A10. How much do you spend in Koh Chang, Trad Province?

1. Travel (approximately) .........cccccecuueee Baht 2. Accommodation (approximately) ............... Baht
3. Shopping (approximately) ..................... Baht 4 Food & beverage (approximately)...........cc........ Baht
5. Other, please specify ............c.co..e. Baht 6. Total spending (approximately) ...........ccceununnens Baht

A11l. What are your preferred activities while staying in Koh Chang. (You can answer more than one)
[ 11. Diving - [ 1 2. Water sport activities
[ 13. Seeing scenery around islands by boat [ 1 4. Study the nature of mangrove forest

[ 15. Seeing undersea life by boat [ 1 6. Others, please specify......c.cccccuuvunnnnnnn



A12. What type of information sources did you use mostly in planning your trip to Koh Chang? (Answer only one)

[ 1 1. Personal Advice
{ 1 4. TV/Radio
[ 1 7. Magazine/Newspaper

[ 1 9.Others, please SPeCify........cccuceuieuieuiiuienieninncnnns

[ ] 2. Travel Agent

[ 1 5. TV/Travel Programs

[ ] 3. Your Local Government Tourist Office
[ 1 6. Local Travel Websites

[ ] 8. Tourism Authority of Thailand Website

Al13. Please select one type of advertisement of Koh Chang that influence your decision making.

[ ]1. TV/Radio

[ 15. Others, please SPecify.........c.ceeemueeeneeneiuniiinceennens

[ 12. Websites

[ 13. Magazine/Newspaper [ 14. Printed Materials

Al4. Regarding the advertisement you have selected in A13, this advertisement is ...

1. not interesting M@)B)@EG)O6) D
M@ B)Y@BG)E6) (D
MG @ O

M@ B @EG) 6

2. not enjoyable
3. not informative

4. not believable

Excellent
Excellent
Excellent

Excellent

A15. Please indicate your attitude toward website providing the information of Koh Chang
1. The website is easy to use.
2. The search engine has high quality.
3. The website has helpful pictures and graphics.

4. The information provided by website is complete.
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Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree

Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree

A16. Which of the following persons mostly influenced your decision making to travel to Koh Chang? (Answer only one)

[ 1 1.Myself [ 1 2. Family [ 1 3. Friends

[ 1 4. Spouse [ 1 5. Travel Agent
PART 2: Tourists” perception toward sustainable compétitiveness
Please evaluaté the following characteristics of Koh Chang

B1. Endowed resources: Natural resources

1. Clean and clear sea water Very poor (1) (2) (3) (4) (5) (6) (7) Excellent
2. White sand beach Very poor (1) (2) (3) (4) (5) (6) (7) Excellent
3. Coral, fishes and undersea lives Very poor (1) (2) (3) (4) (5) (6) (7) Excellent
Very poor (1) (2) 3) (4) (5) (6) (7) Excellent

Very poor (1) (2) (3) (4) (5) (6) (7) Excellent

4. Scenery and the plenty of nature around islands
5. Plentiful and beautiful islands

Endowed resources: Cultural/heritage

6. Hospitality of local people Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
7. Local lifestyle is interesting Strongly disagree (1) (2) 3) (4) (5) (6) (7) Strongly agree
8. It is easy to communicate with local people Strongly disagree (1) (2) 3) (4) (5) (6) (7) Strongly agree
9. Local people are honest and sincere. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
10. Local culture is interesting Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
11. History is interesting. Strongly disagree (1) (2) 3) (4) (5) (6) (7) Strongly agree
B2. Created resources: Range of activities/special events

1. Wide variety of water activities Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
2. Good opportunity for adventure Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
3. ‘}-v{any interesting events and festivals Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
4. Wide variety of seaside activities Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree

S. Activities for entire family Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree

[ 16. Others, please specify.........ccccceueemunnnns



Created resources: Tourism infrastructure
6. Ferry available from Trad to Koh Chang

7. Boats trips from Koh Chang to other islands
8. The cleanliness and garbage disposal system
9. Road transportation on islands

10. Electricity, water supply and telephone system

11. Banking system such as ATM, money exchange & transfer
12. Accommodation

13. Tourists information center

Created resources: Shopping

14. The souvernirs can meet your demand

15. The souvernirs are good quality for your taste

16. There are varieties of souvernirs for selection

17. It is convenient to buy souvenirs

Created resources: Entertainment nightlife

18. Night entertainment

(bars, pubs, nightclub, karaoke) is sufficient and attractive

19. There are exotic entertainments such as variety of shows
Created resources: Food and beverage

20. Local cuisine is varied/good taste

21. Local cuisine is exotic

22. Food and beverage is inexpensive

23. Food and beverage is nutritious

B3. Supporting factors: Hospitality

1. Services providers are friendly

2. Services providers are courteous

3. Services providers are helpful

4. Services providers are honest

Supporting factors: Quality of services

5. Delivering services according to the promise

6. Assurance

7. Responsiveness

8. Reliability

Supporting factors: Accessibility of destination

9. Convenient transportation

10. Good minibus system

B4. Situational factors: Destination location

1. Proximity to Bangkok

2. In Koh Chang tourism, you can travel to the nearby islands
Situational factors: Price competitiveness

3. This trip is valuable

4. The accommodation price is suitable

5. The travelling expense to this island is suitable

6. The expense in travelling to this island is cheaper than

other destinations/countries

Very poor
Very poor
Very poor
Very poor
Very poor
Very poor
Very poor
Very poor

Strongly disagree
Strongly disagree
Strongly disagree

Strongly disagree

Strongly disagree

Strongly disagree

Strongly disagree
Strongly disagree
Strongly disagree

Strongly disagree

Strongly disagree
Strongly disagree
Strongly disagree

Strongly disagree

Strongly disagree
Strongly disagree
Strongly disagree
Strongly disagree

Strongly disagree

Strongly disagree

Strongly disagree
Strongly disagree

Strongly disagree
Strongly disagree
Strongly disagree

Strongly disagree
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Excellent
Excellent
Excellent
Excellent
Excellent
Excellent
Excellent

Excellent

Strongly agree
Strongly agree
Strongly agree

Strongly agree
Strongly agree
Strongly agree

Strongly agree
Strongly agree
Strongly agree

Strongly agree

Strongly agree
Strongly agree
Strongly agree
Strongly agree

Strongly agree
Strongly agree
Strongly agree
Strongly agree

Strongly agree

Strongly agree

Strongly agree

Strongly agree

Strongly agree
Strongly agree
Strongly agree

Strongly agree

- 189 -



-1%Q-

Situational factors: Safety

7. The safety in water transportation Least (1) (2) (3) @) (5)(6) (7) Most
8. The safety in road transportation Least (1) (2)(3) (@) (5)(6) (7) Most
9. The safety in life and possesions Least (1) (2)(3) (4) (5) (6) (7) Most

Situational factors: Tourists’ problems/ecology problems/problem solving

10. The cleanliness (without garbage) of the island Verydirty (1) (2) (3) @) (5) (6) (7) Very clean
11. Cleanliness (without garbage) of beach and water channel Very dirty (1) (2) (3) (4) (5) (6) (7) Very clean
12. Sea-water Very dirty (1) (2) (3) (4) (5) (6) (7) Very clean
13. The coral condition Destroyed (1) (2) (3) (4) (5) (6) (7) Completed
14. The seaside area Invaded 1) (2)(3) @) (5)(6) (7) Not invaded

Situational factors: Natural resource development

15. The campaign for eliminating garbage Poor (1) (2)(3) (4) (5) (6) (7) Excellent
16. The campaign against collecting or destroying coral Poor (1) (2) (3) (4) (5) (6) (7) Excellent
17. The campaién against collecting stone, sand and shell Poor (1) (2)(3) (4)(5) (6) (7) Excellent
18. Providing places for dropping garbage Poor (1)(2)(3) (4)(5)(6)(7) Excellent
19. Regulations and laws for preventing misbehavior | Poor (1) (2)(3) (4)(5) (6) (7) Excellent
20. Informing tourists about the ecology reservation Poor (1) (2)(3) (4) (5) (6) (7) Excellent
21. The cooperation of related organization for the ecology reservation Poor (1) (2)(3) (@) (5)(6) (7) Excellent

22. Arranging ecological tourism activities such as planting Flowers and trees  Poor (1) (2) (3) (4) (5) (6) (7) Excellent

23. The cooperation of local people for ecological reservation activities Poor (1) (2) (3) (4)(5) (6) (7) Excellent
Part.é: Destination equity

C1. Destination awareness

1. Some characteristics of Koh Chang come quickly to my mind Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely

2. I can recall the characteristics of Koh Chang among competing destinations Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely

3. I have easily in imagining Koh Chang in my mind. Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely
4. I know what Koh Chang looks like Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely
5.1 am aware of Koh Chang Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely

C2. Affective Destination image

1. Koh Chang is pleasant Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely

2. Koh Chang is relaxing Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely

3. Koh Chang is pretty Indefinitely (1) (2) (3) (4) (5) (6) (7) Definitely

4. Koh Chang is exciting Indefinitely (1) (2) 3) (4) (5) (6) (7) Definitely

C3. Destination Loyalty

1. I consider myself to be loyal visitor of Koh Chang strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
2. I will recommend others to visit Koh Chang. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
3. I say positive things about Koh Chang to other peoples. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
4. I plan to take more trips to Koh Chang in the future. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
5. I will visit Koh Chang again. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree

\

C4.Destination Familiarity

1. Your familiarity with Koh Chang Unfamiliar (1) (2)(3) @) (5) (6) (7) Very familiar

2. How are you informed about Koh Chang? Not at all informed (1) (2) (3) (4) (5) (6) (7) Highly informed
3. Would you consider yourself knowledge able about Koh Chang?  Know nothing (1)(2) (3) (4) (5) (6) (7) Know a great deal
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CS5.Destination value
1. Spending my vacation in Koh Chang is well priced. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
2. Considering what [ would pay for spending my vacation in Koh Chang, I got more benefit than money I spent.

Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
3. I consider traveling to Koh Chang to be a good value compared to the benefits I receive.

Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree

Cé6.Destination overall satisfaction

1. Visiting Koh Chang is the right decision. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
2. I am happy in visiting Koh Chang. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
5. Overall, how satisfied are you with Koh Chang? Not at all satisfied (1) (2) (3) (4) (5) (6) (7) very satisfied

C7. Destination attachment
1. Koh Chang, Trad Provice is meaningful very much for me Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
2. I am satisfied with the vacation in Koh Chang more than other destinations

Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
3. Koh Chang, Trad province attached me. Strongly disagree (1) (2) (3) (4) (5) (6) (7) Strongly agree
C8. Problems and suggestion regarding to the tourism in Koh Chang

1. Problem

Part 4: Demographic question

1. Gender: [ ]1.Male [ 12. Female
2. Age: [ 11. Under 15 years [ 12.15-24 years[ ]3.25-34 years [ 14.35-44 years
[ 15.45-54 years [ 16.55-64 years[ ]7. 65 years and over
3. Marital status: [ 11. Single [ 12. Married/Living Together [ ] 3. Divorced/Separated/Widowed

4. Education level: [ ] 1. Lower than Bachelor degree [ ] 2. Bachelor degree [ ] 3. Higher than Bachelor degree

5. Occupation:
[ 11. Professionals [ 12. Administrative and Managerial [ 13. Commercial personnel
[ 14. Laborers production [ 15. Agricultural workers [ 16. Government /State enterprise officers.
[ 17. Housewives [ 18. Students [ 19. Retired / Unemployed
[ 110. Entrepreneurs [ ] 11. Others, please SPECIfy «...cceumumuaeereenniemuniienniiiinieirinaeeranaeernanes
6. Monthly household Income:
[ 11. Less than 450 US$./?‘%1ﬂ'i'l 15,000 UM [12. 450- 900 US$./15,000 - 29,999 U n
[ 13. 901 -1,500 US$./30,000-49,999 U [14.1,501-1,950 USS$./ 50,000 - 64,999 U
[15.1,951-2,400 US$./65,000-79,999 1 [ ] 6.2,401 -2,850 US$./ 80,000 - 94,999 U

[17.2,2851-3,300 US$./95,000-109,999 11" [ 1 8.3,301-3,750 US$./110,000 -124,999 1
[ 19.3,751 USS and over./125,000 U n3e11nA
7. Country of Residence:
[ 1 1. East Asia [ 1 2. Europe [ 1 3. The Americas [ ] 4. South Asia
[ 15.Oceania [ 1 6. Middle East [ 17. Africa [ 1 8. Others, please Specify........ccceeeeeeeeeniivn

Thank You Very Much



-192 -

HUVARUMNMITUNHAUTIAN

vV v YV a [
ﬁﬂgﬂizﬂaﬂﬂ'l‘i HAZIRIHHINYDIIY

Ll

=)

v do o 9/ a o b4
7. MIDYINY 'Jﬂlu'ﬁ551]71?!31“11!718\10“?71“1507\11@]



-193 -

9. aunmnsdismsvessamulszasumsvesiuiiuetiels

g LY

. o a aa o da 4
11. msudilaymamnlasasslums@umalaede sa 3dauazninddu Mnefy unzanuazern

UBIDINTI

neLa

Y
14. msudilgminsyngniunianei




-194 -

. b
18. Smsaduldifennuini/maieiisadvmsldgnivende

aeun 3N

[

19. asonuaaiiumagaleliiinng

nea

Rt TN s W

@ vaauAk ‘l%ﬁ’fl&la"&lﬂi’l:ﬁ @



-195-

HUUFUMRIUDIZEN (MAT MAYNYHIEZIUY)

BEY  MUGABULLILARLNN

Hrdwazansmdednute gnimaas nisianawansanensuatued ity uazguaumas

visunoalunzdeimiansadsana’lne (Strategy Formulation for Developing Destination Sustainable Competitiveness

. . . . . 9 ) ' o o ' a 4 <t

and Equity for Tourism in Koa Chang, Trad Province, Thailand) mmwuawmn:ﬂqmmmummtﬂuaqu Flunsdl

vy . . v

i hifidmeunignuiena s uiosaulvlunaufiave sy uazdssnsineuiinssmunres wesiuwiniu
o . g vly:i'] s Tealde o 1:1:{ 1d_| A

NAAINB UV UIZINUIVI W Liitluadrwdy Tasladeyarivaue Idmuihuamsauriniu S uazane

y ¥
1|ﬂﬂﬂUﬂi:ﬁf]ﬂllﬂUBUNQQﬁ'm51Jﬂ'.l'mﬂiﬂ(’lllﬁ$ﬂ’J‘IUWU1U'II.I‘1]§N1’|'IN1Nﬂ'Iiﬂi')'ljll.‘uuﬁﬂﬂﬂ'lu'Iuﬂ%’\‘lﬁ

aa o o a a a [ o a
IFAIITINU m‘?wu, AI.BINY taﬁassm’mé UATAUS YN NNUIAYINFAHAIUATA

ns. 081-3358777 (ii0di), 02-6286007 (N111M), 081-8750022

@i 25/3 ¥.Wygy lan4 0. Wygy lan wagdea Any. 10300

1. mMIvennANYENNIaNIIMsuITiumImseaisledditulumzdnenlseglugiuuylaths

..............................................................................................................................

..............................................................................................................................

=1 a ] aa @ daa ) a
2. dszuilymduFanadon @an1za1e) vunzwazismseysndAtmsWanndunaden
ad 9/
wazIsunilym

2.1 nzia @lavvdorauonuz)

v
2.2 dahihalemss damdeeusuus)

2.3 vozyardeos (yvAoidusnu)

v
2.4 ¥1IYVIA/YI1ANIY ({Iﬂlu‘ﬂ VUDIAUBLLUY)

Y
2.5 thlfigunien Aaynideauenus)

1 4 ]
2.6 mayngniufisona / g/ msda il @y / deaueune)

2.7. sumnanuveune Janvdemusuuz)

3. dnudmusssuauluniosdy (Hanydeauenus)

ax Yo ' A Yy a
3.1 'JﬁfT]ivlﬂSUﬂ’J'uli'nJIIﬂﬂ']ﬂﬂuiu“ﬂ\’ﬂu

3.3 Smsmssoudilymidany

1 T P P
4. AUMURAINIUNGIVUINTE N

o

4.1 ﬂ'lSﬂ%ﬁ\‘lﬂ'ﬂlﬂﬂﬂlﬁiulﬂulﬂﬂﬁﬂﬁm



o o b4 L4
A2 DNEUTMIMANIULDATMTAI NN INNIN

aa v Yo 1 P a Y 1 a YR Ao o
43 'Jﬁf'niﬁi’]\‘ilﬁUﬂﬂﬂQl‘V]U]lﬂﬂﬂ'J'IN?pJﬂ']/'Jﬂ'liﬂlﬂ‘!'lmuﬁgﬂ'ﬂllzﬁﬂmﬂ/ﬂ')']nq‘ﬂ/ﬂ'NNﬂizﬂuslﬂ /
o da
AUNIININGA

a v d' Y
S. NYANTIUNINVAUNYUNIZY N

5.1 esviiuaaiudiumaalalinvefivanuiioaiinzdrede

© vevevam lwanusmanzv ©



MANUHIN V.

sUMnhINITHMIAUIUMIVY



MANHIN V.

UMwRInITIMIAUINMITY



-198 -

)

3) 4)

&)

o d a o o d 1o o
MaNuIN v, (1) ﬁunmmﬂquﬂm:é’usmsmﬁmamuatm:‘ff’n (2) dumuaitlaadunamnie
[ o 4 o L4
$19 aauumaunes uTudedi 3) dunweidiszneunis lanmad (4) dunval
o ] a [} o o d a U 3
n%’mﬁmqmmtmwmngmw%’w (5) TUMBUUIYNBIANITUINITAIUAILA

9 p
nzdala



MANUIN A.

U U v
sz ing v



% YV a o daa oo <
‘ti')'l‘i“ﬂﬂ‘iﬂﬂ'l’i’)%il : IVIANANINVNIIYUAIIIIU LAIFIAU

1.

A aa ao J
Yo-Hwuana (in%ﬂ‘h'lfl) UWAIAITIU LAIIAY

(MUIBINGY) Mrs. Sirivan Serirat
uninaiasdszdinilszrnyu 3100201556964
o CY) Jd
dumvatlogiiy  seemans19Y

1 ci l:iq ¥ Y
wmhanuazauiegnnnne laazain

fleg (M) wmMInndeswigaaugda @i 295 auuswiin waqda

awia  pgumwuvuas sealalsudid 10300

Tnsfimwal  0-2244-5712-3 Tnsas © 0-2244-5712

ﬁagi (ithw) 25/3 ¥ouNyay lan 4 1YNATA LWAATA

A ATUNNUNIUAS swial)sudid 10300
T 0-2281-8181 Tnsas 0-2281-6065
E-mail Address  sirivanonline@gmail.com Tnsfiwnidieds 081-335-8777
sz iamsanmn

o a o
5.1 Waganasenv  WeLy. (IMIYenans)
aoniiu MAINTBINMIINGEY
Undusa W.f. 2510
= £ a
5.2 Wagnasmn A (Agmansiung)
LY 's a o
amuu PHIININUMIINAY
Yndusa WA 2517

53 WyanInaan WLy, (MVIRRNNSIATEIAY)

Fou gonfutunanauuSsemaas
PYnduse W.fl. 2518
HAveINNINUS :

mdnfifinmsnnaiiay

6.1 MIAaIA

6.2 MIVAMS/MTUINIS
Psvaumseififavesiumsusmsmasenamelnlsemenaz meventsymea

av Y v :1 = =S LY
wanuIdadounanauail a.a . 2000 aatagiiv

-200-



-201 -

Aav daa (v} a
71 Nﬁﬂ]ﬂ?ﬂﬂﬂﬂﬂﬂ?ﬂﬂ?15'(]15539!1]1411“1”91

1

2)

Serirat, S., Rutchatorn, B., Sirikudta, S., Tangkrachang, A., Limthai, S., Sirisuthikul,
V., Popichit, N. (2006). Key Success Factors of SME Business in Bangkok
Metropolitan Area. The Mainich Newspapers, November, Japan.

Tangkrachang, A.; & Serirat, S. (2006). Health Tourism Behavior for Thai

Tourists. The Mainich Newspapers, November, Japan.

7.2 MIVAANTUAS

- i -

7.3 anbzavg

- i -

7.4 HAUIDBOUY

Proceeding

1)

2)

3)

4)

Serirat, S., Rutchatorn, B., Sirikudta, S., Tangkrachang, A., Limthai, S., Sirisuthikul,
V., Popichit, N. (2006). Key Success Factors in Small Business (SME)) in
Bangkok Metropolitan Area. Workshop 2005 Saitama, Saitama, Japan.

Serirat, S., Sirikudta, S., Tangkrachang, A., Lanjananda, P. (2006). An Exploratory
Study of Thai and Foreign Tourists’ Loyalty toward Bangkok Destination. 2006
Global Business Conference “A New Paradigm, New Techniques for Global
Business Development and Strategy”, Bangkok, Thailand.

Serirat, S., Sirikudta, S., Tangkrachang, A., Vongsaroj, R., Lanjanonda, P.,
Aneksuk, B., Supason, C. (2006). The Study of Tourists Perception toward Ubon
Ratchathani Province, Thailand on Passing Chong-Mek to Champasak
Province, Laos People’s Democratic Republic. 2006 Global Business Conference
“A New Paradigm, New Techniques for Global Business Development and
Strategy”, Bangkok, Thailand.

Serirat, S., Sirikudta, S., Tangkrachang, A., Vongsaroj, R., Lanjanonda, P.,
Aneksuk, B., Supason, C. (2006). The Study of Tourism Strategic Planning
Linking between Ubon Ratchathani Province, Thailand on Passing Chong-Mek
to Champasak Province, Laos People's Democratic Republic. 12" APTA and 4"

APAC CHRIE Joint International Conference, Hualien, Taiwan.



-202 -

5) Serirat, S., Tangkrachang, A., Lanjananda, P. (2006). An Exploratory Study of
Thai and Foreign Tourists’ Loyalty toward Tourist Destination in Chonburi
Province. 12" APTA and 4" APAC CHRIE Joint International Conference, Hualien,
Taiwan.

6) Tangkrachang, A.; & Serirat, S. (2006). Health Tourism Behavior for Thai

Tourists. Workshop 2005 Saitama, Saitama, Japan.

L BB R B

Y Aw o o 4; Y < a Ha
HINKvEAAUN 1 : HYIUFTAI1013¢8 m.ﬂmm HIHM

1.

yo-umana (Mulne) watlaien J3uan
@® 1H1€)Jdﬂq‘u) Mrs. Panisa Mechinda
untnsdszdiialszvy 3100201556972

o (% [} o
dwmvsthgiy  deemansingd
] 4‘ 'd'ﬂ \J v
ngNuazamuiegiaane lnazain
fleg (Mg MATNsAmIA ARzUTMISESHY W amendoma TuTadsmnnasays

AUanaDINN BUNBTYIT

Jwmda  Unusiii sialifswaid 12110
Tnsfinn 0-2549-3240 nsas 0-2549-3240
fleg (fithw) 25/3 weeiiygylan 4 uuada wAgda

JMIA  AFUNWUMIUAS stalilsudid 10300
Tnsfinn  0-2628-6007, 0-2281-8181 Tnsans 0-2281-6065

E-mail Address panisatungtoh@hotmail.com InsAntiiede 081-844-4660
sz iamsfnmn
5.1 Wganaimn  Aadmaastiadia @wdsuee)

aoni UM INNAUEITUMART

aglle 4

ndause W.fl. 2535
5.2 Wayanlnnn  Msamaumitindgia (AE10Ingy)

[Master of Science in Marketing (English language)] M.Sc. (Marketing)

aay UMINGROTISUANTARS



-203 -

Yiduse W.Al. 2542
e Ineniinus -

5.3 ﬂ‘%ﬂgﬁyﬂnmm u?msqsﬁwmﬁmm“m [Master of Business Administration (MBA)]
aoniu VUMV F TNy
Fidude W.AI. 2542

54 Wgguennvn  Msaaagufiiudia (MangasUIIINA)

[Doctor of Philosophy (Marketing) International Program]
ao1u UMIINBUTITUANAAS
Yiduse W.Fl. 2546
ﬁ’uﬂ’fﬁnmﬁwuﬁ Determinants of Customer—Orientgd Behavior in the Thai
Healthcare Context
6. awﬁmﬁﬁmmimmﬁmy
6.1 M3IAAIA
6.2 MSUITMIS/MIIANS

el o v (v a av o
7. ‘llia‘ﬁﬁ'l]ﬂ]iﬂl"llﬂﬂ?‘“ﬂﬂﬂ‘uﬂ]iﬂiﬂ]ix‘ﬂﬂ')ﬂﬂ‘ﬂﬂﬂ18114!1'53!7]?(!Lﬁ%ﬂ“lfl‘uﬂﬂll‘ixmﬂ

av Y v q‘.’z = =® Y
HRNUIBEBUNAIA WA .9 . 2000 DTlagiiy

M ¥
P a v

wanuIdsnanalunsmsseinlsumanieszinninmnanuall a.a . 2002-94

togiiu

1) Mechinda, P., Serirat; Gurid, N. (2009). An Examination of Tourist’s Attitudinal
and Behavioral Loyalty: Comparison behavior Domestic and International
Tourists. (2009) Journal of Vacation Marketing, Vol. 15, 155.2

2) Serirat, S., Sirikudta, S., Tangkrachang, A., Mechinda, P. (2006). An Exploratory
Study of Thai and Foreign Tourists’ Loyalty toward Bangkok as a Destination.
(2006). Sasin Journal of Management. Vol. 12, 64-84.

3) Serirat, S., Sirikudta, S., Tangkrachang, A., Vongsaroj, R., Mechinda, P., Aneksuk,
B., Supason, C. (2006). The Study of Tourists Perception toward Ubon
Ratchathani Province, Thailand on Passing Chong-Mek to Champasak
Province, Laos People’s Democratic Republic. (2006). Journal of Global Business

Review. Vol.18, 43-56.



-204 -

HANUNMIIVINTTOU] Proceeding

1)

2)

3)

4)

5)

6)

Serirat, S., Sirikudta, S., Tangkrachang, A., Lanjananda, P. (2006). An Exploratory
Study of Thai and Foreign Tourists’ Loyalty toward Bangkok Destination. 2006
Global Business Conference “A New Paradigm, New Techniques for Global
Business Development and Strategy”, Bangkok, Thailand.

Serirat, S., Sirikudta, S., Tangkrachang, A., Vongsaroj, R., Lanjanonda, P.,
Aneksuk, B., Supason, C. (2006). The Study of Tourists Perception toward Ubon
Ratchathani Province, Thailand on Passing Chong-Mek to Champasak
Province, Laos People’s Democratic Republic. 2006 Global Business Conference
“A New Paradigm, New Techniques for Global Business Development and
Strategy”, Bangkok, Thailand. |

Serirat, S., Sirikudta, S., Tangkrachang, A., Vongsaroj, R., Lanjanonda, P.,
Aneksuk, B., Supason, C. (2006). The Study of Tourism Strategic Planning
Linking between Ubon Ratchathani Province, Thailand on Passing Chong-Mek

to Champasak Province, Laos People's Democratic Republic. 12" APTA and 4"

APAC CHRIE Joint International Conference, Hualien, Taiwan.

Seriraé, S., Tangkrachang, A., Lanjananda, P. (2006). An Exploratory Study of
Thai and Foreign Tourists’ Loyalty toward Tourist Destination in Chonburi
Province. 12" APTA and 4" APAC CHRIE Joint International Conference, Hualien,
Taiwan.

Proceeding #1911 12" APTA and 4" APAC CHRIE Joint International Conference
in Hualien, Taiwan during June 26-29, 2006 %aﬁai’faam?ﬁﬂﬁﬁuauﬂ The Study
of Tourism Strategic Planning Linking between Ubon Ratchathani Province,
Thailand on Passing ChongMek to Champasak Province, Laos People's Democratic
Republic

Proceeding “7;\1111 2006 Global Business Conference “A New Paradigm, New
Techniques for Global Business Development and Strategy” Bangkok, Thailand
during June 22-23, 2006 Graduate School of Commerce Burabha University %0

WadonuNoMinaue The Study of Tourists Perception toward Ubon atchathani

Province, Thailand on Passing Chong-Mek to Champasak Province, Laos People’s



1.

-205 -

Democratic Republic Journal of Global Business Review. Volume 8 (August 2006)
ISSN: 1686-7165 (PP. 43-56)

unaany  dinauneIuaiuauNIINY (aN2.)

L X X R R
L7 A o @ d' a v d a d
HIINIVLAINUN 2 : A5, ITLINY DUITVIUUN
¥o-umana (MuIngy) wwdsziant ey v uun
(ﬂ]H‘(é’Qﬂqtl) Mr.Jirawat Anuwichanont
aunasdszdd)sza 3101500160567
o ] LY d
dmmailogiiy 919139

) lﬂ' 'd’n \J v
‘nmmmnmzamumgnﬂﬂﬂa"lﬂa::mn

flog (MNNY)  IMMINOGEIFARAIUAAA 12U 295 DUUTF T LYAATA

U

3 AFUNNUNIUAT swallsudid 10300
Tnsfinn  0-2244-5712-3 Tnsas 0-2244-5712
ﬁagj i) 6 ¥REMNTY 11 UUMINTY M1uayan la BUNDTULYT
Fm¥a  ngumnumiuas swialisudld 10600
Tnsfimi  0-2438-6748 Tnsms -

E-mail Address  jirawata@hotmail.com Insfimmilede 089-777-6660
dszIamsanmn
5.1 Waenaimn  daunwndmaastiuia

aou UMTINAuINYATIIAT

Tduse N.A. 2531
52 WRyanlnman  mMsamaumiinia

aoiu UNTINNSUTISUNTAT

Tiduse W.fl. 2541

Wt InenHWUS Yummy Express: Dim Sum Delivery Service
5.3 Wigauenmu Msaaaguiiuina

aoiiu UMINNSETITUNAAT

Inausa W.Al. 2546



-206 -

LY a a < o % &
WIV0INENUNUS Service Loyalty: The Role of Personality Traits and Customer-
Service Provider Similarity in the Thai Context

a Ao o a

6. TVNIVINUANNVIVIYNIAY

6.1 Marketing, Service Marketing

6.2 Customer Relationship Management

6.3 Consumer Behavior

dal o v [ a av o
7. 1]53ﬂ‘l.lﬂ'liﬁ!ﬂlﬂﬂ"l‘uﬂiﬂﬂﬂ'ITUTH'IiQ]ﬂ')i)ﬂﬂ\iﬂ1211141]581”7“1@3.ﬂ1£l‘uﬁﬂ1ji$!‘nﬂ
Yo a v
7.1 {RMEIMIUANHIIUIVY

7.2 WIntnlAsaINMsIvgy

a

kA)
{31

a s a o o b4
7.3 NUVENNUTIVAD

QW

7.4 mATuftE :
1. Federmuelnsemsive ununsamanisieufioudaysanmsuugudeya
woAnssuinvieaiisazmsiidaus mwesusuimiadoum
UHAINY aahuIsoienanmsveadien In uazdninnunesyumivayy
3298

aomumwlumanIve  A3ndde

seeee

é’im‘i%’ﬂﬁﬁnﬁ 3: 3. 93N @AADTIRAING

1. #e-umaqa @uilng)  unaMeINY @RITIING
(mmé’aﬂqu) Miss Aurathai Lertwannawit

2. muitiaslszdwidseyivu 3101201290787

3. dwwmisiegify 81138

) y ‘i l‘i’Q 1 v
4. ﬂmmmuazamumgnﬂﬂm‘lﬂazmn



v ]
= 1

fleg (o) amInondesigaaugda @il 295 auusiwdan wARTA
dmia  AgunnunIuAS swahlswdid 10300
nsfnn  0-2244-5000 #® 5996 Tnsas 0-2244-5995
ﬁag_l' () 120/138-9 aseoRasumy avvdum uvaeianszonlns wavnsneuway
JWHIA  AFANWUNIUAST sealilsudld 10120
Insdnn  0-2212-2408 Tnsas 0-2212-2408 10 13
E-mail Address  aurathai@gmail.com  INSANNBAD 081-875-0022
dsziamsfinm
51 Hganasmn  uswisgsnetiudga a1vnsaaia

aotiu UNIINNALO N TUTRY |

Fiduse 2541 aziumAaYaN 3.58
5.2 Waanlnman  malulavmsaums

aonu UMINIALB A TUFY

Fiduse 2543 AzuMINAEazEY 3.78

U0 INENINUS Data mining-Neural Network for Business Application
53 YSayguenmvn msaaa _

a1y UMINNAUFITUMNAAT

Fduse 2549 Az AsaT Y -

WIU0 INENIINUS The Impact of Buyer-Seller Relationship Strategies on

ICT Adoption and Relational Outcome
5.4 Buq (32
1) W.f.2545 Certified Professional Marketer, Asia Pacific
2) N.M.2544 Graphic Design certified by Bangkok Computer Arts Center

3) W.f.2543 Maersk International Shipping Education, 3.3/7.0

4) W.fl.2543 Cisco Network Academy, Assumption University and Cisco Networking

Academy
mudniidaasneiie
6.1 Industrial Marketing
6.2 Customer Relationship Marketing

6.3 Inter-organization Relationship Marketing

-207 -



6.4 Strategic Marketing
6.5 Product Management
szaumsaimngivestunmsyimsnddanamelulszmanazmeveniszma

Yo = o
7.1 {HIIWMIUNUNUIDY

o/ Y

7.2 HaninlAsan1sIag

A

1) 2548

1. The Taxonomy of Buyer-Seller Relationships in the Thai Context.

v a s
HW3IINIVY
59N IvY

a v o <

= v
7.3 NHREENNUTIdUQAD

-208 -

1. ¥9314398 The Taxonomy of Buyer-Seller Relationships in the Thai Context.

Yo 2548
N3NNI Thammasat Review 10(1): 93-126.

uraIny -

2. gﬂ‘ﬁmﬂuﬂiﬂidﬂ]iﬁ%ﬂ HUINNNSRANNVAR NYANTOVBINT NITULTAS

Tugammnssumsveaned luvang anwuvuns

UHAINU UNTINNAIIFAYAIUATA
amumnlumsnide  §33d

3. Yederauelasamsdvy  UWUNISARIANIINOUNEATIYIANTUY

gwdeyangans suinvieufisuazmsiidans iy

VOIPUFUNIN IAFOUM
unaINu aoiuITumenanmseunel lny
wazdninnuneIUAIUAUMIINY

amumnlumside §53i

LA R 8 B



v
9
1.

-209 -

o\ W o . H d .7 d q‘ Y
WAVEAAVN 4 : 210158 UIaNYA! ING INIAS
¥e-1ana (Mulng) waudnYel Ing lndas
(ﬂlyﬁﬁﬂqﬂ) Miss Nongluck Popichit
unvasdszdmadserivy 3259900194937
o 1 Y o
funuatlagiiu 919130

1 d' 'cia \ v
ﬂmmmuazamunagnﬂﬂﬂa‘lﬂazmn

feg (M) wnMInendessAgaaugda @i 295 auusI¥dn waqda

‘danda ATANNUMIUAS saliswdld 10300

Tnssini 0-2244-5720,0-2244-5723  INsa1s  0-2281-6065, 0-2243-9142
*ﬁagj Githw) 159/127 wou93 yatiinaad 96/1 1u2911980 waALndR

Janda ATINWUMIUAS salisudld 10700

Tnsfnn - Insans -

E-mail Address npopichit@gmail.com Insdwnniiede  089-927-3522
dsziAmsanm

5.1 WByanasmu  asLy. (MsAnuiudia) wama Tuladnemsanm
amu UNTINNABATUATUNT L50
LS| d' o . a d’
nduie WA, 2541 AzuMMIRREazaN 359

52 Wganinann  usu. (USMsgstimItuna) d1In59anTs

aou UNIINGIAYATUATUNT D L5

Indause .. 2546 AZUUMIN LT AN 3.96

v Y a a d P=1 a (=1 2 Yo o
AU IANNUNUS msnffeumsuanufamiuuazanuiane lavesdlatiiu-

Tynnfidenediwesdusmsseninlsmemnavessy

fulsamenaensuluwangannumiuns

o d’d o a
6. AVTIVINUANUBIHIYNIAY

7.

6.1 N5IANTS
6.2 MIVIMITFIND

szaumsaiinevesiumsusmsmoseiamelulszmaaz meveniszms

Yo a o
7.1 HATHEWMIUNUNUINY



-210-

7.2 Hanilasamslve

msadguiamameniisauaranuduivesunasisuiisutemsvieaiion
odndstuluusanTanvesdszmelne: nsdianuAuThaanguiu-ing (egszni
ANIUNIT)

av A o -1 v
7.3 /NN UAINAY

{32390
1. FemAdy msfAnuieNgNBMansmIteufivaFigunmuaznams
uwnd : sditnpninvieuiissidaea luilening sune
ey Bandarays dszmelng
Vitiani 2552
Msweuns  wouns luglvesenmsgliausisaiumsIsentivauysel
uHaIny UMINGAIIFAY AU TN
2. Hoami3d msafuguimdmiunsieuiivanusasediedd nsdifnmn |
WNY1 01190239 9.901J5
i 2552
Msweuns  wouns lugilvevenasgdidusisnumsisentuauysel
unaInu dninauneauanivaums vy |
3. Feamiidn niswaulgaainnssuranduyfi vy lneluaina
aziuvonRuamilo
it 2552
ASIHBUNS IWOLNS 14213015 International Business and Economics Research
Journal
unaIn FNINNUANSATIUMTIROUNINIA
4. FomAdu  wumumswandannwaunsavesminauuinaslu ms
vieufisa luwangammumiuns
Vi 2550
pameuns  wouns lugilvesenaisglidussnumsisontivauysal
unaIny UNTINNAYIFAYAIUATA
5. eI mstamsanuiveninAnymInndeswigaiugda

da d
NNUN

=2

2551



-211-

mawounws  wouns lugivesenas guliausisaums Senfuauysel
UHANY UNINOAENTAY AU TR
6. Hoamiisu AMITANMIANNYBI0INITUNIINNRES 1WA IUg TR
it 2550
mawens  wouns lugveaenasgliduswaumsatentivauysal
uHaIu UHIINGAYINFAY AT
7. Yo  anwesindndveninveuiisrrnnouazadnmna
aeunamoufiva lumangamwumIung
i 2550
aaweuns  wouns lugilveaenasgilidusoaumsiSeativauysel
unaINY Sasssu M uaznsneuiiol ngammamMIuA
8. oamidvu MIvaMIANuiveteIstuIInnduswigaugdn
i 2549
asweuns  wouws lugdvesenmsgilidusisnunsisontiuauysel
unaIN UNINGAINFAYAIUATA
9. Femide hivganuduSwesgsivvuiadenluwangunnuviuns
it 2548
AIBLUNS Proceeding ﬁam Workshop 2005 Saitama at Urawa Royal Pines
Hotel Saitama, Japan during December 3, 2005
The Mainich Newspapers, November, Japan.
unaInNH UsEMEIITNEAS 1A
10. Foaniive t‘?’li’lﬂﬂ’nuéllﬂ\‘lm‘ié’ﬂ’?f’c"fﬂfiE]ﬁ%’N‘IJS::mVIIﬂNﬁ%’N‘UﬂQtzl'
sznoy
Avmsgsneneadluazanlin
it 2548
mawenws  wouws lugivesenmsglidussnumsiseniuauysel
uvaInu Y31 B.5.gaumind $1ia
7.4 mATuiimdh
1. dedermuelnsamsivy  gnssaaimawannanuIsamMImsudedy

poduIaE M A3 NUAHMANBANY)



-212-

Tumezddmiaasialsemeing
UHaINY NNNUAMSATIUMIITIUHITIA

aoumnlumsniog









