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22 November, 2016
Dear Natanan Limsopitpun, Theathanick Siriwoharmn and Sunanta Laohanan,
We are pleased to inform you that, after the peer review, your paper,

“ADAPTATION MODEL OF CREATIVE TOURISM BUSINESS: A CASE
STUDY OF ECONOMIC ROAD IN KHAO YAI OF THAI TOURISTS", has been
accepted for oral presentation in the coming 41st National and 5th International Graduate
Research Conference (NIGRC41, 2016), which will be held in Valaya Alongkorn
Rajabhat University under the Royal Patronage, Thailand during December 8-9, 2016.

You will have 15 minutes for presentation and 5 minutes for andience discussion and
questions. Electronic devices such as computer and projector will be provided in the
presentation room. '

Please submit your Powerpoint presentation to the conference website:
http://grad.vru.ac.th/nigrc2016 before December 1, 2016. Should you make any changes
after submission, it is the presenter’s responsibility to upload the updated presentation
ahead of the scheduled time on the day of presentation. The conference and presentation
schedule will be announced via the conference website by November 30. 2016.

Thank you for submitting a paper to NIGRC41, 2016 and congratulations on its
acceptance. We look forward to meeting you at the conference.

Yours Sincerely,

T /}ft-l u.‘j'ttﬂ’f'l’ .

Assistant Professor Dr, Theathanick Siriwoharn

Conference Chair

Dean of Graduate School

Valaya Alongkom Rajabhat University under the Royal Patronage

Graduate School

Valaya Alongkorn Rajabhat University under the Royal Patronage

1 moo 20 Phaholvothin Road. Klong Nuang. Klong Lugng, Phathum Thani, Thailand 13180
Tel: +66{0)25291638 -

Tltef' f ;"’ Nutiinaf aud 3 International Graduate Research Conference (NIGRC41, 2016)
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ADAPTATION MODEL OF CREATIVE TOURISM BUSINESS:
A CASE STUDY OF ECONOMIC ROAD IN KHAO YAI OF THAI TOURISTS

Natanan Limsopitpun®, Theathanick Siriwoharn?, Sunanta Laochanan® /

I Student of the Doctor of Business Administration at Valaya Alongkorn
Rajabhat University under the Royal Patronage
? Doctor of Business Administration and Dean of Graduate School, an Assistant -
Professor at Valaya A}onckom j}a ?bha’t Ugu er51ty under the Royal Patronage
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Th(?.ob_] ec.nves of this study are 1) to investi gate the’ actmu es. of creative tourism
affecting the a&a’ptanon of creative tourism busmess 2)to study the. opinions level of
Thai tour;sts toWa,rds the aCIlV]tleS of creative tourism aiid Ihc"acfaptatlon of creative
tourism busm,ess and 3) to propose a,n" ' -for adaptahon of creanve toun sm busmess _

quahtatlge rgsgarg,hwas supp] amemed by intervi ng proceﬁs o k}ey entrepreneurs '
of the creauﬁc toyrism busmess ‘0N eCONGMIL r‘uad mn KhaaYaiézbnqs The proposed
model was revxswed and recammen;gfl. by_—qxperts dunna the séminaf organized by all
parties 1nvolvéa in, the project” The ff“ TView outcome *nn:lmatesp‘X that the S most
important factors Qf t.ounst : _
networ]ang,z‘coope,ratwn and crmde “The. tmmsts 0p1m0n reca:dlncr activities and
adaptation of* omgsn}a busmess are at very high level, Ahe: §mdy ‘reveals that personal
factors of Th touns;s a‘r;d activitiés of creative teunsm«saffccnng the 5 aspects of
adaptation of cr eatlve tgunsm business: are- 1y snggtseemg, 2) contemplatmg, 3)
learning, 4) pamcxpapon and ﬁ) Co-ciéation” Theﬁgcsult is74.50 percent (R2 = 0.745)

of the variation of the adapfatnen m the- thgs;11cd swmﬂcance level of 0.05

&

Keywords: Adaptation of Creatﬁve Taﬁnﬂanusmcss Creatlve Tounsm Busmess,
Creative Tourism
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Introduction

Tourism of Thailand has been continuously developing amid the smooth rides
with occasional obstacles. However, the growth of tourism of Thailand faces dilemma
in sustainability because of challenges of the change in tourist’s behavior. Today, the
tourist’s behavior tends to be experience pursuit rather than plain mghtseemg Creative
tourism therefore offers opportunity for tourists to experience and participate in tourism
activities, learning the arts, history, heritage and special character of a place for
example, the tourist can be cow rmlkmg,,,grapes picking, mushrooms picking in the
farm etc. Tourism industiies” shoulid er innovative idea and activity from their
knowledge and pracuee to tauxisfs? drgqua; and -upforgettable experience. This
research study seeks-fo prgf&ﬂe‘gud efil;‘e witgéprenéurs about how the growth of
the tourism indusfry gﬁi“haﬂmd should be ad;u‘sted%@pfoper direction in the future.
Therefore, this gré ' attémpts 10 stud’y the acnwt:{‘ts ‘creative tourism affecting the
adaptation of¢c e 1 ans level of Thai tourists
towards the; cﬁzﬁe o{ cre.atzve and the zadap_ tHon i‘of creative tourism
business: a? asg&.gmdy of ECoNOo! =
H

Zoneﬁ fng.il“ hafn tounsts

}he adaptation of

ASipgasT o il e
JE‘ {ével s the activities of
it n buémess
uas,m l?usmess A case
SW

';esearfih "The 'first variable was
odel of creative tqgg.sm by Richards (2011),
related, iferg d publications. The
mpone!gr ich waﬁ’ ‘adapted from the study

n% by P‘\L?'E and C;tfmorc (1999).

orsg1 selecxe
adapted frorh mstu&y of concep
The second W lfa% difrom s
third was the ac vzfﬁ, rEanve to
of adaptation of crﬁatme }qunsmcomp 2

PR,
a’
&

Independent Vari‘hhles"’%a fif ¥ ”&1 if‘* d ,f“"" Dependent Variables

i
Creative Tounsrwggmltles - Aaptation Activity of

ig" o 4 ¥y “Ereative Tourism Business

- Sightseeing Il '

- Contemplating - Events

- Souvenirs purchase i - Networks

- Leaming - Partmerships

- Participation - Creative Entrepreneurs

L_ Co-creation - Guide

Figure 1. Conceptual Framewerk

Research Scope
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1. This study covers the area of 3 main roads in Khao Yai: Thanarachata Road,
Pansuek Gudkla (Veteran) Road and Khao Yai-Wang Nam Keaw Road # 2304.
2. Two sampling groups are targeted as
s Group 1: 13 creative tour sm business entrepreneurs {data as of February
2015)
o Group 2: 390 Thai tourists from 13 locations with 30 tourists per location

..-Methodolooy
The authors mainly em lazed quantlta,hve research which was based on
indefinite popuiatlon by da!; e@?wtmn £ 300 gﬁrex gi-tourists. Sampling population
calculated using chﬁranfioﬂﬁﬂ a{Cochian; «195‘3)’ng53 8%samples. The authors added
another 6 samples’ for, fia] of 390 samples so that each**g,roup from 13 locations yielding
the same 30 sampl ﬁﬁraﬁﬁed random’ samplmg Was apphed "Tool for data collection
was questmnriap' ahdity test:showed TOC (Index of, Correspondence) of 0.62.

The 1mpLemp11ted questionnaires were tried out, wrth 30, creatlve tourists in
population nCrgg_bac;h §. Alpha Caeffeicient (Vamchbancha‘ ?903) was found to be 0.96
and therefpre J:egarded asa, rehable tool accordmg to the preg-d i ed triteria. Statistical
analysis was e??pressed in terms of percentage (%), mean ()I) wnd standard deviation
(8.D.). Multiple E‘z'egressmn Analy"'s,w s,;ebtamed by statxstmal software program and
supplemented with quahtanye % ?Eé\rch by epth interviews of 13 Ecreatwe tourism
business; entrepreneurs of econormc road in Khan Yai: The’ authorsa;peciﬂcally selected
certain gda‘m““"toi bhild- 3. pgetogrpe “which _Was._ rewewed Jand ‘approved with
reconunénd"guené of busme‘ss e,ai@erts durmc the-- , mmar orgéruzeé for this purpose.

. ’ . ; - qé

adaptatlon éf creahveitounsm busxness

mg«w

p-value

Constant -

Sightseeing e, 7.283 .000*
Contemplating CEE RS 5.466 .000*
Souvenirs purchase b B -(.033 973
Learning 135 032 172 4.200 .000*
Participation 115 036 137 3.146 .002%
Co-creation 169 026 240 6.483 .000*

n=390; SEeq=£234 ; R = 863 ; R?= 745 ; F = 186.726 ; p-value = .000

* Statistical significance level of 0.05

Notations:
b = Regression coefficient
SE = Standard error
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B = Unknown parameters
t = Student’s t variable
p-value = The attained value of significance
n = Number of samples
R = Sample correlation coefficient
R? = Multiple correlation coefficient
F = Degree of freedom

o

Table-1 demonst[atts 5 aspgcts ef acwues of creative tourism affecting
creative business entrgpreneurs* AR ! ;’S* ;

(1} Swhtsgemg.ﬂgé} B f

2) Cor}tem m .0 T *%\J{i} \\,\

(3) Ledrnigfg Efa} %,

@) ?amé'i'%?tmn N

(S}EC%"féa}xént I Y
1‘& o

affect adaptabie £ of' EYE%;C ‘tourism business.

isml bt.zs trepreneurs and
ftive touirism fas 86.30% R = 0. 863).
ness ctatreprene‘urs was 74.50%

"gﬁ1ﬁ§a13§&1e}rel of 0.05 and

personal factors tegethel Wit
Predictive value of aaaptauo
(R?*= 0&74“5)’_,0 a&apn‘vmv
standardgemqr*of 0:23 He-

The corjianiﬁmf bétw‘e’en adap

The intervi a%,y"outcome 6 Teveats: &hat*the wo mo%&lmpoﬁant factors of activities
of creative tourism earning and (2) partici &%@g he 3 most important aspects
of activities of adaptan ﬁ ngvci;toux%?% lsiness entrepreneurs are (1)
networking, )coopclamn an %55

[

2. Oplmon levels of Thai tourists towards the activities of creative tourism and
adaptation of creative tourism business entrepreneurs are shown in Table 2 and 3.

Table 2 Opinion of Thai tourists towards the activities of creative tourism
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Opinion of Thai Tourists Towards X S.D.  Satisfaction Ordey

Activities of Creative Tourism Level

1. Sightseeing 4.26 506 Highest 1
2. Contemplating 418 530 Highest 2
3.  Souvenirs purchase _,-.w—"*”‘ "’“"“"”‘““‘“’4@3 554 High 5
4. Learning 587 High 4
5. Pamc:pat[ou "548 High 3
6. Co-cr eat;on 9 ., ., .652.,’_ High 6
*"‘ n%ﬁ'ﬁ%’ i ' e * (VE‘
e o~
;. Oyerall 411 %%‘1 *  High
I & % j
—— : e A ‘ ‘??-;‘?‘ 5

Tabi&%demonstrates the overall opinion of Thal tourrfts towards the activities
of creative tg@sr‘p is at high satisfaction level (X = 4. ll S’rfD 459); whereas
sughtseelrig aspect; recelved the hig ghest, satlsfacnon level (X = 4 76 S. D = .506) and co-
creation aspect re}cened the ieast Eausfacu 3 level (x 3 96, S D qsz)

—

Oplmon of Thar Tourlsts mSatéfactlon Order
P S Level
Adaptatmmictmty of Creatw ML; J
;. Fs 5 i S
I Evenf§”, ST > ok High 5
2. Networks T £ B S I 3. ! High 4
3. Partnership , w.,,_,»._ a : 430 %3 Highest 1
4. Creanveﬁntfﬁp Jgn*eurs A 15 fﬁ "-«?503’ High 3
— 5. Guide 5 <% 568 Highest 2
Ov;;raif“‘%w_:__ 415459 High
7T - o

Table 3 demons§a{es thesoverall opmlén df}r Thai tourists towards adaptation
activity of creative tourism is alsoat illolf safisfaction level (x=4.19,SD.= .459)
whereas partnerships received highest satisfaction level (X = 4.30, S.D. .533) and
events received the least satisfaction level (X =4.12, SD. = 493).

3. A model for adaptation of creative tourism business: A case study of
economic road in KhaoYai of Thai tourists is shown in figure 2.
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Contemplating Participation

) . Co-creation
Sightseeing

Figure 2 J)l r'an; shong Adaptatl i

&

ACﬂ!ssSudyofE oponic

aspects: 1) st
co-creationsy
0.25) ana Seuven;lrs p__

g, (4) gmgﬂpaﬁon, and  (5)

five twsm busmess b=

A Ny
-2:.. 3 ,&_E;g z;
.""'R ) ‘ N ‘!

Alkac e of crpatwc. ; e@ﬁﬂugﬂc daptati on of model
of creative tot :g»tbuémcss ex cept ‘Souvemnirs: urchasc An rﬁ}ss y of economic road
in Khao Yai.Y(Tablé l}“ This res ent wqh tgﬁqew outcome which
reveals that all ti‘v‘igé‘ggﬁqfauw tourism have ﬁefﬁ uelgées on the adaptation of

model of creativeéston ; : ifs . Opinion of one of
entrepreneurs of thé‘“cg&a'\é ni: sgg (1 :'_g Hurists clauns “Thai tourists
also have little interest™in s ifrs ”‘ﬁ % "f\/fogéover the Thai tourists are not
happy with the price and the‘ﬁesl,gn finding4s “also consxstent with the research by
Pine and Gilmore (1%929 ), who dzscovereﬁlat the Lﬂgy ents of tourism include five
factors; namely, sightse ', i ontemplatmg, 1 thmpatlﬂ” and co-creation.
Opinion of Thai tcﬁnsfg' f:é ; %&w ds of creative tourism appears that
sightseeing received highest satisfaction 1’§ vel (Table 2) which correlates to the research
of 2 model of adaptation of creative tourism business: A case study of economic road
in KhaoYai of Thai tourists (Figure 2) shows that sightseeing affects the most adaptable
of creative tourism business {b = 0.25) Table 2 shows that co-creation received the least
satisfaction level which is consistent with the research of Tan, Kung and Luh (2014)
who studied the Taxonomy or an assortment of creative tourists. Creative tourist 1s 2

co-producer whose opinions and different emotions and different experience. So the

experience of the needs and creativity of the tourists and the people and events. Thisis
consistent with the interview ouicome revealing that for Thai tourists. Participation has
effect on the least adaptable of creative tourism because tourists have the feeling that
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they were not involved in recommendation. In the event they are attending, there is no

. chance that they will do to help entrepreneurs developed the activity. The activities

organized by tour operators do not give them the opportunity to have direct experience
and participate in the activities.

Opinion of Thai tourists towards adaptation activity of creative tourism
appears that partnerships were perceived at the highest satisfaction level (Table 3)
which correlates to the research of Community Based Tourism: Tools for Sustainable
Local Development — (Phisunt Tipakhat, 2013). Government allows people to make
decisions on local activi'ii‘gsfaﬁ’a— axlgnqegqgotfémggp planning for themselves. These
create a participation amfongst-gigm efs g hey i‘?q able to decide for each activity. A
sense of ownership jg'crea ed.3id jne»om-eﬁf"igfribﬁ;?é(g}thr'iquh all members. According

to the interview, Thailandrhas a'culture of social depéndence. They are generous to each

other. For this ‘[éas%f;toysts feel safe to travel in Thailand. Moreover, the people in
each locality are very friendly and they feel comf Srtable tg:1xavel from place to place.
Also, they b_r_e"lie:'g’g_ﬁlq;“‘tllg authorities are able to féciligat‘e;ﬂ!fég'r;wﬁgn having problems.
Conforming with. “Beyeloping a Platform for Eventfulntss i Brokhos” (Laugesen,
2011), Thai toliristg were least satisfied with “events”, Brokhogfiot unique and there is
a risk of ighitatien By Sther tourist attractions. There should be a'stategy to create a new
identity. There are different activities 1o attract tourists. This is consistent with the
research 'of Duan {2012) who stdied the weaknesses of creative tourism development

.k
£

found that there i fio variety.agd no of the productand sefvice.<Thus; tourists did not
pay ide@iity:;gugu mteregmé}them Manyanont (2013) "‘\x&fghdi_ggudiﬁed the religious
tourism; a case study of templédn Bangkok. The, results showed tﬁn the majority of the
tourists had a-problefif withi the Events, dug to less publicity and ti&holidays mismatch.
So the toyrists,did not know and-w re. pot:able. to come- tg tﬁ&@e@t. The interview
results of T haﬁ;.toutjs@w.{sli’b\?kﬁthat.‘thic'“ﬁlféés -of attraction I'fza.vgiai'gqﬁized a variety of
events for the tourists to choose, However the themes of thé acavitigs of some business
e R & F Tl T T

do not reflect ﬂlgig_(:& culture and sQ ctivities arg even repetitive. Worse than that,
the tourists arg no ;,-igfﬁﬂgfg:d of it and are not curious tlg)*?lq}o;gjemg?e about it.

A model 6fddaptation of ¢reative fourism business¥ A.fase study of economic
road in Khao YﬁaQE Thai, tourists. (Figure 2) shows ﬁf:qt sightseeing affects the most
adaptable of creative touff3 %%Qgéiﬁé&-@vi-ﬁf'éi}fwﬁ.ibh is-consistent with the research
by Kulchai and Kulcﬁ‘ai%(z’OG?Qﬁ-@‘hogaisg &;gﬁﬁi‘%%d:reisons relating to decisions in
tourism concluded that détision makitig‘in -toutism was due to the beautiful scenery

with uniqueness andﬁrltractivé“ “eatures-to-tourists, tegpectively this finding is also
consistent with the résedreh by Poojaroen (2007}, asSefting that the tourists’ selections
of tourism in Mae Salong"Nék Ps&rwgﬂmghﬁf,&lﬁmgo Chieng Rai Province were
mainly based on the natural beatty’ atid-Tecreational atmosphere of the locales. This
result also shows that souvenir purchase does not affect the adaptable of creative
tourism business. This finding is also consistent with the research by the interview
outcome revealing that opinion of Thai tourists activities of creative tourism appears
that souvenirs purchase are mated to have satisfaction at the high level (Table 2)
However, when considering in details, it revealed that the pattern and the style of the
souvenirs are not attractive enough for the Thai tourists to buy. They are willing to buy
souvenirs for to someone else, and want to buy back home. But because the price of the
souvenirs is not appropriate review, so even Thai tourists are satisfied with the high
level, but probably because their favorites resulted in the purchase of souvenirs. This
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finding is also supported by the research of Chotivanich (2007) which shown that
significant factors influencing demand for goods and services are prices, consumer's
income, satisfied prices, predicted pnce and demand for those goods and services.

A model of adaptation of creative tourism business: A case study of economic
road in Khao Yai of Thai tourists (figure 2) shows that sightseeing affects the most
adaptable of creaiive tourism business (b = 0.25) the second was contemplating (b =
0.18), co-creation (b = 0.17), learning (b = 0.13), and participation b = 0.11)
respectively. Therefore, entrepreneurs- ould focus on the beautiful layout of the
location which should be m‘terestmg ard umqﬁe* The tourist atiractions should be
labeled to show the deta1 s Qfa_gl il%yaéagow&d 11> the area. Entrepreneurs should
give opportumty ﬁe’f Vit fp‘fs ta.uca«createh ah ;ﬁ leagl direct experience from
participating in toﬂng@aﬁhuhes On figure 2 shows4ha Vso‘uvemrs purchase does not
affect adaptablg‘of 1}re§oun':sm ‘business. So entl -1 el g‘should develop a model

souvenirs to attgac’ts;or jnerease t the yalue added of SOuV anq the souvenirs price
should be r;aso;ﬁ@e o rqake the 3 ' buﬁouvﬁmrs to take home.
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