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Abstract

The objectives of this study were to develop model of competitive advantage of small
hotel in Thailand. Research methodology includes with population sample size and sampling
determination which are small hotel 9,489, a sample size was subject 400. This research study used
purposive sampling for collecting data from March to May 2019. The response rate was 100% of
400 online questionnaires. For the data analysis, it appeared that the study used structural equation
modeling in with the analysis. Findings from the research showed that model of competitive
advantage of small hotel in Thailand or CASH model simulations are consistent with empirical data
based on a harmonized index of 6 indexes of accepted criteria. The index is: /df =1.429, CFI= 1.00,

GFI=0.98, AGFI= 0.96, RMSEA= 0.033 and SRMR=0.014.
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duussAndanduniusuuuiiiesdu (Pearson’s Product-Moment Correlation Coefficient) afifin133wnsem
AT IYBIF UYL (Construct Reliability: Pe) ANLadsvesnuuUsUTIuTgnaninle (Average
Variance Extracted: Py) hazadfitns1ziluinaaunislaseasne (Structural Equation Modeling: SEM)
ilemsivasununaundufudeyaiassdng (Model Fit) uazasiasunwaenndesaslnatudoya

4

WWaUsEane (Assessment of Model Fit) (Angsuchote, Vijitwanna, & Phinyopanuwat, 2015)

NaN3IY
mMaRawuUTassnulaUssumanIsutsiuresngulsususwinanlulssindlne tagldns

AATILRIRUTENOUNE153 (Exploratory Factor Analysis: EFA) Lita@nwdnswavestaduimniiinase
AnulalUTsumansuastuveslsasuvuiadnlulsemelne (Competitive Advantage of Small Hotel
Model: CASH Model) uagiito@nudvinavasninulmuseumanisudstuiilsonansaniunuvesgsia
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1. ﬂ?iﬂﬂﬂ?iaﬂﬂ’]ﬁmwuﬁ (CRM) IdnsnanensudaninremnulauSaunianisuasdu (CA) IWEJ

aad

TUUADVBENANIIRTUYINAU 0.46 smLﬂumawﬁwamuuﬁlmﬂzquammzﬁu 0.01

a

2. winnssy (IN) $8nSnan1ansudeuinsamnulausaunaniswrady (CA) Inaflvurndnsna

aa o

MIASUVINAU 0.26 Fadumdvisnaiidude YNERRNIZAU 0.05

3. mimmummam (MO) 19vsnanensaduinaennulaiussun1an1sua sy (CA) Taed

a Ao aad

YUINBNTNANIINTIIAU 0.21 ‘UQLUNW]E]MS‘W@VI@JNEJ?HQ@U‘V]N?‘ Ainszau 0.01

a a

4. Mm3dan1sgnadusiug (CRM) 8nswanitmsaudsuindenanisaniuu (PF) lagilauin

= & 1 a a Ax o o o aad

nEWan9nTIIAY 0.08 FauduadvdnaniidedAgyn1sadnnszau 0.05

5. wInNssy (IN) A8nSnan1emsadeauInsenanisaiueay (PF) Inaduundnsnaniamsasinny

ad

0.33 ‘lNLUNﬂ’]E]MﬁWﬂWiJNEJﬁWﬂiU‘V]NﬁQ fiNszau 0.01

6. mimmummam (MO) §dNSNaN1WTUTIVINABHANSAL LN (PF) Inadaunndnswa

o aad

NNATUYIAU 0.50 ‘lNLU‘lJﬂ’]EWlﬁ‘W@VIiJuEJ?ﬂﬂiU‘V]Nﬁ finszau 0.01

o
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7. anulaUSsumanisuaedy (CA) f8nsnanensadsuinaenanisaniuau (PF) lnadauin
SvSnavmamsainiu 0.09 Judurdvdnafiftuddymeadaiiszdv 0.05

8. NM3IANTTNAELRUS (CRM) winnssu (IN) wazn153atiun1snatn (MO) 1avEwaniadeuid
vainsanan saLiueu (PF) fuaulaluTounisnisudad (CA) lnsflvundvsnan1eoeuyiniu duuin

o o aada 1Y

BvSnawiiu 0.14, 0.12 wag 0.12 audu Judurdrdwaifuddymsadnissdu 0.05
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1Y | Y a =
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<

a saa o % \

AuinfvesgnAn gsfenfianuudannsddupruduiusifdugnAazdmanisuindenanisaniiveu

lny57uv83537Aa (Kim et al,, 2016) Aeliu fuinisTednludeauiiunagnsnuiugnandugudnans e

' v
a

wilnuvedsusuidunisliuimsdegnamnfigey asilinnsinvedlsusuaduiazaiislonialunis

[ Y

Tiusnasiugndnludiduiagetu (Fan & Ku, 2010) Faazilunisadauduiusdufseninalsusunay
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19159t uNg g uluan IR NaInUeInan (Lees & Leesh, 2016)
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v o & '
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AanuduiusivgnAndinualaglinnudAydugniisedidynasniuiinislidszuunisdnnisgnan

U U

duiusnieutunniwelulaguild lnedinsimvusnuavesgnanduaudnans waradsniusiuiioves
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' £% v w1 '
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