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Abstract

This study aimed to: (1) examine the components and levels of Stakeholder
Participation (SP), Creative Cultural Management (CM), Cultural Identity Communication
(Cl), Experience Quality Management (EQ), and Tourists’ Behavioral Intention (Bl); (2) test
the causal relationships among these variables; and (3) develop a strategic management
model for creative urban community-based tourism. An exploratory sequential mixed
methods design was employed. Qualitative data were collected from 30 stakeholders
to develop the conceptual framework and research instruments. Subsequently,
quantitative data were gathered from 480 Thai tourists. Data were analyzed using
Confirmatory Factor Analysis (CFA), Structural Equation Modeling (SEM), and
bootstrapping procedures to examine indirect effects.

The findings revealed that all variables were rated at a high level, and the
structural model showed a good fit to the empirical data (X?/df = 1.087, CFI = 0.997, TLI
= 0.997, RMSEA = 0.014). Experience Quality Management (EQ) exerted the strongest
direct effect on Behavioral Intention (BI) (B = 0.652, p < .001), while Stakeholder
Participation (SP) and Creative Cultural Management (CM) functioned as upstream
factors significantly influencing Cultural Identity Communication (Cl) and Experience
Quality Management (EQ). Significant indirect effects were identified through both
parallel and serial mediation pathways, particularly along the SP — CM — EQ — Bl
route, confirming the key mediating role of EQ in transmitting the effects of participatory
and cultural management processes to tourists’ behavioral intention.

Thematic analysis, integrated with the quantitative findings and expert focus-
group discussions, highlighted key dimensions of value co-creation, cultural resource
enhancement, cultural identity communication, and experience design. The integration
of these findings led to the development of the CREATE Model as a strategic
management framework for creative urban community-based tourism in Bangkok. The
results suggest that the development of creative urban community-based tourism

should prioritize stakeholder participation, transform cultural resources into meaningful
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creative experiences, and systematically enhance experience quality to strengthen

competitiveness and ensure long-term sustainability.

Keywords: Creative Urban Community-Based Tourism, Experience Quality Management,

Behavioral Intention, Structural Equation Modeling, Bangkok
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fdnlddmdeluszuunsviondien

[

I3sunssuEuLkandiiiuinaudsavesnsvisaiilneguruduiusdulady

'
o =

drftyraneyses lawn nMsidusiuvesiidiuladiude (Stakeholder Participation: SP) &
azvieunisfidiuswlunsneununagiauinsieniisn nsuimsdanisiausssuds
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el uidsamsnaasunalndsamsuuuesdsmiionlosmsiidiusiuvesgildlddiy
ey (SP) msudmsdnnsTamsssudeaiisassd (CM) msdeansdndnualfamusssu (1) uay
msdamsnmuamUszaunsal (€Q) Wganuddladmgfinssuvasinendien (8) nelduiun
nsvieaiinlnsguruidomonsamalne uanaini fanisysanmanseunuAadianisn

PaUIENINTEUIUNTATIANA kA NaaNS TNy RnssubIlusuuTiae sy

147



Journal of Nakhonratchasima College (Humanities and Social Sciences) Vol.20 No.2 May — August 2026

[
[

n13@AnwINTsTmualinguwgAnssunuuwEy (Theory of Planned Behavior: TPB)
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p8A1 X2/df, CFI, TLI, RMSEA Wag SRMR 59u7I9MAdaudninan190eua83s Bootstrapping

31U 5,000 A9

HAN15IY

nansnsaaeudeyalowiulimutoyagame Afsund amgsudunsavaiefuys
visodamendannuasdoyaified Tnee Skewness waz Kurtosis agluinamifieensuld A1 VIF
985¥NI19 1.865-3.138 uagKan1snAd@au Harman’s Single-Factor Test 591U Common
Latent Factor (CLF) linundng1uves Common Method Bias

HAN15IATIZeIAUTENBUTsdUdY (CFA) wullumanisindianuminzay lagan
Factor Loading 8¢3¢1114 0.797-0.881 A1 Composite Reliability (CR) 8¢5¢1114 0.898-
0.932 uagfn Average Variance Extracted (AVE) 8¢/5¥%319 0.687-0.731 LAAITIAINUATIY
ustavulusEAUA uenanil A1 VAVE vewndaulsganinaanduiusseninedaunls wazen

HTMT $1n77 0.85 WanddeAUAsaTadkunvasluwanisintuseaungausuls fanns1en 1

A13799 1 AN MVRILLAANITIN

FAUsUES  9aUdule %79 Factor Loading CR AVE VAVE
SP 4 0.814-0.843 0.898 0.687 0.829
M 4 0.823-0.871 0.909 0.715 0.845
c 5 0.806-0.838 0.917 0.689 0.830
EQ 6 0.797-0.850 0.930 0.690 0.831

3] 5 0.835-0.881 0.932 0.731 0.855

N153ATNENUUUTIABIEUNTTIATET1S (SEM) AnTiuN1saIUnsouLwIAnnNIsIde 1ng
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1.087, CFl = 0.997, TLI = 0.997, RMSEA = 0.014, SRMR = 0.038) %ﬂL‘i‘JuiﬂmummsﬁﬁLLuzﬁw

2949 Hu & Bentler (1999) wansluisiuinuuuiiassianumuizanlunisesSuieanudunus
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>
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AuYRNinvieaiiey InnIMsdmadengAinssulagnse fAwm151e9 2

A15199 2 HANITILATIZNDNSNANIIAT

GHEEN AU B SE z p M
H1 SP—CM 0433 054 8.002 <.001  eduayu
H2 SP— Cl 0.298 054 5.720 <.001  @duayu
H3 SP — EQ 0.394 046 8.900 <.001 TGN
Ha M — Cl 0.449 056 8.302 <.001  eduayu
H5 CM—EQ  0.547 049 11495  <.001  @aduayu
H6 Cl— B 0.193 043 4.376 <.001  @duayu

H7 EQ — Bl 0.652 .050 12.658 <.001 aﬁf‘uauu
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H9 SP — EQ — Bl 0.257 0.034 [0.202, 0.323] aﬁuaqu
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(Strategic Management of Creative Community-Based Tourism in Urban Bangkok)
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