NHANTIUUATANABINTTVRSINYIBUNIEIYI INefnenInEs
nfsan1sdansusuinenslaulinanIsviaien

BEHAVIORS AND NEEDS OF HIGH-POTENTIAL THAI TOURISTS TOWARDS
DAIRY FARMS MANAGEMENT FOR TOURISM

1S uTud’ uazduiss 930nA°
Yannavit Narayaem' and Assistant Professor Dr. Santidhorn Pooripakdee?
AMEIVYINITIANT UNINEFeAaUINg
Doctor of Philosophy Faculty of Management Science Silpakorn University
AZINYINITIANTT UINESeAaUIng Faculty of Management Science Silpakorn University
Email: tnt.phat@gmail.com’

Received 10 June 2023; Revised 21 December 2023; Accepted 29 February 2024.

UNANED

wainsy uazeudesmsvesinvisndivrrnlnednenmgedisiionisiamsrsunuasiau
Wlemsvieaiien WumMFITeuuuNaLray fonsdunvalidadn uwudunivalis Tiesziteyadie
Content Analysis n1glduUsingn15aiinegn Tnen1slelusunsun1sITesdesnanin Nvivo aniung
nyreaeuteyauuuamddudeya lunquiiedsinveadisrsminednonings 10 vivudslseld
5918 AR 158919 45,000 - 74,999 U/iiou Bndiunils Ao nsanwinsinaulaviedivaves
ﬁﬂﬁauﬁmm’ﬂmﬁﬂamwgﬂ Tnunmsiasigilunanisannesladafn (Logictic Regression Model)
duieg19duluULNZae $1UU 400 MBKUUAEUNIN FI8WUIN d@1u1sanensia (Decoding) 1Ty
Nodes 30 aefUsznaundn i 3 sefUszneundn uay 11 ssfdsznoutes Tiasvioufionginssu uas
aifesmsvesinvisadisrymlnednonmgs ifidensdanmsnsvieufiendwhiununslau i
nstiemaumnengingsy uag AUABINTG muwgmmimaauﬂwmmmﬁunlmamﬂamwm U
Sudunounsvieadien ddutusewinmsveniies uavddudundimsvendles Fumnudesns
vosinvioufsrymlnednenings Ae iAnanAnudesnisainiiien iAnaneufesnisaIngnmay
AR9INANNABINITANNATEUAT LAy nRAnAURBInIsaInauesdud Ay Tudunsidedelsunu
WU @UNITHEINTE Logistic Regression : ?(Travet Decision-Making) = 8.977 + 3.282 PRS + 6.967
PUS - 5.998 POS meliaufigiusnidds fidvannsanensainmsindulafumeesinvoadivs
Inednanings Tneitadudunsviesiten (Purchase Stage) Wity 1 szu Temanisindulaiums
urleaiiaderhsununslaunvesinvieuiieailnednenngs asdfiudu 201,115 wh luduves
Sudunounmsvieniles Wity 1 swiu Temansdnduladumsluresiissdmhsinuaslausmes
ﬁfﬂviaal,ﬁmsunlmﬁﬂaquq Izt 182.066 Wi warddutundinisvieadien (Post purchase
Stage) anad 1 zdu (Fasin waz/ wie arwina) lenmansnduladumsluvieadiordmisunens
Taunvesinvieafisannilnefnonings ity 108.191 wh anuddy



13a15 195 WsteyeyrUsnssad U9 9 atdui 1 (Wns1AY - NUATWUS 2567)

ANAIAYY : N13TANT, MowenTasuinenslauy, a1nuTunMsiunIviaaied, nsdnaulaliunig
vieuiien, tnviesiiedadnenings

Abstract

The research of Behaviors and Needs of High-potential Thai Tourists towards Dairy Farms
Management for Tourism is a mixed method research with an in-depth interview, semi-structured
interview. Data was analyzed with a content analysis method under Phenomenology. A
qualitative research program called NVivo was used to conduct a Data Triangulate Check on a
sample of 10 Thailand’s high-value tourists with personal income between 45,000 - 74,999 Baht
/ month. There is also a study of tourism decision making of Thailand’s high-value tourists by
analyzing the Logistic Regression Model. 400 purposive samplings were targeted with the use of
questionnaires. The researcher found that the results can be decoded into Nodes or 3 main
components with 11 sub-components reflecting behavior and needs of Thailand’s high-value
tourists towards management of dairy farming tourism including setting definitions of behavior
and needs related to behavior of Thailand’s high-value tourists through a pre-purchase stage , a
purchase stage and a post-purchase stage. Results showed that the needs of Thailand’s high-
value tourists were significantly caused by the needs of their friends, - offspring’s family and
themselves. As for the quantitative research, it was revealed that the researcher was able to
create a Logistic Regression forecast equation: ?(Travel Decision-Making) = 8.977 + 3.282 PRS +
6.967 PUS - 5.98 POS under the research’s hypothesis. The researcher was able to predict travel
decisions of Thailand's high-value tourists. When the Purchase Stage increased by 1 level, the
chances of making travel decisions to a dairy farm of Thailand’s high-value tourists would
increase by 201.115 times. As for the Pre-purchase Stage, 1-level increase equaled to 182.066
times the chances of making travel decisions to a dairy farm of Thailand’s high-value tourists.
Lastly, every 1 level decrease of Post-purchase Stage (Restrictions and/or Concerns) equaled a
182.066-time increase of the chances of making travel decisions to a dairy farm of Thailand’s

high-value tourists respectively.

Keywords : Dairy Farming Management, Dairy Farming Tourism, Customer Journey, Travel

Decision-Making, High-Value Tourists
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