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Abstract

This research aimed to group the elements of authenticity of Tai Saek ethnic identity
and analyze the importance of the performance results according to the elements and the
perception of the authenticity identity of the Tai Saek ethnic identity. Data were collected
using questionnaires and analyzed using descriptive statistics, including mean, percentage, and
standard deviation. Inferential statistics included exploratory factor analysis. Data from the
factor analysis were analyzed by important performance analysis.

The research results found that the authentic elements of Tai Saek ethnic identity
consisted of 7 factors: factor 1, physical characteristics and dress; factor 2, local cuisine; factor
3, service; factor 4, ethnic symbols; factor 5, nature practice; factor 6, souvenirs; and factor 7,
ethnic interpretation. Then, the analysis of the importance and the perception of the
authenticity of ethnic identity was compiled that quadrant 1: Concentrate here was the
communication from ethnic group and quadrant 2: Keep up the good work was the physical
characteristics, clothing and local food. In addition, Low priority in quadrant 3: consisted of
services and practices regarding nature. Lastly, Possible overkill in quadrant 4: was symbols
representing ethnicity and souvenirs. Community tourism leaders or related persons can use
this information to further develop community tourism in the area to maintain the identity of

the community and to encourage repeat tourists.
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Table 1
Demographic characteristics of respondents
N % N %

Sex Status
Male 177 44.25 Single 165 41.25
Female 223 55.75 | Married 139 34.75
Age Divorced / Widowed 96 14.00
18 - 25 97 24.25
26-35 134 3350 | Education level
36-45 89 22.25 | Under high school 71 17.75
45-60 62 15.50 | Bachelor degree 249 62.25
61 or above 18 4.50 Master degree or above 80 20.00

mnmﬁ 1 LLawﬁ factor loading Lw{azﬁaﬁﬁmmﬁw 0.50 (Hair et al., 2010) s?famamﬁlmwﬁ
psrUsznaudsdsadananianunmeaourennaniomu 4 33 fe 1) A1 KMO 1Ay 0.683
1NN 50 azfionquineslvunawangay 2) A1 Bartlett’s Test fiuddymeadaiistiy .00
Feusuna .05 Faweuiula Fs91nA1 KMO uae Bartlett’s Test wandluiiiuan veyaiilaainninfv
ﬂa;uﬁaasmﬁmmmmzauﬁ'%ﬁﬂﬁmiwﬁaaﬁﬂszﬂauﬁﬂﬁﬁmLﬁmﬁ’umﬂﬁﬁzﬁummﬁﬁmﬁa
AMUPLLTTSIENWN ALY 910U 3) RansnAiauduUs (Correlation) svanauys
Fslunmsaniinnannnan 0.3 agFuau 137 A1 2NYeuA 176 A1 91nna7 50% TesANELTUS
Ve wEndIn AmsausauUsiianudusius iy uay 4) e Communality §iA152%319 .408 - 671
wandliiuesnuseneuiiatnesnuiunazesnusznauannsnesueauuUTUTIUTeILARL YD

AaunlgaInUsEnautu 9 tadusens fsieazdenlu Table 2

Table 2

Factor analysis results with varimax rotation of the tourists’ importance of authenticity in

ethnic identity
Factor Pct of
Authenticity in ethnic identity factor EVP Communalities

loading variance®

Factor 1 - Physical characteristics and dress 3.033 14.44%

The environment of the attraction reflects the history of the 621 472

community

The houses are unique to the local area .554 408

The community dresses in a dress that reflects dress ethnic identity .644 .549

The costume is magnificent, different from other ethnicities 743 591
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Table 2 (Cont’)

Authenticity in ethnic identity factor Factor EVP Pet of Communalities
loading variance®

Ethnic costumes are made from materials that are readily available 675 497
locally
Factor 2 - Local cuisine 1.720 8.19%
Food is made with locally available ingredients .620 .488
Taste of food truly reflects the ethnic vernacular 718 547
Decorating dishes with simple local ingredients 702 543
The community has a lifestyle that relies on nature .602 526
Factor 3 - Service 1.543 7.35%
Tourism activities create opportunities for tourists to learn about .657 .490
culture together
The community welcomes tourists with friendliness 768 .625
The community is friendly and sincere towards tourists .639 546
Factor 4 - Ethnic symbols 1.454 6.92%
Ethnic performances reflect ethnic identity 562 416
Ethnic performances are clearly linked to images of the past .802 671
Ethnic rituals are linked to communal beliefs 676 562
Factor 5 - Nature Practices 1.392 6.63%
Nature practices reflect local wisdom 779 632
Participatory impressions follow ethnic practices about nature 755 584
Factor 6 - Souvenir 1.241 5.91%
Preferences for souvenir products crafted by local people .740 584
Pride in trying ethnic craftsmanship by yourself 707 617
Factor 7 - Ethnic Interpretation 1.178 5.61%
The materials used to build the houses reflect the tradition of the .784 653
community
The community's historic sites make tourists feel connected to their 734 568
ethnicity

221 authenticity attributes captured in seven factors, "EV: Eigenvalue, ©55.06% of cumulative variance explained, “Cronbach’s alpha.

6.3 NAN13IATINTEAUANNE AR VRINanIsUHURUANasAUsEnauladBuaNI5TUS

ANUANLIvRIdnanYalYARUSINUEN A1UARNRAINNTA F1LNBLIBY TINIAUATAUY

o w

M33ATEnANNdAYIINan1sU ) URNUMLeIAUTENaUTTBLAZANTTUTAULALLY
VDITNANYUYIANUT A8TTN15TLATIENTEAUANAIA YA UNANITUJUA Y (Importance-

Performance Analysis: IPA) waziisunasiaidunn asianslu Figure 1 Tngszauaudidyidunnu
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Table 3
Mean ratings of tourists’ importance and perception of authenticity in ethnic identity
Importance Perception
Authenticity in ethnic identity

Mean® | S.D. | Mean® | S.D.
Factor 1 - Physical characteristics and dress 3.91 0.91 3.75 0.85
The environment of the attraction reflects the history of the community 3.95 0.89 4.05 0.94
The houses are unique to the local area 3.84 1.01 3.50 1.00
The community dresses in a dress that reflects dress ethnic identity 4.16 0.83 3.67 1.05
The costume is magnificent, different from other ethnicities 3.96 0.89 3.82 1.00
Ethnic costumes are made from materials that are readily available locally 3.81 0.94 3.72 1.05
Factor 2 - Local cuisine 3.96 0.84 3.71 0.82
Food is made with locally available ingredients 391 1.02 3.70 0.97
Taste of food truly reflects the ethnic vernacular 3.98 0.97 3.75 1.06
Decorating dishes with readily available local ingredients 3.86 0.97 3.57 1.01
The community has a lifestyle that relies on nature 4.08 0.91 3.83 1.10
Factor 3 - Service 3.53 0.87 3.54 0.92
Tourism activities create opportunities for tourists to learn about culture together 3.45 0.92 3.49 1.01
The community welcomes tourists with friendliness 3.60 0.93 3.49 1.03
The community is friendly and sincere towards tourists 3.55 0.95 3.64 1.00
Factor 4 - Ethnic symbols 3.41 0.83 3.71 0.94
Ethnic performances reflect ethnic identity 3.51 0.92 3.67 1.05
Ethnic performances are clearly linked to images of the past 3.35 0.93 3.81 1.00
Ethnic rituals are linked to communal beliefs 3.38 0.90 3.66 1.08
Factor 5 - Nature Practices 3.41 0.86 3.71 0.93
Nature practices reflect local wisdom 3.42 0.94 3.62 1.06
Participatory impressions follow ethnic practices about nature 3.39 1.01 3.49 0.98
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Table 3 (Cont’)

Importance Perception

Authenticity in ethnic identity
Mean? | S.D. | Mean® | S.D.

Factor 6 - Souvenir 3.36 0.95 3.64 0.97
Preferences for souvenir products crafted by local people 3.35 0.94 3.65 1.08
Pride in trying ethnic craftsmanship by yourself 3.36 091 3.62 1.05
Factor 7 - Ethnic Interpretation 3.66 0.84 3.49 0.86

The materials used to build the houses reflect the tradition of the community 3.62 0.96 3.49 1.05

The community's historic sites make tourists feel connected to their ethnicity 3.69 1.01 3.48 0.96

Average 3.61 0.95 3.63 0.93

Mean scale: 1 - least important to — 5 most important, "Mean scale: 1 - strongly disagree to 5 - strongly agree

Figure 1

Importance-Performance analysis erid

4
F2 ® o
Concentrate Here Keep Up the Work
3.8 4
F7 e
S 36 -
g Low Priority e F3 Possible Overkill
2
£ 34 4 o ® F4
= I
F6
3.2
3 T T T T
3 3.2 3.4 3.6 3.8 4
Perception

Note. F1- Physical characteristics and dress, F2- Local cuisine, F3- Service, F4- Ethnic symbols, F5-

Nature Practices, F6- Souvenir, F7- Ethnic Interpretation
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ofinvosmdnugviodaluiinauynifunoaniufl (Sense of place) Feiiuanon1sasianiiy

nngANALLnAnTuludnlavesdnveaiied nlwAnns SuieEnlEY dennaesiu Chusakul

13



NsaPITeNMTeLelagyuyy U1 1 atduil 2 (nsngiaw - SuaA 2567)

Community-based Tourism Research Journal Vol. 1 No. 2 (July - December 2024)

(2018) s¥y11 MIFusAMEALLlLUTUINMINTiETs TSN nguaskad s INNIEUILNS
donuminems wardsaonnasstuuLIAnTes Wang (1999) 5314371 LUIRAAIMLANLNTINNTTATI
AN YOI UDE UL BIANLALAR T ANATUD AL vodiavosmuiostuaaiuly
PusTIINIR uazmdnarwaTatundnaumela senslsfioy Wemuluaugaiiatumedadoma 4
amduunas i uguiy ﬁaumﬁﬂssﬂauﬁﬁwﬁa&ﬁﬁa (Keep up the good work) A9 anwae

v
o w [

NUNBANRALNITLAINTEY kazevisiudy WudedeiidaiudAyuasnissusanufuwngs

'
a

dHomnidudsfiuansaureminuslndauuasuanasmneanugay o ﬁ%ﬁ%’imﬁgﬂﬁuﬁmmﬁw
129 ﬁﬂﬁ;ijﬁm/iauﬁsnlg%’ugﬂmmw“mLLﬁsuaamﬁﬂ’uﬁjloﬁ”%’mLa]ushué’zyé’ﬂwajﬁsmﬁﬁué:uamaaﬂ 19asy
TunssauRanssy famsussneiidnneadiedlasswunsnewiioudumuniwemfiug mvaaes
¥ U3997913 uazduomnsiudu vilninnenfisnfaUszaunsanisnsneniisaiivs siula

A0ARABITU Steiner & Reisenger (2006) laaguneanuiAuwnffiog flaanUssaunisunadiien

a

dletnneudiealasenuluiiufivesnues Tdas Seaywmanefidaau mmduuwvsssraunsnds
Aaduluaoiunsaiiduondnualianizi famaludes Tanuguuazaynaonisifiunis
aaﬁﬂﬁsﬂauﬁﬁmmﬁﬁmﬁﬁ (Low priority) A® mﬂvfyﬁmmammﬂﬁﬂ’ﬁLﬁ'mﬁ’miimwﬁ vJu
aqﬁﬂizﬂauﬁﬁmmﬁﬁmuazma%’u;jm""] dosndnneuiisnanlanassenfuanuduiauues
vy Usznavfunindnunwesyuruneadisafiyanuauninduiins anuatddalunmslvoinig
fmeuiler mnnAuundsludanudidaunin kU TRR USSR [uAsitnneadien
lugueas Usenoufuaruusnenamnsfausssussnnatinnesiisatuauluguey shluinnes el
aunsafinuln aonraeaty Liu et al. (2018) fiaunyuln mﬂa”m;ﬂaiﬁmmayumaLLazﬁmm
Lmﬂﬁmwi’wuﬁsiuﬁwas{am’:t’%’uimmLﬁmLﬁIu;ﬂummﬁmaﬁuﬂﬁ uayesAUsznouivhAuly
(Possible overkill) A9 é’zyjé’nw@mummLﬁjuﬂnaﬁuﬁ:uawmﬁizﬁﬂ \Jussauszneviifinnudfey
Gi"mm'mﬁ%'ugqq dosmndunsdauansarundurdiugintuinnesiisanusaaiauaglonad
wngay Jaudumuniwesssimdiuszivgitosesiumaveaiion tnnendieadlulalnanuddry

o w [y a

WINAIS @anrandnu Cohen (1998) WwantnnauieradaluululalnanudAuduanuRuLnuse

]
(%

ANUAUANYBILNA MDA YT ntnneudieIfanelananssuiun1svinle Lﬁuﬁum NIYTAIUTTTY

AVIRLEAINANTILIzdIAsegluaeavetinnefienely

3 1
8. 99ARUInl

2IAAUFNANIINANYI09AYTENBUVBIAMIANWN : AUEIAYLATNITSTUTVRIUNNB WA 82
negnanyaNIwIANug nuantuguun v lunsuiswiniddunisim uiganeeialsimuIves

guulvianfe nsimuINsaenurINgvesusUnaLigllnianielninneunavilaluaiy

14



NsaPITeNMTeLelagyuyy U1 1 atduil 2 (nsngiaw - SuaA 2567)

Community-based Tourism Research Journal Vol. 1 No. 2 (July - December 2024)

Wnwnvasgugulnuanag19ind wielmfinaugniuAuan U NIUNTEUIUNITUTBAINTTUNNS
NoUNEIVBYUYY NSNANeAINNITIUINITITUN TRz JURN9ETTUNA RSN

pnududndnvavesgusulnwaninaseymnely

9. UBLAUBDUY

9.1 dareuanuzlunisinluldusslovd

1) grimuruneafisamslianuddylumsanaiumsdormnuneynaninug Tususy
wsnlumsiannmsneadielasguvu lnsamenisuenandessalusuaniuvesuyy Waeln
‘ﬁfm/l'mLﬁmLﬂ]uﬂfﬂmwwmsJ@mhwé’mé’nwaﬂmamaﬁuﬁ:aéwﬁﬂﬁa wvlmAnuszaunisaimeaiiond
u19nFla werlurmsiiendu NI AL A NYAENIINNENTNLAZAITURAINY LAYaWTALAUTDS
yiavugiudsiigusuilafioguan Semsdidunsesumaideaiielninaudsiunely

2) dydnwaimuauduntug lnslemiznisuansuesniug wasesfissan idudsd
tnmeaiiorlulalnamnuddyuaglulaiuzaruniuumaindunai gy suvdondiieavestunis
neaielugurumsuesluney

3) gihguvidorieavesaunsathveyalunesenlunisiauinimeiielasyumues
fuiila Wesnwarmududndnuaeuey nuiadelmaansndunifiessvestinmoade:

4) murpauiiireatunismouisaludmiauaswu mmaaﬁw%agamﬁﬂ’mﬂﬂ
Wannmsveadirluitud nesildmanssnumenunismeadisndud @y warluvhlvaudiwn
%JaaﬁqmjuviaqLﬁmm%amwaﬂﬂ

9.2 tarauauuzlunmsiseadioly

Arsiimsfnuuisafuumislumsdnmanuduunsessury n1sudmsiansiuiiiie

Snwanududadnunivesyuey safauuamemsansdediianeaonisideidanmuainuagnig

WReBalTuna ievnuuimalunsiaugusuesienely

LONE1T91984

Andriotis, K. (2011). Genres of heritage authenticity: denotations from a pilgrimage landscape.
Annals of tourism research, 38(4), 1613-1633. http://doi:10.1016/j.annals.2011.03.001

Belhassen, Y., Caton, K., & Stewart, W.P. (2008). The search for authenticity in the pilgrim

experience. Annals of tourism research, 35(3), 668-689.

http://doi:10.1016/j.annals.2008.03.007

15


http://doi:10.1016/j.annals.2011.03.001
http://doi:10.1016/j.annals.2008.03.007

NsaPITeNMTeLelagyuyy U1 1 atduil 2 (nsngiaw - SuaA 2567)

Community-based Tourism Research Journal Vol. 1 No. 2 (July - December 2024)

Berger, P. (1977). Facing up to modernity. New York: Basic Books.

Bryce, D., Curran, R., O’Gorman, K., & Taheri, B. (2015). Visitor’s engagement and authenticity:
Japanese heritage consumption. Tourism management, 46(2015), 571-581.
https://doi.org/10.1016/j.tourman.2014.08.012

Chhabra, D., Healy, R., & Sills, E. (2003). Staged authenticity and heritage tourism. Annals of
tourism research, 30(3), 702-719. https://doi.org/10.1016/50160-7383(03)00044-6

Chronis, A. & Hampton, R.D. (2008). Consuming the authentic Gettysburg: How a tourist
landscape becomes an authentic experience. Journal of consumer behavior, 7(2008),

111-126. https://doi.org/10.1002/cb.241

Cohen, E. (1998). Authenticity and commoditization in tourism. Annals of tourism research,
15, 371-386. https://doi.org/10.1016/0160-7383(88)90028-X
Cochran, W.G. (1977). Sampling techniques (3" ed.). New York: John Wiley & Sons.

Chusakul, W. (2018). Authenticity in ethnic tourism performance analysis. Journal of
fundamental and applied sciences. 10(5S), 647-657.
http://dx.doi.org/10.4314/jfas.v10i5s.52

Faimanotham, C. (2021). The development of culture areas as a pop culture tourism
destination [Master’s thesis, Naresuan University]. NU Intellectual Repository.

https://nuir.lib.nu.ac.th/dspace/bitstream/123456789/5270/3/ChonnipaFaimanotham.

pdf
Fiellman, S. (1992). Vinyl leaves: Walt Disney World and America. Boulder: Westview.

Gilmore, J.H. & Pine, Jr. B.J. (2007). Authenticity: What consumers really want?. Boston: MA
Harvard Business School Press.

Graburn, N. (1983). The Anthropology of Tourism. Annals of tourism research, 10(1), 9-34.
http://doi:10.2307/2802266

Grayson, K. & Martinec, R. (2004). Consumer perceptions of iconicity and indexicality and
their influence on assessments of authentic market offerings. Journal of consumer
research, 31(2), 296-312. https://doi.org/10.1086/422109

Hair, J.F., Black, W.C., Babin, B.J. & Anderson, R.E. (2010). Multivariate data analysis.

(7™ ed.). Pearson: New York.

Holmes, K. & Smith, K. (2009). Managing volunteers in tourism. Butterworth-Heinemann:

Great Britain.

16


https://doi.org/10.1016/j.tourman.2014.08.012
https://doi.org/10.1016/S0160-7383(03)00044-6
https://doi.org/10.1002/cb.241
https://doi.org/10.1016/0160-7383(88)90028-X
http://dx.doi.org/10.4314/jfas.v10i5s.52
https://nuir.lib.nu.ac.th/dspace/bitstream/123456789/5270/3/ChonnipaFaimanotham.pdf
https://nuir.lib.nu.ac.th/dspace/bitstream/123456789/5270/3/ChonnipaFaimanotham.pdf
http://doi:10.2307/2802266
https://psycnet.apa.org/doi/10.1086/422109

NsaPITeNMTeLelagyuyy U1 1 atduil 2 (nsngiaw - SuaA 2567)

Community-based Tourism Research Journal Vol. 1 No. 2 (July - December 2024)

Jamal, T., & Hill, S. (2004). Developing a framework for indicators of authenticity: The place
and space of cultural and heritage tourism. Asia Pacific journal of tourism

Research, 9(4), 353-372. https://doi.org/10.1080/1094166042000311246

Jang, S.C., Ha, J., & Park, K. (2012). Effects of ethnic authenticity: Investigating Korean
restaurant customers in the U.S. Tourism management, 46(2012), 990-1003.
http://doi:10.1016/].ijhm.2011.12.003

Jeerapattanatorn, P., Sutthinarakorn, W., Pansukun, S., & Chaladkid, D. (2021). Participation in

community-based tourism management of ethnic groups in highland. Institute of
culture and arts journal, 22(2), 83-95. https://s002.tci-
thaijo.org/index.php/jica/article/view/243543/168745

Kim, H. & Jamal, T. (2007). Touristic quest for existential authenticity. Annals of tourism

research, 34(1), 760-779. https://doi.org/10.1016/j.annals.2006.07.009

Kolar, T. & Zabkar, V. (2010). A consumer-based model of authenticity: an oxymoron or the
foundation of cultural heritage marketing?. Tourism management, 31(2010), 652-664.

https://doi.org/10.1016/j.tourman.2009.07.010

Liu, H., Li, H., DiPietro, R. B., & Levitt, J. A. (2018). The role of authenticity in mainstream
ethnic restaurants: Evidence from an independent full-service Italian restaurant.

International journal of contemporary hospitality management, 30(2), 1035-1053.

https://doi.org/10.1108/1JCHM-08-2016-0410

MacCannell, D. (1973). Staged authenticity: Arrangements of social space in tourist settings.

The American journal of sociology, 79(3), 589-60. http://doi:10.1086/225585

Mclntosh, A.J. (2004). Tourists’” appreciation of Maori culture in New Zealand. Tourism

management, 25(1), 1-15. https://doi.org/10.1016/50261-5177(03)00058-X

Mkono, K. (2012). A netnographic examination of constructive authenticity in Victoria Falls
tourist (restaurant) experiences. International journal of hospitality management,

31(2). https://doi:10.1016/}.ijhm.2011.06.013

Nantakit, S., & Wongmonta, S. (2022). Tourist demand towards Thai Song Dam ethnic tourism
central province group. Journal of humanities and social sciences, Rajapruk

University, 8(3), 418-432. https://s003.tci-thaijo.org/index.php/rpu/article/view/265329

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory. New York: McGraw-Hill.

17


https://doi.org/10.1080/1094166042000311246
http://doi:10.1016/j.ijhm.2011.12.003
https://so02.tci-thaijo.org/index.php/jica/article/view/243543/168745
https://so02.tci-thaijo.org/index.php/jica/article/view/243543/168745
https://doi.org/10.1016/j.annals.2006.07.009
https://doi.org/10.1016/j.tourman.2009.07.010
https://doi.org/10.1108/IJCHM-08-2016-0410
http://doi:10.1086/225585
https://doi.org/10.1016/S0261-5177(03)00058-X
https://doi:10.1016/j.ijhm.2011.06.013
https://so03.tci-thaijo.org/index.php/rpu/article/view/265329

NsaPITeNMTeLelagyuyy U1 1 atduil 2 (nsngiaw - SuaA 2567)

Community-based Tourism Research Journal Vol. 1 No. 2 (July - December 2024)

Olsen, K. (2002). Authenticity as a concept in tourism research. Tourist studies, 2(2), 159-182.
http://doi:10.1177/146879702761936644

Reisinger, Y. & Steiner, C. J. (2006). Reconceptualizing object authenticity. Annals of tourism
research, 33(1), 65-86. https://doi.org/10.1016/j.annals.2005.04.003
Silpcharu, T. (2020). Research and data analysis with SPSS and AMOS (8" ed.). Bangkok: S.R.

printing mass product. (in Thai)

Smith, M. & Duffy, R. (2003). The ethics of tourism development. London: Routledge.

Smith, V. (1989). Hosts & Guests: The anthropology of tourism (2" ed.). Philadelphia:
University of Pennsylvania Press.

Steiner, C.J. & Reisinger, Y. (2006). Understanding existential authenticity. Annals of tourism
research, 33(2), 299-318. https://doi.org/10.1016/j.annals.2005.08.002

Terziyska, I., & Rislki, S. N. (2012). Interpretations of authenticity in tourism. Science &
Research, 4(2), 81-87.
Wadyam, B. (2020, n.d.) Tai Saek. https://langarchive-th.org/th/collection/saek

Waller, J. & Lea, S.E.G. (1998). Seeking the real Spain? Authenticity in motivation. Annals of
tourism research, 25(4), 100-129. http://doi::10.1016/50160-7383(98)00058-9

Wang, N. (1999). Rethinking authenticity in tourism experience. Annals of tourism research,

26(2), 349-370. https:// doi.oreg/10.1016/50160-7383(98)00103-0

Watanasawad, K. (2012). Authenticity under a management of nostalgic tourism: A case
study of 100-year-old Samchuk market community, Suphanburi province. Master of
arts program in cultural resource management, Graduate School, Silpakorn University.

Wittayapak, C. (2018). Human ecology: Environmental studies in social and cultural
dimensions. Chiangmai: Chiangmai University. (in Thai)

Yang, L., & Wall, G. (2024). Ethnic tourism: Impacts, challenges and opportunities. New York:
Routledge.

Yeoman, |., Brass, D., & McMahon-Beattie, U. (2007). Current issue in tourism: The authentic
tourist. Tourism management, 28(4), 1128-1138.
https://doi.org/10.1016/j.tourman.2006.09.012

18


http://doi:10.1177/146879702761936644
https://doi.org/10.1016/j.annals.2005.04.003
https://doi.org/10.1016/j.annals.2005.08.002
https://langarchive-th.org/th/collection/saek
http://doi::10.1016/S0160-7383(98)00058-9
https://doi.org/
http://dx.doi.org/10.1016/j.tourman.2006.09.012

