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ABSTRACT

The main goals of this study were to 1) compare the community-based
agriculture tourism marketing in Rayong province and tourist behavior before and
during the Covid-19 pandemic situation 2) examine their opinions about several
components of the Rayong province's community-based agro-tourism marketing mix,
3) enhance the marketing strategies for Rayong province's community-based
agricultural tourism in the context of the new normal. The data were collected from
102 Thai tourists who came to Suan Yai Da - Pa Bunchuen agro-tourism to travel by
using questionnaires. Descriptive statistics were applied to analyze the data. In
addition, group discussions and in-depth interviews from entrepreneurs and staff of
Suan Yai Da - Pa Bunchuen agro-tourism were carried out in order to recommend the
marketing strategy by using SWOT Analysis, 7P, PEST Analysis, 7s McKinsey, IFE & EFE
Matrix Environment Assessment, Tows Matrix, and Business Model Canvas to analyze
the data.

The results of marketing information revealed that the community-based
agro-tourism marketing in Rayong province activities before and during the Covid-19
situation were composed of organizing a Fruit Buffet activity with 600 baht entrance
fee per person, selling products and processed products via their shops and online
channel. The workers of community-based agro-tourism were also members of the
local community. They provided polite service and friendly. After the Covid-19

circumstance, the Fruit Buffet activity was replaced with a learning watching and



eating activity. This activity cost 100 Baht per person for an entrance fee. Tourists can
buy fruits as they desired from the garden. Additionally, sellers increasingly sold their
products on the online platform. Also, all staff at the community-based agro-tourism
were required wear face masks during the service as sanitation measure.

The study results exposed that the majority of tourists are females, aged
between 20-30 years old, obtained bachelor’s degree, Their hometown was in
Bangkok, and average monthly income was lower or equal 15,000 and between
15,001-20,000 baht. regarding travel behavior before Covid-19 situation, most tourists
usually traveled during Saturdays-Sundays for excursion. People who had an
influence on travel decision making were friends, mostly traveled by their private
cars. The trip cost was between 1,001-2,000 baht. Regarding travel behavior during
the Covid-19 situation, similarly, most tourists generally arrived on Saturdays-Sundays
for excursion. People who influenced on their travel decision were themselves, with
2-3 companions while traveling, and mostly traveled by their private cars. The time
spent for traveling was one day. Most tourists was willing to come back again in the
future. The tourist behavior before and during Covid-19 situation was statistically
significantly different at 0.01.

For opinions affecting the marketing mix factor, the study revealed that the
overview of the tourists’ opinion was at highly agree level (average at 4.17). Opinion
factors that received completely agree level were personnel (average at 4.33),
processing (average at 4.30), physical appearance (average at 4.25), and distribution
channel (average at 4.24). Opinion factors that received highly agree level were
products (average at 4.10), marketing promotion (average at 3.98), and price (average
at 3.96).

The results of the marketing strategies of the community-based agro-tourism
under the new normal context contained the following strategies 1) the approach
strategies were composted of expanding the number of online platforms for
advertising and public relations about product highlights of the premium quality of
the garden's products and integrating knowledge and experience to prepare for
tourist operation and services in an eco-friendly way. Additionally, a strategy for
attracting tourists who are interested in community-based agro-tourism by using the
highlight about rewards that each tourist attraction received should be implemented.

2) WO strategies were carried out by improving the online media for advertising to

Y



make an understanding among new tourists, and conveyed through the use of
pictures or other media for tourists to understand the context of the area and in
terms of cooperation with the government, private sector, or relevant agencies to
promote tourist attractions by using the form of a local garden as a highlight to invite
tourists to eco-tourism. 3) ST strategies were implemented by opening all year round
to give tourists the opportunity to travel without experiencing weather problems.
The quality of produces was presented to meet the expectations of tourists to see
the value and satisfaction. 4) WT strategies consisted of creating understanding for
tourists about the style of the Suan Yai Da pattern through presenting the distinctive
points or uniqueness of folk style, as well as public relations to tourists about quality
produces and produces affected by climate problems.

Keyword: Community-based agriculture tourism, Tourist behavior, The marketing

strategy, New normal context
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nsmuANAInssukazuAlunslRuINIsAnsEduannTuanfanssu NI mnauenIs
VUTTILIY dUl U UTDINNNB LN TUASAINNLININUNN URaRALIA kA AdTAdl B T
NNFIUAINTIUNOUNYT BIA0AAABINUIIUITYVDIATAL 819975 WAzAME (2565) NRNWY
1399N13UNTLAVNIATFIUUADATUAWETOUITEN TV DY INTN YUYW T UTTTUEEB UMY
anun1sadnsszuIneelsaladn-19lulssivalng gananisAnyinaiiiwuiufisinig
I9N15UINTFIUANNUARAAEA LAV LT VR INWNYU VWA N TAUTITU AUraNLN AU
a1ssugudesiunisunsssuinelain-19 Asiinisdnseileuiui dnsiiusseeing uag

A5aLfaulnviewne liaInntININauUTenaenIaT 19n219k0anageaa el NieIns

9

a

fn1sAnnsesuvainIvestinviedgnazn1sn T ingungll

Y
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2.3 wudAnuazNguNeafunagnsnisnann

nagMsNIsRan (Marketing Strategy) uia3asilalunisaiismnudifauasdmali
ussaTngusrasdmamanandinaly feiduiniesdefidrdlunsenssduyanifiundn s
dmsunguedetneiamiagumy (mifing A1 uazamy. 2558) il Msaienagns

o

n1saatanilauniizandaudilignisiiulanianinisnaialunisdivuigduen
TuagnaliinAunseniin ATy karANassninAden1sAndulateveuslan (WY
3uns an1ius wasias Buny. 2562)

[
a

Tneflninnsilridiouvesnagnsnsnanalidsd

Weyes @eias@ines (2551) lna1idn nagnsnisnan (Marketing Strategy)
e wuandlunisnawuileliusiqinguizasdnisnisnan Usenoude e
VNNNTAAN WAZAIUNANNINITAAN

@3 Aeduun (2542) Malvianununguesnagnsnisnain (Marketing Strategy)
minefie MsnasunsiiunuliaseunquanfesnsuesgnAiieaiisnaa g
Ananuduiusiagnisnavausuduanivgnan tinaudseivlalddudnazuinng
ot sdeosdsnaliiasdnsuszaunaduialunsiay

nanlavasunagnsnnsnann wanefs manwHumsAdunuileussginguszacd
nansmaILazileneuaueimudaenisvesgnin vilsigndniinnnuusevivlauasiin

Auduiusiieuan dwaligsiodliuliegnadiuuuinukazyszauanudiie

2.3.1 \p3esiialun1svinnagnsnisnann
i stunisdavinagnsniseatnty gsnadluasfesdnuianinwindeuniegsna
Toaiduns@ing wazdinszianinmandeuianieusnuazniglussdnsiioasaununagnsy
winzauiunsaulaznlle wazleniauazalassnaananimuanaey e liaunsatiuny
s 5 a vaq ¥ o oa a a a a L ! ¥
nagnsiulyufiRliduinuanasnsuimsinaukasyssliunaidnagnslaeg1agnaes
WgaLieaiAaLarauARNNITaNTRI03AN TRt ulA ST Ee 1Y (AT dgug

%Y. 2553)

1
v A

ail ip3esilenldlunisinagnsnisnain Usenauaie SWOT Analysis kag TOWS

(%
)=

Matrix fqil
1) SWOT Analysisn153tA35159% SWOT %30 N1531A512119auT9 e lenad
gUaTIAYaI03ANSLioN1TINLTBIfUAURANA kAL LN TN TAL TN UVRIDIANT

ussgdmang (wnied willena. 2555) lngusenausig
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9AuTe (Strengths) : YAuNIEYALTY (Taldiueu) Wunawandadoniely WUy
Joafiinananinuindasunieluvesgsng ludiunluded anuduwds

ANLEINNTe drufduasuliinaudse

® 089U (Weaknesses) : yanoeviognseu taideSoullunaunaindadenielu

Julmvsedeunnses doidy Ausouns Uad1inmne

e Tan1d (Opportunities) : 1inandadenisuen Wunaannn1snanInuinaey
AeuenvesgInadelselevd n1swWasuwlasmlussley wieduasunis

ANRUIUADDIANT

® aUdas3A (Threats) : vinandadentsuen Wudoanaiu Jeg1daiiinain

ANTNWLINABUNIYUBNTAINALADAD

nseuLAnTiiomh i sianmndennelusedng Iiun druuszaums
N3AA1A (7Ps) UABINT SNEAENINIENTN ATBUIUNITIANIT NTVY HaN1SANTLNLY
AULUINITAAN waEnls N58Y 7S McKinsey Matrix nqugnailanuig uagdiumia
$191159a19 AIUNTOULLIRAT TENNTR T ERA MUIAGDL B UBNBIAN TN
sEAUNNNIALAYIEAUYania taalussduuvaia laun wdnn1s PEST Analysis
U5eNoUusie anIniInasunnIsilaskasngune (Political and Legal) d@nwnuinasy
N19LAT8FNA (Economic) anInkIndounIedennuaz Imus sy (Social and Cultural)
annuwandauniamalulad (Technology) dauseaugania Lawn 1AsIds1emann/n1s
Ws AIINABINTITVRIEUILAA LwAltuN1TRa1n S1u1TeeTIHANkaYHTldu LA EY

( Vrontis. 2003) fanwil 2.1
Hlegsiaamnsaszydniuasaivesanmiandounislinsounurdndiadundn
F901295 315 8ilaensTUIUNTUsEYNTERNA N AU AUl ideyafid1fy (Key
Informant) {u3vns wiinau uaeifidauiAeades ndsndufiszy yauds aseu Toma uas

gUassm fg SWOT Analysis AasansadaduiusiunIng 2.1



nMsatATIZRanIUNTsal (Situation Analysis)-SWOT Analysis

anmundaunielu

(Internal Environment)

ANTNLINABUABUDN

(External Environment)

14

(1) 7Ps

- wanAwuat (Product)

- 91A1 (Price)

- Y9INNN1TTINTINUNE (Place)

- N1989LE3UN159a19 (Promotion)

- yAans (People)

- ANWAENIINIEAIN (Physical evidence)
- NFPUIUNTIINNTT (Process Management)
(2) HANIIAUUIUAIULUINITAAN LY
mls (Performance: Market Share &
Profitability)

(3) 7S McKinsey Matrix

sEAUNNNIA (Macro)
- Mslesuagngvuy (Political and Legal)
- 1AI5EgNA (Economic)

- depuagImusssy (Social-cultural)

52AU3anIA (Micro)

- Tpssas1amana/nasuasdu (Structure of the
Market/Competitions)

- ANNFBINTVRILUILAA (Consumer Needs)

- wltN15MaTn (Trends of the Market)

(4) STP - 5 Forces Model 81unaueaswan (Power

-n1sLUsdIURaIn (Segmentation) Forces)

n ' P _ - fifduledde (Stakeholders)
-nguanAntvung (Targeting) N

- AMENLIN19N139870 (Positioning)

MWA 2.1 N3UNTIATIETaNMWIRaunslulaEN1BUBNgINafae SWOT Analysis

fla :U%’Uﬂgqmﬂ Vrontis (2003)

WaIRINNITIATITRENNIINEoun el ZaNMILIAGOUNBUDNLAY NE1UITA
szytladenieg Nuansdia gaude noeu lentauazguassavesesins wsedade SWOT Lile
ldldlunsimungnseansaeld (s 33elnea. 2542) Fadunsimsisiladeidana
V5 (Strategy Factor Analysis) 1Jun1shimzwuudisimidndadeienagnsaniniinasy
18909An7 laglin1319093818nagnsn1u3URUUYee Wheenlen and Hunger (2010) &4
Usznaunenisntadedsnagnsmduladenislu wse IFAS (internal Factor Analysis

2 = = o s & o O & = |
Summary) 1Junsankansdstadeinagnsmiudaduaeluiindugaudanarynseu
wazn31eladeidgnsaiansimiuladeonisuen wie EFAS (External Factor Analysis
2 = = v o s & o O A
Summary) {Jun1s9nkansiadadedenseansmniudadensuenveinlulentaway

& dy v o w o w v A s & LY [
E;Uaiiﬂ muiumsammmum'mmmg{]mEJmﬂaqm‘mLﬂuﬁﬂ%ﬂ']ﬂul,l,az{j%amEmaﬂ W
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AsaunanAdinn Azluuyssdiy azuuuosihumin wavdeausiuglulnazlseiiu ng
NATINVDIASLULNNTNTINUAZYINAY 1.00
lnsnisdnaiduaudidgdadednagnimnduladenislu mumsladodanag

{ @

gnsmdutladunielu (intemal Factor Analysis Summary: IFAS) Fap1579712.1

M1519% 2.1 msndadedanagnsiduliadunialu (FAS)

Uadedenagns dwtin AZLUL Azuuunasimn | deiauauus
[1] (Weight) [2] Usziaiu (Weighted Score) [5]
[3] [4]
Yadeidugauds
Uadenilugndou
33U 1.00

dmsumsinaisunudingydadedanagnsniiudadonialu munisedade

Fagnseansnduladuniouen (External Factor Analysis Summary: EFAS) #30137197 2.2

M19199 2.2 ansndatedsensmansnduladeniousn (EFAS)

Uadedenaegns dwitin AZLUY azuuudasdwiin - | Feiauauue
[1] (Weight) [2] Usziiiu (Weighted Score) [5]
[3] [4]
dadeidulama
ey
aUdIIA
3 1.00

VYR M99 1 Lae 2

v ea v v A I3 1 o
Aaaui [1] WisvylUadeanagns agweay 5-10 Uade

v ea B H Y] =i D] ' o H @ P
Aeauf [2] TuansdmidniduduaviasioutamansenuveuwsiarUade lagumtnsiuilan

Winiu 1.00 Yasdelafaninasiinansenuuiniagleunudnun

LY L4

ARaUUT [3] TlvAzhuuUTEEIUaNN 1-5 ATLUY NUNEDY N1SHaVAURIRBwAasUadY 5
SEAU aEnsanauauedliuINiiga (5 Azuuw) @ (4 Aviuw) Urunans (3 aviuw) deoe (2

AZILUL) waztioefign (1 AzLuw)

[y

ADRLLN [4] Lﬁumaqmmaﬂﬂaé’mﬂﬁ [2] way ARANLN [3]

[y

¢ v A a Y o v a s Y]
ADANUN [5] SU@Lﬁu@LLugﬁ‘WLﬂfJ'JGlJ@QﬂU{jﬁ]ﬂSL%QﬂaQWﬁLLmaﬁﬂ"UQU
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2) Msimuanagnsn1snanlag TOWS Matrix

6 a

afgns v (2555) 81edlu Hadd yadunn (2560) Idnd1admdsanniidinig
Uszifluaninuandeulnenisiassiliiiuigauds 9aseu lonia wazdediin uainas
tundeyaimauinneilusluuuanuduiusuuuamindlagldamssitonin Tows
Matrix 1fumssmsiinsgiindeyaildainnisinszsigauds engoulonia uazdediin

wdesziidieinunsenunlunagnsisziansie 9 lunisiwaiiafisendn TOWS Matrix

A o o

willunsiesgiiveivuanagnsiy aslivunaunsaiiunisn dfy 2 Juneu Al

1) N532y 9993 gneaw Tond wazdodnin na1lad Uszdnsuavesnisivuana

v a

gnsildimasin TOWS Matrix faztiuegiuaiuaiunsalun1sinsiziynuds yageu land

wazdaininnagidealunniiyy inszainsieiliaziBeanseuaslivnudys avdawavinli

msﬁmumﬂaqmﬁ‘ﬁaaﬂmammmmLmamu

Y o w 1 Ly

2) Mg IeaRduRLSsEningandsiulenia gaudidudedningaeeuiulonia
Lazgngaunulednne FamaresnTInTziaNduRusludeyausazadina1d vinlviiana

gndanusauuseaniailiu 4 Yssian fe

€ Aa

2.1) NagN5LT93n (SO Strategy) lounarnn1sudeyanisuszidu

9

anmwndeuneluidugauiuezanimwindauneuaniiilulonaufiansansiudy de

Aoy LY

o < A A o I3 a
nsthynudangsiufulemaivenaztulunagnslugagn

2.2) nagnsidadasiu (ST Strategy) launainnisideganisuseidiu
anmuandoungluiidugaudaasanimuwindounisuenludedidnuniansansiuiu
iefivzinfnuadunagnsludsdosriy ndndessdnsannsaldgaudiivesiudadiin

d‘ U ¥
Aunandadenieuenls

2.3) nagnsLTauAly (WO Strategy) ldu13nn1surdeyanisuseiiiu
anmuwndeunigluilugadeunazanmwindaunisueniiluloniaufiansansoudu
ez vualunagnsludaudly dufensiesdnisiilonianasihuuwifavsedsln

7 uldlunisuilvangeuiesdnisiieyls

2.8) nagnsi¥eu (WT Strategy) ldunainnisuideyanisuszidu
anmwindaunsluiidugedoutazanmwinasunieusniiutedninuiiiansansiuiu

Weinzinunmwundunagnslugeiu nanfeesinsdeanynesuazrinidedsiedednin
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Tnefidmunendndenisdestunsenandedianiunisalvesesdnsuulidugluninimduey

FININA 2.2

2.4 Uadenrseanaiildlunisinsieninagnsnisnain

Jaduaelu

Jadennauan

’gmlﬁ‘lﬂ (Strength)

3ndau (Weakness)

Tenna (Opportunity)

SO Strategy
(nagnsiBegn)

WO Strategy

(nagnsiauila)

ldautesaniulonia ldyngeusiuiulena
ST Strategy WT Strategy
gUd55a (Threat) — . X .
(nagnsigatasiu) (NAYNLBITU)
Tgaudesivauassa liyngousiuivguassn

AR 2.2 N153LASTEY TOWS Matrix

P01 2 dauUadn algns Ui (2555)

2.4.1 waRnssuguslan

[

WeRnsIUEUILAATiALTINY A3l

NOANSINFUILAA Muneta neRAnTIUBEUTIAAIINSAUYINTTTENTS

ToUsziiunan1stuapenanduaLazNITUSNIT TIAIAIN9LAUDIAIUADINITVDIT KID

nsAnwfmgAnsy NMsdedulauaznisnszivesuslaaieliunisdenaznsld dun (@

a N 6 a Y a ' [ a k%
IITT LATINU LAY Aslg. 2541) IWZ—J‘WZ]G]ﬂiilIE‘\JIUiIﬂﬂ’NLUUWQ@ﬂﬁiM“U@QQﬂﬂﬁiuﬂ’]iﬂu‘lﬂ

ns@e N1slNTUTEIEUY Wagn1sadunisiNgInuduAINTaUsNIS lneannieinaga1unse

MOUANBIAINABINTT YBuIInala (Schiffman and Kanuk. 1994)

dngns lauely (2550) lalianuvingveanginssuguslaadi vuneds nseuiuns

%39 NOANTIUNSARAULR N158e N1slY waznsUTEliunanslauAYIaUSNTYRIUARa B

gdlnnudifgsonsteduawasuinisslulagiuuaseuian
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Ui $3unn (2553) lonaninginssuvesguilaa nuneds Wunszuaunisi
Netes Auypransonaulun1sdam n1sidenass NMsde N1skd wazn1sianIsnenaanis

UslnAnGERse1/USNNT lemeuauesrufensvasuslaalutiaiamils 9

NANUNLIEveIEUTlnAaunsaasuladn weRnssuguslan vuneds nssuunei
NeTeiunIsInm Msfeduls N158e warn13IANTSVeIYARANIBNGLINENoUANRIAIY

ABINT5VDIYARAA LY I I

1Agn15N15IATIERNGANTIUFUTIAA (Analyzing consumer behavior) a¥a1fe
f1071 6 Ws waz 1 H FeUsznaudae Who, What, Why, When, Where uag How itadum
dnwaigifiunginssuguilan 7 Usens vive 7 0's GeUszaeusie Occupants, Objects,
Objectives, Organization, Occasions, Outlet iay Operations (F325500 v@35MY havAy.

2541) fapn51991 2.3

M19199 2.3 MTIATIRVINGANTTURUTLAA

A0y Aneuiifasnis nagnsnisaaaiitisadas
1laseglunaindmang anvazyaangulnng L.NagNSATUNAR AN
(Who is in the target (Occupants) N9AY Z.ﬂaqwﬁﬁﬂuiﬁﬂﬁ
market?) Usgansmans alans 3.NAYNBAUYDINNNITIN

NN NOANTIUATENT i1

4.NAENSAIUNITAUATY

N1IRAR

a 2 I3

2. {uilnnageayls (What danguslnndosnisde nagNSAUHAR e Lol

q

% L3

does the consumer buy?) | (Objects) As7EuSIAARBINTT | JUANWNERT M N1TUTI

&

PNNANTUNTIAAD HOIN1T | U9 AFIAUN sULUY
AvanTAnIoeIRUsznauTad | USNIT AN SNyl

NANAUALATAULANGNT | WIRnsSu

wilendngudadu
3 shluguslnedsdeesls fnqusvassifuslnatiodudn | 1.nagmsaundnious
(Why does the consumer | (Objectives) N1USZUULD4 2.NagNSAUTIAY
buying?) nensswiigle q Wemeu | 3.nagnsiuremissdn
AUBIAIUADINITNIIAU U

INMYUATNNAANINGT | 4.NAENSAUNTAUATY

A13RAAN




A1519% 2.3 (519)
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AU

ANNBUNABINIG

nagnsnIsaaaiinglItas

4 lasfidusulunisangula
#9U13 (Who participants in

the buying?)

UNUIMNVBINGUA 9
(Organizations) N8z nasie

mMsdndulade Fausenaumie

¥
&

[ 2NPN = ysNa a
A3sulunnsesderiidnsna

[ [
IS) Y

lumsdndulagerdnaulage

Huauazyly

nagNsAUNITaeEsY
A5RAIA NAIABNNSLEDNLY
Fnsdaasuniseans kdin
2, Yyaa a P
i dunslagiisnsnaanie
199 WTeN15InLUSTugUlR

donnneaungud vy

5.4uslnrgaidleln (When

the consumer buy?)

Ton1alunisde(Occasions)
Wy Yraneulnvreslnseig
ganialaveslyisiulaues
ey

Pranlavesiu lentaniey

a9 9 uau

NagNENITALAIUNITNAIN
ADNIILEDNYIUIAINITIA
fanssudsasunisvela
gnAeIlaz Iz aN UL

A\ W
Wnung e duan

6. HuilnAgantvu (Where

does the consumer buy?)

YBIN19IUI DAY (Outlet) 9
fuslaaluvinmsde wu
WeasInauan guasuns

[

6NE

NAENGIUYDININITIN

o 1 I~3 = 1
MUY LUUNILABNYDING
Tunisammuneduanlinss
ANUANUADINITHAL

wnzauiunguid g

7.4u3lnAeeE1ls (How

does the consumer buy?)

Juppulunisrnaulage
(Operations) @aUsznoauUnLe
nssuilaymmsAumdeya

AIUITZIUNANIUEDNNNT

a

indulagannuIanNenas

=
N1IYD

NAgNENIANATUNITNAIN
UsZNaumIgNIsLawal
nsvrelaglgntnauene
ANSAUESUAISVNY NISLAUNY
wagN1SUSEVEUNUS
A1SRANANIATY LU
NENUVEAZANNUA
Ingusvasalunisvelv
donndeenuingUszasAty

Msinaulade
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dmiungAnssunisuilaamsvieadisrvesinveuiisagnuisesnidu 7 ngulae

finsanananudeinisvestinvieadien (Saens wuele. 2550) fail

1) Explorer e thvioufienusunniiveunsvieadinuuumadivle

2) Elite #io thvisadierussnnfiveuiunsluveaiiorluaauiiudaning

3) Off-Beat fis Shvisafisrussnndiveuluvieadissluanuiiliresdivnvoadion
Tdun

4) Unusual e Wnvieafisrussandifianuduseulunisimuniddudneasids
Aradumamasiondion

5) Incipient g ﬁfﬂviam,ﬁmﬂisanﬁ%amﬁumammﬁwﬁw%aL@uﬂzjmﬁﬂ 9 WA
sunlasumsfousunasusnIsin

6) Mass Tourist fia tinvisfleaiidlgrugmaasugianiiatouviosatoni vl
Lﬁmqmamﬂsﬁumsﬁauﬁm

7) Charter fio Shioafipausznniitureudumslureaiivaiiaindeu ndoula

dnsuilasediisnsnasenisdnaulalunisveaiisndanuas Tnednvieadiond
mméf@qmiﬁ%ﬁmLﬁaﬂuﬁ’wqm fiaudesmsautasastlunisunvieaiiv) dedlay
famelanifsenmsvisadelusumsliinswasayssdiiusveadmiidud

o o

¢ v & a ~ v v ' = A aa
Asel Tuses waz W3ty naty. 2549) nislasudayanisvieanginniieunazanaddiulu
N5ARAUlANDWALY AN15LEDN YIS UAFIUAIUNITAUNINTILLAUN A UATEUATI LUT4
[ Y 6 dl' LY 1 ] d' 1 -q' dl 1 1 v
Tungnaaduamiiiansindoundsulaluaniunviewnsiniiaula uazaldanglunis
| al ' & v ol = v a = AW & A o 0 A
NoungausnazAsIlioy (AN nieddie. 2553) S1U89 MPRN IUNUAILAE YD 191A7
Ldgeunin InednviesdiadimumenisdenunInuIn1snilauazein kagan niinde
19850 UV AW DL N8IPIANUTUSITUVIF T9ansaTiiieINanoAIIUADINITHAIIAIL

Uaansie (vignua Aouwd wagdnatiud fina. 2557)

2.4.2 wuanauazngefngnuidadediudszaunenisnane

wsesdlentlunisinagnsnisnisnatatiulsenauluiie 7P w38 Marketing

Mix wseL3enladn drulszannenisean Wunguiiiduildlunisnununisaaia sy
Tlufamaseniuwasiinugonndaeiu

4n1739 1509335¢ (2543) linanal3dn daudszaunisnann (Marketing Mix) 1u

3 Ao o o a 1% < o A J

aeAusznaundAylumsaiumnunsaunisnatn Wudadenaiuisaninisaivaulalag

Wugu wUsenauniy 4 Jadevan lawn ndndne (Product) 511 (Price) 90901901530

Mg (Place) Msduasun139aIA(Promotion) BaNIVUAILSENTINAUNTT 4Ps widmTy

a

§303UTNTdIuUsEANNTIINGIA (Marketing Mix) 9ziin1siiudn 3 Uade loud sruyana
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(People) AMUNITATIILAZUILAUDANYAMENIIN18 AN (Physical Evidence and

Presentation) LazA1uNT=uIUuN1s (Process) sausanlaindu 7Ps

= 6

@3 evuunn (2542) laldaunuigindiuussaunianisnain (Marketing Mix)

v o

mineie nsildufiinevaussanudeinisvesgniinguidivungld velusaiguilaa
gousuly uasuilnmduRdnemsisiiuindn sauddinsdndmiienszaedudlidonndes
funginssunisdevnifienuagainuignén fearumersugdaliaaauvoulududn
LaginngANTINeL9NABY

Kotler (1997) lana1aliin druuszaunianisnann (Marketing Mix) #ungfis @auds

wsaLAseen1INIsnaInfianusanuauld vsEndnazinld siuduiionauauss AU

Y a & 1

wolauarAnuieansvesgnmilungudviang uiidudiudsraunisnimainaziiiiewa

q

4 fuusintu (aPs) 1Hun wanfmei (Product) 51A1 (Price) anauiindedomianisda
Swiewdndae (Place) Nisanaiunsnan (Promotion) sesnfimsAndauusifiaiutun
3n 3 fwUs lawn uama (People) Anwauen1aN18nIn (Physical Evidence) wagnssuIuns
(Process) ilelsi aennd ssfuuwAndidrfaymsnsnainasislmi Insionzeg sdstugina
yagumsuints Suisudenliinduhudsraumeniseaiaiuy 7ps

A329300 183504, USty andnuum wazAas 1@3snil. (2546) landnliinnislddiu
Uszaunien1snain (Marketing Mix) dusugsnaniuusnig Usenaunietade 7 éa (7Ps) Ae

1. fundndns (Produc) iudsiguiaseweulfungndn Inedesmauausiniia
dioamsvesgnénld uazgninassesldsunalsslovinasaumanidniasitug Tnealuuds
wanSamiiadu 2 dnwae Ao nandumindudodls uay nanduemdudedls

2. ius1A (Price) nunefie $1A108IEUAT gnANlUSUTBUTENIINAMATTUTIAN
vosAuALGuiwisdnuAgenitTmiidedigndinsinaulate fuunsimunse
aunfmsiisismumsnzaluiusaUsslevinazanmfifilfiugndde

3. fuTeMINNTInTIMtng (Place) wuade Aanssuiitieatesiuusseinianio
dansdenlunsiiauevidensaudiliungndn elinasionisiug vesgninludugme uaz

b4

aUselevivesdumiguieneinisasdiaus Jausenaunsgdesinnsannslusuving

f
9q u
PAIMALYBING I UNSNALULEUDVI 9T DINS I UNISVIBFUA

¥ 1

a . [ = = ~ aa o o a =
4. AUALEIUN1TRNAA (Promotion) L‘U‘LlLﬂiEJ\‘ilIEJVi‘LNVIlIﬂ??ﬂﬁ?ﬂ@lﬂﬂﬁi@lﬂGl@ﬁ@

v o vl Ao ¢ A [N ! A o vod Ao ada
aqiﬁgﬂjqﬂaﬂqﬂﬂU%‘(j@ Iﬂﬂm?mﬁ]ﬂﬁgﬁ\‘iﬂw\l@LL"UQGU']']a'Wim'N 9 Wi@sﬂﬂ?jﬂlﬁmsﬁaﬂﬂﬂUV’]@Wﬂ@@

Y
auAuazIum wazivevlvigreiinanuaulalumduauiniy
5. AuyAAa (People) n3aniinau (Employee) MuNgAINRUIVRITUNTBAIUNY

Ty desaunsaasisanuitanelalvidiugnAliegauanduazmilondngudaduuazfos
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6. AruUNITASILazUIlAUDANEAlEN19N18AIN (Physical Evidence and

[

Presentation) lun1saianazinauednuazmsmenmlsiiugnii i oligndiAnaim
Useitula Tnemenewasnsanninlaesu lidesduniiufiasns mswsndenedesd
Awgnmeseuloy uazmslruinsiisinds vienausslevidy 4 figninaslesu

7. funszuaung (Process) WuRanssuiieadesiuisnsuaznisufoalusunis
U3n13gndn ilelvignAiAnmuysziiule

I1INAUNUIEVDIA WY TEAUNINITRNAIA @un5aaguladn drudszaunisnain
wneds ssrUszneufiddnildlunsaidufonssumnisean Ussnaudne dundnstoel
ATUIIAT ATUYBINIINTTINNUIY ATUNTITAWATUNITAAIN ATUYAAINT AIUSNYULENI

NMUAIN LAZATUNTZUIUNTT

2.4.3 Ts McKinsey Matrix
McKinsey 7-S Framework tJunsauninfnilasuniseeausuwaziinanldagnag
N119973190UN157R 579U 5EUANUNS pUYBIR AN SR lTUsE i uaN S TOULYB99IANISAY
Uad 7 Uszns BeUsenausag nagns 1aseadne ssuu yaains aled vinwe wazaAleusiu
a % a o & W S W Y a ') a v I3 v
nsUsTRaNSTaUETRIRIANISiANdNTue ged we liAansimuas1sanuulule

Tlszavumudnsa (Tomas J, Peter and Robert H. Waterman. 1976)

Uadevie 7 Ysznrsfianudrdgde Wudiduasudiiuwaiu dwaliosdnsd

Usgdndnm
o ! °o a =

waviludanudisamudvang (enua lBuuas. 2554)

Strategy: NAgNS MUEHY LUINIMENVBINSVIINUMTDRNULIUN WWuluIMIesTaY
LAz In
NINYINTVDIBIANT INAYNTMINEAUTUDIANT D9ANTINTNEINTND WD ATz auY
p3fnTesAnIudouUsEAUAINA NS

Structure: 1A53@379 waneds gUkuunIsdaLUednseenluiiey wsenquau &
nsivun g1 iuazanuduiusliognsdniau lassafavesusentuinagisuuuul

v oo Y < o v Y 1 ! < 1 2

adududouluwuuiuusiu vnlideyarniiansanuuasarntuluegemaga

System: S¥UUNTITVINU MU8Te YATDIRINTIUAIN NHAUFUTUSIY Tnesied

Y

Wmnedeiulussuunnfivssansnm Ssagvibieuussqlmanglaisn arstinsdeu
Flow Chartdsznaulsiiennnudniau

Shared and Value: A1flg1933 31889 ANUSANTINNTOANUABINITVBIAUAIY

Ao

Tnaflusans viauadndaeosansliulunisinvielis.
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skill: vinwg manefa anudngduiiay iudsieadnsvinléd (Dufidedevesgnin
psdnsfiivnueduladunianienidBudentsvavaudniauuidnsui

Style of Management: JULUUNTUSYNT maNeBia naAnssuvesusnisiunisvinu
Bafluasie n1sfuiuaranuiiefievesynains aziinadevigyidslavemdnauuas
AUANSIVOT BIANT

<

Staff: ypans muneds yransynszaulumilavesesdns iWumduimdeulviosdns

[ v A v a

Uszauarudniauazussaidinungesdnsniianiudanuaiunse viyd wazaasndnfse

Y

83ANs g issAnsussqulmineegaiiusednsnin Aulussuun1suSmTyAna fodw &

4

AN Fsagliypnanifdeueilaldneyrains Wamyeainsiiaumeimyundy

2.4.4 PEST Analysis

% =

ANSIATIEIRIY PEST Analysis Wuiasosilandrdyuwasinislddmsunis

<

Aasretuningin Idansumsimseriuunldurewaiauar s e nnmsInvesgsnalue

Y =

uinn Inserfonsteyavesnsasunlasestaduniousnss g filiansaniuauld @
Hadomariluszneuldae dadoniau Tevrenaznisides (Political) Jademursugha
(Economic) Uadan1sanindsau (Social) waz Jadeniunaluladuazuinnssulnie
(Technology) (INC quity. 2557)

1) Yadpmeuleviouazmsiilod (P - Political)

Jadumsulovionaznisidles fe Jadedifimadsunasuann
vesgunanazulovtevesssludianaidu q Inethdemeniniiesfinisiuiinssilag
THPEST 1ouA anuzaruiunsediguna wazsuiuuremessuIainiimaasundain
foeifiosln Basznaziadamlunisvirgsiavainuaiesuuuuvesusagsiesiu uudldues
ngsurdoudetiduiiozeonuilval uasildeglutiagtu maasuudaduanimuindenma
n154lad

2) Yademaesegna (E - Economic)

Jademaasugiavesdszmea dnadugsialunismsaduediauin
flesan megﬁwaqmzmﬂL“fJughﬁmu@ﬁwé’ﬁamamﬂwszmﬂ WAEMNUANAIATVUIN
Tnaluvssma Ssmaelifusznaumsaunsnnsunugsialdasdonduiunaduszerdy
nseszezeIINanInasegnaludagduiaziuilduvesasegialusuian lnedadenig
iAswgRafimnIaegs Usenaudie n1azuile a1nzFuie wazdasmanilosn
wandsulutssne Sninsinaeuresaululssma SnaAussduiuazAILTI19
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3) Jadumsdeny (S - Social)

Jademadeny nuneds Jadeiifeadestuanminndeanindany
fausssuuwasdinnnuoguesauiiufitu 1 udusgrils deufiwwFuihnmananlignnis
wgAiTinvesauluusasguruduiinuunnsisiusenty fafu fuszneuntsdeadily
Anwiannzwndey e Tausssudinaneu ieliiulaldingsfeazannsaduiululy
pgemuiuaziduiaulavesnuluyuviluduia

4) Jadvmanalulaguazwinnssu (T - Technology)
fuilumsvigsfadinsimuesuinssuuazmaluladunnss
fusenly Tnsursyuruenaeduagldlaslifesendamalulad usifuuisuvundugoion
walulaglunisanfudiadusgaunn saulufwwildulusuanirdiluewanimalulad
Toai 9 anuagssivesiussnaunisazifuegils detatedd doidnsudeundasd
TI0457
2.4.5 1u1na33na (Business Model Canvas)

Business Model Canvas ﬁam‘%aqa‘jawﬁﬁﬁ]z‘d’;a‘immzﬂﬁﬁﬂszﬂaumiLﬁu
assmassiavesmuiedldheiu Wy Business Model udaluinagsiaguuuumis Felésy
n13WAIUIN1910 Alex Osterwalder Buwsnilfissusigsiruadnvinduiiviluldo
Hagiumlunauauaatflagnldosauninatsluvilan (BMCThailand. 2560)

Usznause 9 8adUsEneu Business Model Canvas fidiaalesriu g
1) gnf (Customer Segments—CS) ﬁ%@ﬁuﬁ’lﬁau‘%mi
2) AniAY (Value Propositions—VP) atemiesdudn vie usmstu
3) geene (Channels—CH) FBlunisdeaslufisgni
4) enuduusiugnan (Customer Relationships—CR) FlumssnyanAay
5) nseias1eld (Revenue Streams—RS) seldvosgsnatl
6) MiNeINTNAN (Key Resources—KR) Aaiidpsiiluntsinifiugsia
7) Aanssumdn (Key Activities—KA) Aanssuiidiowiuiielfluwmagsivegle
8) ftusiingvdn (Key Partners—kP) dufiisadasisnmstaetioutngiuuazns
IV

9) lasaaineaumu (Cost Structure-CS) AUNUIVINAYBITIND UAAIAININT 2.3



25

8. Key Partners 7. Key Activities 2. Value Proposition 4. Customer i lips 1. Ci
6. Key Resource 3. Channel
) . & & %0
e =2
9. Cost Structure 5. Revenue Streams
= 6

AR 2.3 Tmmaqsﬁa (Business Model Canvas)

31 - BMCThailand (2560)

2.4.6 Data Collection Canvas

Data Collection Canvas #9015 150a71auulen1an Wunsguiun1si

t:l' Y @ = 14 = v o 1 1
nsnaniikandbiiiuiisnsiaundsdeyasuiilugnisseseaniinisnain nuasusenauld

A8 6 YINaN

1)
2)
3)
4)
5)
6)

fail (algwa 3. 2563)

Problem of Business: Uaynivesginapieesls

Objective of Data: mdazdasunlutgmnilaegisls

Data Required: Uayvnuadgsiadasnisaaeslsins.

Collecting Data Campaign: uAunisaatnagnsbsiialildnngnn
Applied Tech: maluladildhAudoya.

Data-Driven Marketing Campaign: #1n15naaluneganlaogsls Lansas

AW 2.4
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Data Collection Canvas 91nHU0&0 Data-Driven Marketing © msaainiuazasy
Proble f € Data Require Collect Data ( A An
. ol . D
| <
»/' ‘ e 7J ‘ d = /J

NNA 2.4 ununInnsiutayacie Data Collection Canvas

fiun Nattapon Muangtum (2563)

& O |

d‘ 1 o o =
PRZARLEN 30 % 3 AIUARENY DILNDLUDY

127

LAAINBWNYNTWNBATAIUIAT4IY

3

2.5 WAAYIRNEITANYATAIUEIEA-LTUIY

Jadaszees Wuaunakivuundunainiafingdy 30 lsaunsasutnviendieals 400-1,000
| v A o € oA o & O & v dl = £ v -
AuRaTU (AT Wudus warlayyn viduiiu. 2561) 1IT0EINFD AMYLTY INSUAT 138
U1y asueneandeduaiunalinUgnliinaegramainnanelddiasidu miseu we Jinn aay
Jusu Wnedhdudvesasuiudndusiundnnisiassgianeiiies “ Ugnnnednafinu Aunn

oA 5 v el Ay =g W, o M v % Yo,
adeiivgn” warliusslesinuiliogumnzay muuwiAn “arusniess udlianifnndu

ﬂw%ulﬁlﬂmmumalﬁﬂuwa'wiENLﬁmLGTNLﬂWﬂﬁQ’ﬁauiaiﬁwﬁﬂmL‘éammmu anagaln

<

Wuunwdnaldlrminvieanerlasulseniunaliannaiudneie aeluaiusiaadalaiinig

]

o 1 a (Y L3 1 Wy ! < a a % a
Imirgndndunuwdszuannaliiangg lidrasidunissunen niseuniu fenaniu nedl

ﬁﬁﬂm \Judu (unseen tour Thailand. 2560)

wiaesvie e nuasainein-dugdu sudulul 2545 Tnethiuilaiuduves

.
muosegud ludrusnitulssautymifidiundeusuauudiweuiiunandnluaiuiili

{]ﬂ%uﬂ%’uL‘LJ%auimstsﬁ'umL‘%mﬁuﬁu@rﬁwmmu WALASVIENA bIN18TUEIULUUTIN LA W

Wuthrudeansnagyhalililusuimiweinisviesiengununsundaninesdauiod
= vl Y 1 ! [ 1 ! I a &
WInFelasinsidnsiulaseinisaneguesniasy wu lasenisesesynls dulunnaiu My
lasansnigldnnusiuiieveinisviesieaunaUsemelne d1naununsdwin vuieny
[ < A a Y o ' cl' v v a vV
A3y wazniaenyy WWulasansidalenaliinvieaiedlddunigsuvuaiunaliduns
nsrAUNTviRueITuNuasiilra e uBununsi1aq lasuauaulaantnvieaiiedns
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[ [ |

Uszaumsniliiniue1nnsd viedvhaunaliegioundaenadlnaiyad Snedaiide
TuBowes “giityannislitinmivasunalsiodnedsdu” dilugnsnenunBeuiioldunds
wmamilslunsiaualivesthiuedneddu duldinshauesthiududunagns
agmilsiiazdisantlymisanandnnne Panansessurandamszdrduturenald

nauldiluegnflaenlisosuluveinainusegndla @uaval ygdu nsuii. 2565)

=

Tnsngugndntmunefidfyvesunawioniiondununsaiuoin-§ygiu Ao
tinvisauieavning lasludrsiinsauifanssuyrdnaliffifiuduinig 60071 naa
anfazduinviesiieafiiunisuniuusemuymsdnaliidundn wilunsviyvildnalsl
mauesinureiulamivainuats liiadunisreuaussnudanisvestinvionien
Waealaiviads uagdymidneniisiueuimalioonueniiuil Kemnivusznauiy
A0UNNIRINTUNSEUIRYRS Covid-19 Meenuisfuriasufanssuanywidnaliiundy
AanssunisBoudidanuns Aldiedn Geus g 3 ngesdinsfonssunisiduiioavuauly
tnvleaflnaninndenaldifidmirsuuutsilasazilumuluamulfiduiy Tnevdsminng
WasugUuuvtesianssunaugnaimanefivasuliisuiu e fduinvieadoadinuy
MsnSudssmuyniAdundn Wasudunusgauvioosnsisqiunidoudidanuasiv

eI (funwel ey Insuna. 2566)

1AENLVA I DUNNTINHHTUULYDININSAAADFRANITULNYVI BTN EINIUYDINIS
] v s = Iz A v A o | .. =
Facebook 22tJun15u991@15U5 2 FUNUS MsInadnInauAined1vue Ty

HaliivIodudA1uUssumerataametszd g uremisesuladiduiy s1udedinig

LY a v 1

Uszananmnianssuluudag funiidnvieunevsonazguuidaunldusnis mauvdwisaiies
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fazlnadas Facebook uiu tutdunislawmiiasiaunednuiedswuiu (nwa2.5)
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2.6 Adpiieafes

2.6.1 manunumuAdeiinerdesiuziuvunsdanisisuilendanuns
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Conservative Strategy Growth Startegy
1.06

Defensive Strategy Competitive Strategy

AW 2.6 FumlsranTiesinagsnIInaTn
#11 : Juri Juswadi et.al (2020)
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msfneiluanideyssinmmannaulagysnnnsIsn1sITedeusina saiunis

Wedsnunn Wnaidunisiwssianmwindentadenislusasarsueniiumdnnis SWOT
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Wansnai (Product)
5171 (Price)
YoM MUY (Place)
ANSANASUNIMAIN (Promotion)
ynans (People)
Anvarn1IneaIn (Physical Evidence)
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AnsganInIIndauNBUBN

(Tennd,guassn)

IR

ngAnsTNYRINVia e
a @ A da
AnuAnuteninviouiiLafiiiie

Yadwdrulsvanmnenisnain

7s McKinsey

nagws (Strategy)
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Atlensa (Shared and Value)
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FUMUUM YIS (Style of Management)

ynans (Staff)

PEST Analysis
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sggasaneliuunauunilu SsnsideedeiifumsifoununaussrinamsifodaUTina
(Quantitative) wazms3daidanaunn (Qualitative) Ssusznousedunousil
3.1 Usennsuagnausiieg s
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3.2.1 3esdleiliiiusuradeyaifeUsinm
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maudl 1 Jeyaanmiluvesivionsien loua we o1y 1818 annunm sefunsin
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mssnduladunsrldusmsumasieniivndaununs

nMsnTaasuamnImasesiiolunsite lunsAnwadsilddnismeasuainy

Weense (Validity) wazaaesiy (Reliability) Ingiiuuuasuniuuiusuugaunbuue

€Y a

thlunsvaouniisimsslngvenuoyAeifidorsgdmau 3 v Wensiadey
anufissnssvanieniliasevaguingUsrasd Snnsfinnsuianaaeuiaznisudle
dieliadeafiofiiruiiswmssiuienuasasouaguingUsyasd Tnonsmduiini
donAnoInuYBIlaAIn ukarYnUTTaAluLAasUD (Index of Item - Objective
Congruence 38 10C)

MswAIRIInsaBaiion (Content Validity) tJun1suaininuiisansafili

\Weyia1saindoasy wie JoAnunaasde Inlansiniudinesnisiniienvie

e eXe

o)

nqUszasinzSeudinntosidieds Tnaldinasinsussiiu fil

Toiezuuu +1 mnefs wilahdeaeuingeuszasd/idevniu

Tiazuun 0 vanefs ullaidoaeuingassasdidomndu

Tiezuuu -1 mnefis wilvhdoaeuliingaussasd oy

inuFinIsFaduA 10C f1dlAn 0.50 Fuluanyiiferaniiuialdnsspdsvasduie

AL lemtunansivemauiulals (Usel wandoey.2559)

3.2.2 \psasdieldinusiusiudayaiisnaunin

1) Msdunwaiidedn (In-depth Interview)

Ya o =) °

TunsduN1EaILTIRNEIVBHTUAIDINLUULLATIAS 19N L ARINN1SFANEN

2

av A v

A nui] uazsiseRefeaiioiiudeyaannndeunisnannveunasioadioands
inwmsaugen-dygdulutianeu-seninsaniunisal Covid-19
2) MsaunuINgu (Focus Group)
Uszidiudanlunisdnaunuings 1éud msaeuaindeyariluifetu
anmnIRaInYeILaisafindununsaiueem-Syyiu elvimsudeyalusnugauds
msou lonna uazguassnvesuvamisuiisndununsaueisan-dyydu lasdanune

AUsEnaunIsiaryaaInInglulrawisuienanynsaiue1en-A 3y



3.3 mafiusiusudoya

ASAUTIUTIU
3.3.1 Yoyaugugdl
My MAUNIUYBUTYT D WAAINDUALITWNYNT A VI8N NTHNYATAIULIAT T1UIY

102 518 N15FUNWALTIEN KATNITAUNUINGN IUTIUTINTOYAINFUTTNOUNITUNES

v

Y

a

Y

VBUALLU

VouNgNTUNYATAIULIBA-L TP

soanlu 2 dnwaly Ao

(Primary Data) lda1nuuuasuasuiudayantinves ezt

3.3.2 Yayaniund (Secondary Data) laannsfiny1AuAILasIuTININGIT

UnAY SdR e euellnudslayatuifinnasngulieitesiunig

VouNenTUNENT NeAnTsuvettinvieniiey Jadediulseaunienisnain nagnsn1snaig

LLaﬂ%%ﬂ’l’iLﬁUGﬁagdm&J Data Collection Canvas #4010 3.1

b L) -
J@ATAT

| atayanmarufaineas

Data Collection Canvas

Wy .
ey sl zTinImans

aeal Jayany

Q’uﬂmﬁﬂﬁn%mﬁ'um:u‘ipw asfinviogig a4 | -wwumavow
oo — iy d = = )
pazeirighna apia W Tang ey adunnfinssuns mrweanuuialuniInoy SMIRNNTHULTIRN
sauvhlbiFinnguilmang Vaafiuarasinvaadion LA aNEImIngy | -TIEenangy

nqudimngldndumald

u“nmﬁuﬂﬁw‘lﬂwé’wnro

I
|
I P L
usztinflamaaeinanisvas
|
1
|
|

-
A0UN1I0L covid-19 2

doyaldasilignismaunm

unzrimuanagnEnIzasald
anamanzay Tutamsls
wislianinimaaday

‘ maluladAanmnsasisld
méuQnﬁwlﬂWmﬂ‘lé‘w’ﬂﬁn
sz dudiani

WzizRenIugiash

yamsaaaliuaga8

l

t

|

‘ gimmﬁqﬁ\mamsm"nﬁmy |

-AufnWinyainyiag
L“ftmﬁﬁ@iﬂﬂﬁhdluﬂﬁau
nmasiafiduadans
dingulalduinisundorias
Wedanyaslauums
“fayarmwinlvasgsia
dsznaydiy eudy yaden
Tona uszgusssn

.f_'
-

-

|
|
|
1
|
|
|

vaugmnasaIn LaTudaya
-nIdevans Tuaunvngu i
MINEIVILULAZN AN
aouwnuldiudusznaums

-miAeidayangingsy
W a a
apyinaafitILazaufia
R -
muwwaﬂﬁgﬁmﬂi:ﬁu
nansaataiaimuanayng
maaa1afnauIzan
-mEwTesian v
psfiaialdlaudanagninis

aaa lasld TOWS r\w

AN 3.1 ‘3§malﬁusﬁaﬁﬂaim Data Collection Canvas

i 3.1 Wunsifususudeyalaeld Data Collection Canvas Tnsazutseanidu 6
du dedl

1) Ygymwesssia leun msvedeyasunnudndfiuvesinveaiio fifiredudi
wazu3ns Snvdmnadoyadiunisnaaiivgtaelnidnnguidmnelfunndunelduiund

Wasulunaaaniinaniunisal Covid-19



39

2) Teyadziinurewntyniegials duredeyadviilugnisiaununisaiiy
AINITUNIINITAAIARAEAMUANagNSAIIRaIATnaIzal Bnviedsaiunsadeansiu
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TOWS Matrix
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® a5 (Retrenchment Strategies) Aie anunsaifiviesmiitads
meuanaawazladenielunes ngasanagnsain T (Threat) wag W
(Weakness)

e nagnsitedesriu (Stability Strategies) Ao aoumsaiivisnuidesenelud

witlidaduneuenliibediwiy lngasenagnsan T (Threat) wag S (Strength)
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4) Wrdeyanlauniauilunagsiadmiunisvieaisadwnuasineyuvuly

FINTNTLYD ﬂ”lasléfqﬂ New Normal 1aeld Business Model Canvas (BMC) 1a ¢

Usenaumie 9 Useiu dailanunendassaiiledu Usenause (aldnenuwnas aaawmasia

w935 way W Nueyes. 2557) Al

anA1 (Customer Segments—CS) Ao {aoaWA
AMAN (Value Propositions—VP) Ag 3Av18UBIFUAN
H0414 (Channels—CH) A T8lunsdeanslufisgndn

1 =

ANduTUSAugnA1 (Customer Relationships—CR) fio 351un"3
SnwgnAnay

nssuaseld (Revenue Streams—RS) A 518l0v8353na
n3NeINTMEN (Key Resources—KR) Ae Asirasiilunissiiiugsia
Aanssundn (Key Activities—KA) Ao Aanssufidaaiiiielilung
g3faedla

Wusfinsnan (Key Partners—kP) Ao d@auilifiordavianisnanuay
N139A19

lAs9a519AUNU (Cost Structure-CS) AUYUVIIVUAYRIEIND

5) IANsAUNUINGH (Focus group) S fUsenaumsuazyaainsniely

WA ATEUTANYATAIUYIEATUQYTU NBAUTBUANITIATIENNANITANY SIUTIF LA

Toyavanlouannupniusasiitolaueuudananisfiny



unii 4
NaN15398
(Results)

MsAnwIFes Mawwunagnsmsmaansvisaiisndaunuastasyuvuludmin
sres nelausunauunalual lagldseleuisideuuunan (Mixed Method Research)
UseNaumen1sITeilenmnin (Qualitative Research) wagn153384daU3uNas (Quantitative
Research)

Tnenansfnwutsoenidu 6 daw dedl

4.1. ToyanUANINLINABUN ALY N U-TEnIWan N5l Covid-19

4.2. %yjaéfmﬂimm'imam%LLazwqamimmivimLﬁﬂ’;ﬁumﬁfﬂviauﬁmmﬂmaﬁ
Fumanvieniien a vieaieadanunsaaueian4yaiu

1.3, Yoyasummdaiiuiiddedafudiutszauninimainnisieuilonds
nenstaeguruludminsseeangliusunauuniivy

4.4, Forausuuy Ndouasioaiiendaununsauensn-iygyiu

4.5, nagnsnisaatanIvsdisndaunvaslasyusudmiaszees aeliuium
AUNFlu

4.6. Business Model Canvas yosumasiasifioadainunslnouvudminszeq

AeldusunanuUn@tvi

4.1 YayamuanininaauniIsnanlugienau-sendneaaiunisel Covid-19

foyaruTouifisunisnanveunanion i ndunynsaiue1en i yadulugis
Aou-5¥MI19@nIUNITel Covid-19 Tiunmudadedruszaunianisnatn 7 wuinlusu
wan SusivaeneuanIunnsal Covid-19 MauvawisaienBanuastanssuyrmduals us

$% a

Tugesenineaniun1sal Covid-19 ﬁ’uﬁﬂﬂﬂﬂgﬂuuﬂmL‘ﬁuﬁﬁ]ﬂiiuﬁﬂug 9 U unuilnig
vssoglvimnufidanwnsnieutuninfuiisrsaimy lususasisieuaniunisal Covid-
19duTmvesysaliazagf 600 U/viiu udluRanssuiFous g Juduasdaruinisd
100 UM/ Erugeanianisaasmunetudunissimunesunnmdiduas Facebook
Wilugsneu-seinsan el Covid-19 udaysmingrhutomiesulatunniuludimas
annumsal Covid-19 funsaaaiunisnanaziinsdalusiutulutianenasislugistowu-
581319@01UN"50d Covid-19 Auumains wilnauliusnisegraduling fusenaunisniiu
Fesanueiies uilutisssuinsaniunisal Covid-19t winmuasiinisanuuntinin

BUNNYNADANAINLIAUINNT AUANHULZNINIEATINIULIITEUNI9Ed01UN58] Covid-19
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fymnseanageddniudaiisliienisusnisinveuniguazlusiunssuiunsiumig

wrasianieiusnisualdlidmsuinveafedlasuuseniu waglugi sseninsaniunisal

Covid-19 fu9sN UNNawRgI@IuMtIN N U enaanNISINLTUS NS

LAMIRINITIN 4.1

M13199 4.1 YeyaiSuiisuanimwindeunisnainluganeu-seninvan1unisel Covid-19

Uadwdudseay . . . )
Aauda1un1sal COVID-19 S2HIN9E01UN15ad COVID-19
1790150870
13 a [ (4 a I3 % a a Y a
ATUNANNQIN - Aanssuyisnald - NINTIULTHUIATY
- msussenelvinnug
PNAIUNTNEAT
&5 _;‘/,-;'
14 ] 1% a I 19 a
ATUIIAT - 9AANRITIUNINTIU - IAALULAZANT T
yisualsl 600 uw/vin SEU3ATL 100/11u
- FIANARNUINLAYNANAR - SIANARNUINLALNANDR
NanIsinensulum mansnensulumy
AU DINANA SIAININNDINATA
1Y 1 ° | —) o | | |
ATUYBINNNITG - edmheduinely - MNUGRIUTBINIY
31U WRAIVIDNNEN paulaliuintu

UgEUN19UlaY

_

#i7 fannudfiu
dod i

U
WspsMIsnaND dmEunuonsiusititnTise
nrsmmidpurisvesunudn Sunldhguagnén lansiss
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Uadedquuseay

N19N1INAN

Aauaa1unN15al Covid-19

sEuIeanIunITel
Covid-19

AIUNTITAWEIY

N13IN8IN

amUstutulutIanena

Tuu19mss

IalUstutulutIneana

Tuu19ass

AIUYARINT

Y a 1 <
ypansliusnisegn iy
0N
AUTENOUN SN LALTLEIY

YY) I

uazneneiulinyisaiedag

¥

b

€

a

Uinsludwiueaiy

(==

waunalvinu3n1enu
NSRYUTANTAT

Y a 1 [~4
ypansluinisegnaduy

ARSWAYEILVTININ

AIUANYULNIY

NMYNIN

fypdmirenananniely
WaNRNRTY
aeluaugnualiiuag

aagulwmwmammu

fyadmhenanannigly

LARIVIDTEN
neluaiulgnualiuae

azgulwmwmammmu

AIUNTTUIUNNS

[

finsgusmugEzaIntuy

¥ '
1% 4 o =

ATUNBIUT BLESNABATA

¥

¥

a

fJusnswaldlvinviaaien

Juns

Tu1msnishitnviaasiien
AUNTNNINBUNNENA DA

AU NS
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4.2 Yayasulsznsaansiasnginssunisvieiigavesinvisuieydlney

Wumenvisaiien a visalendununsaIueIn- Sy

Teyasulsznseansvesinviouilsrrnlnefifumanviesiion a vieuonds
InwAsaIusea-§ygdu dufusiuswdeya S1uru 102 519 Taelduvvasuanunanis
TATILAAIU WA 818 A0NUNINENTE TEAUNTANYIgeEn o18nvan Qildnu uavsieladin
yanawdsseliou tausluguiuumsneil 4.2

nnsfnwinuIdneusuuasuaulaediuluglumends (Sosay 68.6) fiang

D

s8¢ 20-30 U (Seway 57.8) anunmlan (3euaz 80.4) szAunsAnwigeandigans

]

(Soway 67.6) n¥nnaniluiniSoutndnyl (Fovay 28.4) lnsdglianutegdmin

'
1o

nIunNuUATLasUSUMNa (Sogay 50.4) wasiisgladiuuananiedaiouiiod A1nivse
wirfu 15,000 wag 15,001-20,000 um (e 33.3)

M19197 4.2 YaUARIUUIEYINTANENTVBIENBULUUAD U

dayanulsEvInNTAEns 11u7U (AY) Saway
LN

68 32 31.4
OIN 70 68.6
21

AN 20 Y 9 8.8
20-30 U 59 57.8
31-40 U 13 12.7
41-50 U 15 14.7
51 Yl 6 5.8
AaTUATWEUTH

Lan 82 80.4
Ausd 18 17.6
NP1/ 98/ LunNeny 2 2
STAUNTANYIZeER

NSy n3 21 20.6
USgueyes 69 67.6
Useyyl 7 6.9

ganUSayain 5 4.9
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A1519% 4.2 (519)

dayaiuusEvINTAEns 312U (AY) Soway
1YNUAN

HnSyu/In AN 29 28.4
U151YN13/3530MAR 8 78
WUNULDNYUY 28 27.5
CEARG Iz 15 14.7
Sudhaily 20 19.6
199U 1 1
WHNULI NS 1 1

aflanun (F91IN)

U

NunmNIUASLAzUSHUMA 41 50.4
ANALRLD 10 12
A1ANANS 11 13.2
N1AAZIUDONIALNLNUD 8 9.6
NARZIUDN 16 19.2
NARZTUANN 8 9.6
AAla 8 9.6
selfiduynnaafonaiiou

Fndmsewiaiu 15,000 1w 33 32.4
15,001-20,000 un 34 33.3
20,001-25,000 un 14 13.7
25,001-30,000 umn 8 7.8
30,000 UM Tl 13 12.7

NANISANBIYINIANNUNVIDWNLWAUNIUVIDWNYT B BN ITUNWATAIULIA -

(2%

Wugyounudn Tugsneuaniunsal Covid-19 dnviesigniuniesntugaiutans-anding fn

<

Judesar 38.7 sesawwndetisiunganania Andusesay 27.4 uaztoafignfiedisiu

& a

Juns-ans Anlufosas 10.4 aua1du WwReIfuYIesEineaaIunisel Covid-19 7

& a

dnvipadgafunanlugisiuens-onfing Anduesas 42.5 sosaundedisiungninds

gnuAnludosas 23.5 uaztioaianfevisiuduns-Ans Andudesas 11.8 audduuaniss

q

AN519% 4.3



A1519% 4.3 198NNV WANYIAUNIILVIDWTYD

ar

nau Covid-19 5¥11914 Covid-19

e el ( fiay 2563) (2563 - Uagiu)
U Jouaz MUY Souaz

Tuduns-ans 11 10.4 12 11.8
TUNYAYIUNANTG 29 27.4 23 225
Tuans-ening a1 38.7 a3 42.5
Tungaindngny 21 19.8 24 23.5
eV 102 100.0 102 100.0

AINNISILATIEMINDADINISNAADUINY I UNN WAL IAUNUD WAL UY9

ADU-5EUINA@NIUNIS Covid-19 Amnuwspnsnenunssly lnaldnisneasulaawais (Chi-

square Test) s¥Auld1AMIEaA 0.01 WU p < 0.001 FitowninArTeiutudAy 39

na1 19192988 AYWAUNIUYID WA SLUTNOU WaTTENINAnIUNITAl Covid-

o w

19 fauupnannueg it d1AYMIERANIZAU 0.01 LARIAINITINN 4.4

A19199 4.4 nan1InegeulAgEuAls (Chi-square Test)

' a a ' ¢ .
YAIWIAIMNNBUNYITTHINEn1UN138d Covid-19

TAuns-  Jumeadie  Fwans - Juven lett
AN WFNa oWnd  Untngny
Yagam | WIuns-ans 6 2 3 0 11
GNATER TunenYe
, 3 14 9 3 29
fau ANTG
anunsal | Julens-
o 3 5 29 i a1
Covid-19 2108
Turgatinge
. 0 2 2 17 21
N
EXE 12 23 a3 24 102

*Chi-square X(df = 9 ; 102) = 84.59 p < 0.001

= v 1 a 1 1 L4 . 1 =
Naﬂ']'iﬂﬂ‘t‘ﬂﬁ]@]ﬁlﬂﬁ%a\‘iﬁIUﬂTﬁN’maﬂLWEJ'UIU?J'J\?ﬂE]UﬁE]']Uﬂ'ﬁﬂJ Covid-19 WU31 ANW¥

=D €™

1 Andufesaz 45.1 seaaaunfentssulsemuyrdnalifnduiesas 40.2 uastloy

dn fie Wnneundoula Anlusaway 20.6 mud1du wazluraeszninsaaiunisal Covid-19



a8

wud finguszasdiiofnyigau Andusewar 51.0 sesmaunfenssuusemuynsnaly

Andusesar 33.3 waztoafign Ao Wndoundeuls Andusesaz 21.6 muaIRULANINT

AN5197 4.5

M13199 4.5 TnquszasAlunisuvienien

fau Covid-19 ¢34 Covid-19
Tngussaen ( fiau 2563) (2563 - Jadu)
U fowaz U fovayz
nnWouneaul 21 20.6 22 21.6
Anwigeu 46 45.1 52 51.0
Audieavuauraldl 27 26.5 32 31.4
Suusenuuinall 41 40.2 34 33.3
593 135 153 140 137.3

*ngn: seulaunndl 1 Te

ol
v 1

HANSANENIIUIUAS TNV AL AYiB AN B AT AN YA TEIULNEAT-1T
= ! Y | = a [d ) a [ o/ a [ G A a
Yy wud dnvisanganunisuiduaswsn Anllusesay 38.2 uneniduasen 2 Aa
Jufeuas 34.3 uazdpafigmaun1suininnid 3 ase Andudosay 9.8 MUA1RU wanIAs
M131991 4.6

A1319% 4.6 IuaTWnesNermMneiun NI uglTununTaIueEn-LIuL Y

FruruATefiTniauieiunienn  shuau Souas
Vioadien

Afausn 39 38.2
aded 2 35 34.3
afadt 3 18 17.6
1NN 3 A 10 9.8
394 102 100.0

Han1sAnwIyananiinasenisandulaiuniwveaiiglugleneuaniunisel
Covid-19 wuin ieudinanenisdndulauniignfaduiesas 29.4 yaraluaseuasiAndu
Sovay 26.5 waztoafiandeo aues Anluesaz21.6 Insyananilnananisindulaiunig

| a 1 J 6 . J P a 1 v a a a <
WviednglurIesEnIsanIun1sed Covid-19 wun Lwauumamamimau"lﬁ]mmqmﬂmuJu
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$ovay 30.4 auesdnluiesay 265 wazstesfigade Wousiueu Andudosay 18.6

LAAINARINNSIGN 4.7

M13199 4.7 yaranilasensindulaaunianvieaien

e fiau Covid-19 5¥%314 Covid-19
yARaNdNaianis , .
Y - ( fiay 2563) (2563 - Jagdu)
fnaula - ” " ”
1Y Souay 1Y Souaz
FULDY 22 21.6 27 26.5
ypmaluAsauAsd 27 26.5 25 24.5
ey 30 29.4 31 30.4
leusanay 23 22.5 19 18.6
EREY 102 100.0 102 100.0

IINHANITAATIVLNDADINITYIAGDUITYARANHHARBN AR AUl AUN YR LN

Tuanenou-sznIa@nIun1sal Covid-19 fanuwnnsrenunsali lneldnsneasulaanaig

(Chi-square Test) sgautiod@1Agn19ada 0.01 Wu11A7 p < 0.001 FIULHNINAITLAU

Hed1Agy Janandlainyananiinasanisdnduladunisunisaiedluginou-seming

a01uUN15al Covid-19 fA2nuuana1eiuag19iiedn

4.8

1Y LY

o

A15197 4.8 wan1medeulaawals (Chi-square Test)

aaa Y a
AN NAFRNTEAU 0.01 LLAAIRINITINN

yppananaranisanaulavionya5zndng

aarun1sal Covid-19

593
UAALY ¥ A
AULD K Wiy WBUSINIY
ASBUAS?
yARaTiing | AuLes 16 2 4 0 22
fian1s yAnaly
- . 2 18 5 2 27
andula ASAUAS?
vioafien oy 2 3 22 3 30
fau Wiousaueuy
d0nun1sal 7 2 0 14 23
Covid-19
374 27 25 31 19 102

*Chi-square X(df = 9 ; 102) = 1.09 p < 0.001
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NanIsANBISILINANNTNTisIRunsie aflealutieiouaniunisal Covid-19
wuh 7 vl Aedudesar 44.1 sesaanie 2-3 vhudndudesar 333 uastosiiande
Wumaieanuied Andudesay 3.9 wasluvieseninagniunisal Covid-19 Wuin2-3 vinu
Anidufena 39.2 sosaande 7 iutuluAmidudesay 32.4 waeliesfigafeiiunadissay
den Aadudevas 4.9 wanmadimsad 4.9

= o a Al a ] =
19199 4.9 PUIUAUNTANTIULAUNNUINDUNYD

fau Covid-19 %379 Covid-19
FurusnIniisamiums ( fow 2563) (2563 - Uaguu)
MUY Souaz MUY Soway
LAUIALREIAULALY 4 3.9 5 4.9
2-3 ¥y 34 333 40 39.2
4-6 1N 19 18.6 24 23.5
7 vl a5 44.1 33 32.4
374 102 100.0 102 100.0

INNANITIATIEIAN DA BINITNAFDUININUIUELITANTINLAUN WUV DB UL

6

AOU-5ENINANIUNISA] Covid-19 Taruwnnsnaiunseli tneldnisneasulaawals (Chi-
square Test) sgAUNBAIAYNINADA 0.01 WUd1A p < 0.001F3pENIAsEAUTEdADY T3
NA1 LA UIUALITN NI AU AUNIILIM BN LU 29N BU -8 IN9d@D1UN158] Covid-19 &
1 % 1 a v o % QQQI U . d‘
AMULANANNURY1ITBAN A NEDATITEAU 0.01 UAAIRINITINN 4.10

A1919% 4.10 wan1svadoulaawas (Chi-square Test)

AMUIUEUITANTIUAUNIITZNI9da U150l

Covid-19

LAWING 593

NIERGD 239U 4-6vinu 7 vinuduly

LRE
MUY AU NES
o 3 3 0 0 1 q

AUNTANTIN | AULFIEN

WUNIGNDY | 2-3 YU 1 25 3 5 34
danunisal | 4-6 vinu 0 3 13 3 19
Covid-19 | 7 viuiuly 1 12 8 24 a5
34 5 40 24 33 102

*Chi-square XX(df = 9 ; 102) = 90.24 p < 0.001
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nan1sANaNwazALdUTLSUeInuTiTaAunselugstouaaiunisal Covid-19
wuin e Andudesas39.2 sesaunfonseunir Andufosas29.4 uazliosiigafe
Aumaiissauien andudosas 5.9 wuieriulugiesswinsdaiunisal Covid-19 finun
oy Anifufesarad.1 sesasndeiilousinau Andusosas 26.5 uaztesiianfoiiuma
WMot andudevas 3.9 wansiamnsei 4.11

A15199 4.11 ANWULANUFUNUSUVBIAUNTIULAUNIIAIE

. o Y. flau Covid-19 $2%7919 Covid-19
ANYUTAINUANNUSUVDIAUY , o
4 ( oy 2563) (2563 - Jagiu)
NIWAUNTNEY - - - -
YT1UIU VYRS VT1UIU FRLGH
AU NEIAULRED 6 5.9 a 3.9
ASOUAS? 30 29.4 26 25.5
oy 40 392 a5 aa.1
Wiousaueu 26 255 27 26.5
593 102 100.0 102 100.0

AINNANTTIATIZINDADINISNAFDUINANWAL AU NUSVDIAUNT ILLAUNUN
| a | | ' & Y = ' ) = 1 v
yoaerlugienau-seniIeadn1unsal Covid-19 fanunnanaaiunssli Ineldn1snaaau

lAduA2s (Chi-square Test) szAUTy@IAYNINEDHA 0.01 WU11IAT p < 0.001F91U88NI1A

v @

szAVBdAY 9Na1IAIIANBUEAUENAUTVDIAUNTIAUN LD UT L U 19N o -

a o

SEUINNEANIUNITAL Covid-19 Tauusnseiuag19ived
a.12

1Y [y

WN19ERRNIZAU 0.01 AINIT19

A51991 4.12 wan1svaaeulaauas (Chi-square Test)

ANWAIZAIUSUNUSVDIAUNSIUAUNIITENIN

an1un1sad Covid-19

- — 593
LAUNISLNES 5 / .
. ASBUASY WU  iAUTILIU
AULAEN
ANYL LAUNIL N
Lo ) 4 0 2 0 6

ANMUAUNUS | AULAEN
YBIAUNTIU | ASBUATL 0 15 14 1 30

WUNI9NaY | ileu 0 9 26 5 40

Covid-19 VDI 0 2 3 21 26
94 q 26 a5 27 102

*Chi-square X’(df = 9 ; 102) = 1.25 p < 0.001
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NANNSAN®IIDNTAUNINLYIBSAerlugenauanIuniIsal Covid-19 WU tned@iuunn
AUNIIAETRIUAFIUAD AnUS8aL75.5 T998IUNABLAUNIIAIETLALANTANSITUE AR
< v Awv o A a & v o w ¢ aal a
Wudevay 12.7 wazusendwiendntdusosay 11.8 mud1su Nan1sANEIISN1LAUNILN
71999187l UT9581I19801UN158] Covid-19 WU IAYEIULNLAUNINNILTAUAFIUG AR
Juesaz 84.3 seasnfeidunaiesalagaisansisaey Anluievay 10.8 uaviosiign

A a 1% a o o = a [ 2/ o w [ A
ABLAUN MY UINUNNIAMLUUTODAY 4.9 ANUAINU LEAINIRNTINN 4.13

A1519% 4.13 ITNISHUNLIVIDWNL

nau Covid-19 5212149 Covid-19

Fnsiumavisaiien ( oy 2563) (2563 - Jagiu)
U Sovaz FU9U Sovaz

FOEUAAIUG? 7 75.5 86 84.3
SO IAYANTAIONTUE 13 " o) 11 10.8

Uitntdien 12 11.8 5 4.9
394 102 100.0 81 100.0

IINHANITIATIZRT 0 aenIsNadeUId s nIsRuIIL s afisalugrenou-
s¥insd@nunsal Covid-19 danuuanaisiunioli lagldnisnaaeulaanais (Chi-square
Test) seuiluddeynneadn 0.01 wudiaa p < 0.0018wfosninAsesutediday Sinanlea
3nsiiunsviesdisrlugineu-suIns@aIunIsal Covid-19 dauunnaaiuogedl

v o W

Hod Ay 9aafnszau 0.01 AINITN 4.14

A19199 4.14 wamsnaaeulpawals (Chi-square Test)

ASPUNIUIYIDNgITERINeEa UNITal

Covid-19
— 593
... 0legans USEm
SEUAAIU o
AN51500Y 1187
ASAuUN19U SRYURAIUG 76 1 0 77
viaungInau solagans
) i 9 0 13
an1unisal AN51564Y
Covid-19 USENUILNE? 6 1 5 12
94 86 11 5 102

*Chi-square XX(df = 4 ; 102) = 93.15 p < 0.001
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wansanwAldieildlunisvendisudazadatouaniunisal Covid-19 wuin
1,001-2,000 sndignaniufesas 32.4 sosaaude lsiiiu 1,000 v Andudesas 255
LLazﬁaaﬁqﬂﬁa 2.001-3,000 U AcduSesay 13.7 anuaidu lasarlddedildlunis
vipuflerusazadaszaninaaniunisnl Covid-19 nui1 1,001-2,000 unigaanduiesas
31.4 59909178 3,000 VInduly Anludosas 255 uastiosfigafeliiiu 1,000 Um An

WuSeway 20.6 AUAIRULAAIRINISINT 4.15

A15199 4.15 ANlIeN i lunSYiawNeLAaTASa

Cew 4 nay Covid-19 5¥%919 Covid-19
Alganenlylunis : .
o4 . g ( fiau 2563) (2563 - Uaguu)
[NV BRI - - - -
VTUIU YA VMUY ERLGH
TaiAu 1,000 U™ 26 255 21 20.6
1,001-2,000 U™ 33 32.4 32 314
2,001-3,000 U 14 ) 23 22.5
3,000 ULl 29 28.4 26 255
593 102 100.0 102 100.0

RANISIASIEA L aR R snadeuIalda1eldlunsvieadioalutae
noU-5¥1I9@01uN158l Covid-19 dauunnansnunseli lagldnisnageulaauwais (Chi-
square Test) seAuTuddn19aaR 0.01 wuddn p < 0.0018nIAIsERUTEdEY 39
namladreldaefldlunsnoadielugasneu-sewinsaanunisal Covid-19 flauuanaig

o P

Aupglilud 1A INEnANTZAU 0.01 AIN1379 4.16

A51991 4.16 wan1svadeulrawA3s (Chi-square Test)

' ¥ P= ' al ' ¢
Anldaanlglunisviaaensenineaaiunisal

Covid-19
SHE 2,001- , 394
1,001- 111N 3,000
1,000 3,000
2,000 un un
UM UM
Aldisedild | laidiu 1,000
17 q 5 0 26
Tuns UM
vieaienniau | 1,001-2,000
q 22 q 3 33
Covid-19 U
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A1519% 4.16 (510)

' ¥ o ' a ' ¢
Anlganenlglunisviaafienseninedaiunisal

Covid-19
TadiAiu 2,001- , 394
1,001- 111131 3,000
1,000 3,000
2,000 U UM
UM UM
Aldisedild | 2,001-3,000
0 3 11 0 14
Tunns UM
Voufisaneu | wnnin
0 3 3 23 29
Covid-19 3,000 umn
94 21 32 23 26 102
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ﬁ;ﬂlﬁﬁ - Strengths (S)
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(Internal Factor/¥@sviaafigdununsaiugen1Usznoumen1sinssigauds (Strength)

Larynsau (Weakness) 4bAN121nn153LAT18%SWOT Analysis 1neagUseiliusediu

AudIAnY vowudazladuriun1saunuinguiuglvdeyandn lawn gUusznounisuas

yAansngluunaviau g nanunsaug1en-IuyTu fAwm151em 4.30



A15199 4.30 25129 IFE Matrix 999919987139 NEATa1ue1m1-L U

& =

CRe

69

Uadeidenagns
[1]

1NN
(Weight) [2]

AZWUU
Uszidiu
[3]

AZLUUN
win
(Weighted
Score) [4]

YDLAUDLUY
[5]

Qﬂlﬁﬁ (Strength)
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Uadeidenagns Uwitin AZLUL AZLUUAIY | YolauaLue
[1] (Weight) [2] Useiliu UL (5]
[3] (Weighted
Score) [4]
qmlﬁﬁ (Strength)
s8. Hyeides \ungan
vastinviaanendy 0.02 1 0.02
IIUIUNN
$9. ANSOAUNILUIIN
danlaseug sadaldy
) 0.13 4 0.52
2aAAN3lUNTS
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$10. AN
YY1 SIUDIAURD 0.02 2 0.04
Nuluauien
S11. ENAABIARTIINT
11 =.. 0.02 1 0.02
lansenunguidavung
593 0.62 2.18
9ngaU (Weakness)
W1, wssanugalal
. 0.20 5 1
MENG
W2. sUuuuTesEIudy
UL 0.08 3 0.24
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W3, N5USETAUNUS
a519A U balvny 0.10 4 0.4
UnyiaaLie
593 0.38 1.64
374 1.00 3.82
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N153LAS1¥9 EFE Matrix (External Factor Evaluation Matrix) 1un153tAs129%1298
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len1a (Opportunity) kazauassa (Threat) Felu191nn153AT1ZASWOT Analysis Tneae
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2) nagnsideily (WO Strategy)
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nn1simsegndadenieluiasnisueniiunnsis IFE Matrix (Internal Factor
Evaluation Matrix) wa¢ EFE Matrix (External Factor Evaluation Matrix) ¥15139015%7
wasnailofuAi N agnsnTIaNATdAALLLIMNIYES Juswadi et al. (2020)
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Moamchaleaw, B. Suwanmaneepong, 5. Cavite, H. I M. and Khermkham, L (2023). Tounss®
behayvior and imporiance of marketing mi Tactors in decigion. o e community-based
agniounsm services umder the new normal &ra in Bayong Province, Thailand. Intermational
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Abstract The resalis showed that the majority of lounss voatng the site were female, between
the ages af 20-30, smple, and had completed a bachedor's dégree. Mozt of the lourists wene
sindents and had a mm:lhh.' meome of ol me= 15,060 THR. In tems of ag'i!uur'um behavor,
the study fownd 1hat maost founsts visated the site duning weekends and bolidays for study tours
before amd diring the COVID-1Y pandemic. Firsi-time visitars were prevalent, and most were
miluenced by fmends amd colleagues before the pasdemie. During the pandemic, wlf-decision
became the prnmary factor for tmveling. Toumsts prefemad day mps 1oothe Soan Ya Da
agrrilowngm sle, with & magenly imeading o revisdl the site. People’s recommendations and
Facehook [an pages wens the top sources of information for warsts, Regarding the peroeplion
of markeimg mix factors. lounats gave the hghest imporance (o the awands received by the
agruoumsm sie & the besl tounst allmctxon (X = 4.25) The andicates that the reputation and
recognition &f the agmowrism site play a significant role 6 anractng visiors, Other product
fuctors thal were highly mied included processed products avalable (£ = 4.20), lectures far
agncidiurl knowledpe (£= 4.20). an<d the alkbity of wunsts o visitall vear round (£ = 4. 14} In
terms of price factors, lowrsis rated all of them a8 imporianl. with mesn lings (5} ranging
from 4,02 w 425 Overll, the sisdy provides insighis inte the socio-demographic profile,
agritownsm behavior and perceptions of marketing mix faelors of wieriss visiting the Swan Yai
D= agrownsm sile. The findings can ssve 25 a basis for agrilounsm service providers 1o
mmprove Their services and altract mon: lolrsls,

Keywords: Covid-19 pandemic, Agrtounsm, New nommal, Marketing mx

Introduction

Thailand"s tounism sector plays an essential role in the Thai economy. In

2019, the tourism sector generated about two tnllion THB, or 11% of the gross

" Corresponding Asihar: Suwanmaneepong, 5.; Email: ksineepomi(@ gmail com
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domestic product (GDP), from neary 40 million foreign tourists (Bank of
Thailand, 2021). However, this value was severely affected by the Coronavirus
disease 2019 (Covid-19) pandemic, causing a decrease in tounist amvals since
December 2019 (Sun ef al. 2022). This pandemic continues to threaten the
tounsm industry due to travel restnctions and additional lengthy requirements
for tounsts entenng the Kingdom. This pandemic is not only affecting
mainstream tourism in Thailand but also impacting local community-based
tourism, causing fewer tourists to visit and patronize local products and
activities (Virakul et af, 2022). Some local tounsm sites have even closed
temporanily. In contrast, other businesses continue to do business as usual but
follow the new normal protocols (1., social distanecing, mask-wearing, etc.)
{Marome and Shaw, 2021). In addition, local farms engaged in agritourism
activities were greatly affected by this pandemic.

Agntourism 18 any activity that engages people who visit farms or other
agricultural operations for recreation or educatron (Flanmgan et al., 2014). These
activities allow farmers to diversify their farm business and increase income.
This type of tourtsm activity is part of the *Creative and Cultural Tourism plan™
by the National Strategy (2008-2037) of the National Economic and Social
Development Council (2018). The strategy focuses on creating more value for
tounsm products and services, emphasiring the wse of indigenous knowledge
and innovation (1c.. natural resource diversity and culture), developing new
altermnative experiences for tourssts, and remodebng sustamability standards.
Moreover, the Mimistry of Agricolture and Cooperaives has established
ruidelines to promote Thailand’s agricultural industry by mviting locals to
travel and visit other provinces. This plan also encourages travelers to support
local agntourism sites and products (e.g., farm souvenirs and homemade items)
to-help local communities earn income (Faysse ef af, 2022).

As Covid-19 is already considered endemic starting  October 2022,
community-based tourism =sites should adjust their business operations and
strategy to continue o welcome foreign and local tounsts under the new
normal. This includes protocols emphasizing community members’ and
tounsts’ cleanliness and safety, particularly in agrtounsm activities. Most
importantly, the changing tounst consumer behavior after the pandemic should
also be given attention by crafting new guidelines to cope with these recent
changes (Cuomo ef af, 2022). The agntounsm sector of Rayong province is
among those greatly affected and should cope with these challenges.

Community-based agritourism service (CBAS) in Rayong province has
long been considered unigque among other provinces in Thailand as it 1s the
center of quality fruits and nch natural resources harmoniously integrated into
the community’s life, culture, and local business activities (Khermkhan et al.,
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2020). Although agritourism activities were severely affected during the Covid-
19 pandemic, tournsts and locals are returning as the travel restrictions are
cased. Three popular agritourism sites in the provinee are Suan Yai Da, Suan
Panan, and Suan Puyai Somkusn, which have been top-rated by foreign and
local tourists for many years, with around 106 to 1000 tourists visiting per day
(Khermkhan ef al, 2020). An intial conversation with the entreprencur found
that marketing promotions through discounts are given to attract more
consumers. However, this move was not sustainable for the business and could
not be used all year round. In addition, CBAS still needs maore information on
target customers that will |be wseful for formulating marketing strategics
following the needs of target customers. The framework data collection canvas
(Muangtum, 2020} to collect target customer data is shown in Figure 1.
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Figure ]. Data-collection carmvas for mmmumly—ha:.td HOTILOURASM SCTVECES
under the new normal era in Ravong Provines, Thailand

With the easing of pandemic restrictions. pew marketing strategies must
be developed and tmplemented fo continue o survive and ensure tourist armivals
in the new normal (Cuwomo, ef al, 20221, The agritoursm sites started to focus
on covering other dimensions of the business environment by presenting local
farm characteristics 1o tourists, selling bocal products available, and involving
other people in the community 1o help them generate more income. Moreover,
they also  consider fostering  collaborations  with  vanous  government
departments (o assist them in technology adoption and marketing their frui
harvests o outside commumnitics {Tseng &F al., 2019). Mew sirategics must also
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consider addressing  businesses’ weak pomts in delivening  products  and
expeniences to consumers (Kotler and Keller, 2005). Moreover, consumer
behavior is an important aspect to consider i building marketing strategices, as
it can help make better decisions about how to market products and services
(Cavite &f af, 2022). Consumer behavior surveys are cssential for commumnity-
based business strategy formulation (Cavite e o, 2021 ).

Hence, this stedy focuses on examining the business environment and
identifying marketing strategies to develop the agritourism sector in Rayong
province, Thailand, under the new nommal. 'With the changing consumer
behavior brought about by the pandemic, it becomes increasingly essential to
obtain_reliable information for planning, decision-making, and developing
marketing strategics. Therefore, the objectives of the study were to compare the
marketing system -of community based agntourism sics duning and after the
Covid- 19 pandemic, and determine the opinion and perceptions of consumers
on the marketing factors, and develop marketing strategies.

Materials and methads

Study area and sample

This study was conducted in Ravong province, a well-dmown agritourism
province in Thailand The province is also known as the center of quality fruits
and rich natural resources harmomiously integrated into the commumity’s life,
culture, and local business activities {Khennkhan et o', 20200. The participants
in this study were local towrtsts who visited the “Suan Yai Da™ community
agritourism site, the most popular tourist destination in the province.

The site also won an outstanding provincial award in the fruit garden
category. The  sample size of participants was computed using ‘Cochran
(1977)'s formula with a 95% confidence’ level. The Cochran {1977) can be
expressed as:

n= 29 (1)

gt

Wherein n_the sample size, z the standard emor with the chosen
confidence interval, prvhe variability or standard deviation, g derived from 1 -
p. and e the acceptable sample error. The result of the sample sze computation
was 383 respondents. To give allowance for respondents’  incomplete
responses, a total of 400 cases were gathered.
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Daata collection instrumtents

Data were collected using the convenience sampling technique. First, the
survey questionnaire was developed using a literature review. Then, the quality
of the guestionnaire was checked in terms of accuracy and reliability using the
item-objective congruence (10OC) method (Rovinelli and Hambleton, 1977 In
the 10C method. a value of at least 030 per questionnaire item indicates that
the item is valid and measures the infended content.

Pre-tesfing was also done with a group of touwrists (30 cases) o confirm
the validity of the questionnaire data for most items using Cronbach’s alpha
micthod (Cronbach, 1951). Finally, an actual survey of the 400 respondents was
done after developing the questionnaire based on the I0OC wvalues and
Cronbach’s atpha. The final questionnaire consists of the parts: Part 1: Socio-
demographic  profile of tourist-respondents, Part. 2: Tourists” agritourism
behavior; Part 3: Perception of nzarketing mix factors for agritourism services.
Perception items were rated as: | = umimportant, 7 = slightly important, 3 =
moderately  important, 4 = imponmant, 5 = very . imponant (Dircksni and
Suwcanmaneepong, 2021 ).

Data analysis

Survey data from tounsts were encoded and analyzed using Statistical
Package for Social Sciences (SPS5) vI6.0 software. Tourists’ socio-
demographic profiles were analyzred using descriptive statistics such as means
and frequency distribution. As for tourists’ behavior and opinion towards
marketing mix factors for agritourism, means and standard deviation were
compuied. Interpretation of the mean scorcs was made based on the criteria;
421-5.0Mr= Very important, 3.41-4.20 = Important, 2.61-3 40 = Moderately
important, 1.$1-2.60 = Slightly impartant, 1.00.1.80 = Unimportant

Results
Socio-demographic prafile of tourisi-respondenis
Tourist-respondents” - demographic - profiles were summarized and

presented in Table 1. The rezults showed that most tourists were femals

(69 1%%), and the majoriy were between 20 and 30 vears old (T2.77) and single
(36.4%). As with the education level, the majonty of the tourist respondents
finished their bachelor's degres (79.0%). The analysis also indicated that most
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respondents were students (35.8%), and most had a monthly income of at most
15,000 THB {38.3%) and 150801 to 20,00 THE (38.3%).

Tahle 1. Socio-demographic profile of tourist-respondents (n=§1}

lIbenss Frequency ]
Ceender
Mlake 25 g
Female 4.1
Age
Under 2{} years 9 1.1
2k 3} yemrs 39 T27
3] ) years fi 73
4130 years 3 17
Above 5 years 4 4.8
Civil stmims
Single T 64
Mlarmied 1o 123
Diwaroed i 12
Educntion Level
Lower than a bachelor's degree fis} o9
Bachebar’s degres i .0
Master's degree 4 4.9
Post-graduate 3 6.2
(cmpation
Student . | 358
Governmend offscer f 74
Privaie company officer 2 rak!)
Business owmer 1z 148
Freelamoe 1] 136
Unemployed K2
Linrversity officer 1.2
Imcome per manth
Less than or equal tao 15 006 THE 3l 183
1 500 1 =20, (il THI 31 183
20 =2 500N THE 9 1.1
25,001 <30 000 THE 2 15
Avboee 300K THE 2 0.8

Tonrisis" agritonrism belavior

Tournsts” behavior towards agntounsm behavior was assessed  and

presented in differemt aspects. This behavior ranged from the frequency of
visits, the purpose of travel, the decwion-maker involved, and the mode of
travel, among others. The following sections present and describe these

behaviors.
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First, the frequency of tournist visits on particular days and the purpose of
travel are shown in Tables 2 and 3, respectively. A companson was made
before the onset of Covid-19 and dunng the Cowvid-19 era. The findings reveal
that before the pandemic hit, most tounsts visit dunng the weekends (43.2%)
and holidays (32.1%). The same wend was also observed during the Covid-19
era, with slightly higher tourist visite during weekends (46.9%). As for the
purpose of travel, the majoriy of tourists that visit the Suan Yai Da agntounsm
site for study towrs before (43%] and donng Covid-19(63.0%). The data shows
that more study tours were conducted during Cowid- 19,

Table 2. Freguency of tourist visits on particular davs at the Suan Yai Da
_agritourism sije

Befwre Covid:1% During Covid-1%

ruration {Bcfore 2020 (2] i present])

Freguenoy ) Fregueney ]
hondays-Fridays 1] 134 11 136
Hodidays 26 1 | 1% 215
Saturday s-Sundays 35 4372 L1 A6 9
Public lealsdsys 4 1.1 13 1600
Tatal 8l 100A¥ El 1106000

Tahle 3. Purpose of travel at Suan YWa Da agritaurixm siic by tounsts

Before Covid-19 During Cowvid-19

Purpose {Before 20y {202 En present )

Freguency . Freguency B
Belaxaton and beisure 9 235 L 247
Stdy tour 45 556 51 6340
Walk-in visit 15 L1 30 3740
To expericnce cating a fmit buffit I3 28.4 [] 198
Tl 112 L1R.3 LIT 1444

Sccond, the types of tourist visitors in terms of freguency and decision-
makers involved were analyzed and presented m Tables 4 and 5, respectvely.
Results revealed that most toursst visitors at the Suan Yai Da agritourism site
are first timers (45. 7). It is also notable that 11.1% of the tounst respondents
surveyed indicated they had visiicd the site more than three times. Meanwhile,
as for the decision-maker invelved in traveling, most tourists were influenced
by their friends (30.9%) and collecagues (28 4%) before the Covid-19 pandemic.
However, this pattern changed dunng the Cowid-19 pandemic, as tourists
indicated that it was their self~decision (30.9%) to travel to the Svuan Yai Da
agritoursm site.
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Table 4. Types of tounst visitors at the Suan Yai Da agniounsm site

111

Teuris nvpe Frequency i
Fissl naners il 437
Second tamers el .4 i ]
IEurd cemecrs 13 J 18]
Visiled more than three Lmes 4 11.1
| ol 1 | CLD

Table 5. Decision-maker involved in I:I‘E'-'l.‘“ﬂh' to Suan Yai Da :Lh'ntuuriaum

Belore Coviid-1% During Uovid-19

e cbsbin - mis ke | e e 2020) (2020 1 v et nl i

Freguem: s o Freguemes %
Self-decision 20 247 o 09
F oo |y mieaners 13 Tl 14 |
Fricei 23 WY ] 54
Lol lzagies ] pe | 14 P
Fonal Wl B, [ £l 1L}

Third, the number and type of founsts that visited the Swan Yai Da
agritourism site were analyzed and presented o Tables 6 and 7, respectively.
The findings showed the same trend in the two eras, where groups of more than
scven people mosily visited the agriiounsm site before (35.6%) and during
[38.3%) the Covid-19 pandemic. However, it is noticeable that groups of more
than scven people became lesser dunng the Covid-19 era, which eould be
attributed o the social distancing protocol of - the Ministry of  Health.
Meanwhile, most Suan Yai Da agritourism site tourists are groups of friends
(46.9%%5). and no noticeable difference was scen before and during the Covid- 19
era.

Tahle 6. Wumber of tourists that viset the Soan Yai Da a;rjl-.'ru rism site

Hefure Covid-19 DiFing Uovikd-19
My il &1 Bsiirisis | Befnre 2000 (2020 1o present)
Frequency e F redguencs i
Sodo eveler 2 % 3 3T
2-1 people 21 i 1) ) LY
48 peogle 15 Bt 1% 233
e than 7 Pkl 4% 1Lh 11 K3
Rlﬂ Kl HLI) xl 1{HLE
Tahle 7. Types of tounist travelers at Suan Yai [ha agritourism site
Eefore Coshd-19 Adver Covid-14
Tourist fvpe | Blaee 2OE0) | DI b pEesent)
| ey }regiiiicy "
Sodo wve] s 4 44 2 1%
Fomouly mesnbers 2k 24.7 . || 2T
Friemi 38 20hY 3K dh9
Lol g 14 253 21 39
|-.-'=J 1| IIHl.l_.I A1 1CA0LECH
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Fourth, the mode of travel and traveling expenses by tourists were
analyzed and presented in Tables 8 and 9, respectively. The results revealed
that the majority of tounsts travel by private car. This trend is true both before
Covid-19 {689 1%) and during Cowvid-19 (B0.2% ) Only a few tounsts {1.2%)
used a motorcycle as their mode of transportation to go to the agnitourism site.
Meanwhile, the traveling expenses of the respondents ranged from 1001 to
2,000 THB {38.3%). No difference in travelmg expenses was observed before
and duning the Covid-19 pandemic.

Tahle 8. Mode of wavel by tourisis 'l.'-isitinE Suan-Yai Da aﬁmﬂun:m site

Beefre Covid-19 During Covid=19
Slode of travel {Befare 2000 [2IED 1o present)
Fregumency o Frequency a
Privabe car 5h 5.1 6§ B2
Public ransporiatsan 12 14.8 L1 12.3
Travel agency 11 14.8 ¥ 6.2
Maicreyvcle 1 12X I 1.2
Tatal Kl JD0. El 10010

Table 9. Traveling expenscs by tourists 8t the Suan YaiDa AgTibourism sitc

Befare Covid-19 During Covid=19

Traveling exprense [ HEelore 20000} (2020 to present )

Freguency Ha Freguency oy

Less than 1000 THE 6 321 I I35
100D -2, (80 THIER 3l &2 1] L1
20000 =3,000 THE 'l 136 il 247
Above 1000 THBE 11 L6.0 ] 13.6
Todal Bl 1000 | 1000

Lastly, the length of travel, touriss’ scvisit imtention, and source of
information about agritowrism were assessed and presented in Tables 10, 11,
and 12, respectively. It was revealed that the majority of the respondents
preferred a day trip to the agritowrism site. Before the pandemic, about 36% of
tounists pecferred this travel length, and it notably increased duning the
pandenuc, with about 56% of the tounsts who preferred this one. As for
tourists” revisit intention, the majority of the respondents (35.6%) are cortain of
visiting the Suan Yai Da agntounsm site again, and there were 43.2% that are
not sure of coming back. Regarding tounsts’ sources of information about
agritourizm, the wop two on the list are people’s recommendations (T6H.5%) and
the Facchook fan page of agrnitoursm (56.8%) Ounly a few used television
media (4.9%) as tounsts” source of mformation.
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Tahle 1. Length of travel of tounsts at Suan Yai Da agritourism site

Before Covid-1% During Covid-1%

Length af travel {Before 020§ (202 tn presemt)

Freguency Y Frequency Ve

A day trip ' iR d5 5546
Orvermighd stay 0 s 23 2E4
Orvermigha sty (= | nighth 15 ing 13 160
Tatal gl 1ML &1 LR

Tahle 11. Tounst=" revisit intention at Suan Yal Da aoritourism site

Fevixit infentisn Freguwency T
Certaindy 45 55.6
Camnod identify 313 432
Mo 1 1.2
Total &l 100

Table 12. Tourists' source of information abuutﬂrihﬁurj:im

Snurce of infermation Frequency “a
Facebook fan page of agritour=m A6 56E
Mews medin’ magasine B R
Television media d 449
People's recommendatson hx Th.5
TAT' s Information” Department of Tourism i 12.3
Uithers (molude Professor’s reoommendation) . 25
Tatal 131 1629

Perception of marketing mix foctors for agritourisme services

Tourists® perceptions of marketmg  nux factors were asscssed and
analyzed. Aside from the four main marketing factors — product. price. place,
and promeoteon, this stedy extended the marketing concept and added three
other factors. relevant to agriounsm services. These factors are people,
physical, and process. The overall tourisis” pereeplion is shown in Table 13
Four out of the seven factors were rated by tourists as very mportant — place (¥
= 4. 25), people (¥ = 4 28). physical (¥ = 4.27), and process (£ = 4.25). This
finding mplics that the extended marketing mix factors are essential for
understanding better tounsis” behavior.
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Table 13. Tourists™ overall perception of marketing mix factors in the decision
to use CHAS

Marketing mix faciors x 5.1 Inberpretatisn
Pradusct 4.1% 0.58 Important
Frice 4.18 .65 Importamt
Flace 4.25 .60 Very Impaortant
Promation 4.10 0.74 Importamt
People 4.28 0.58 Wery Impaoriant
Fhysical 4.27 0.64 Very Impaortam
Process 4.25 .63 Very Imporiani

Cheerall mean 421 .57 Mery Impariani

As for the main marketing factors, product, price, place, and promotion,
results were analyzed and presented o Tables 14 o 17. Tourists gave the
highest importance 1o the awands received by the agritourism site as the best
tourist attraction (% = 4.25). Other very imporiant produect factors were
processed products available (¥ = 4200, lectures for agrsculiural knowledge (¥ =
420}, and the abilitv of tourists to visit all year round (% = 4.14). Meanwhile,
tourists rated all price factors as important, with mesn ratings (1) ranging from
412 to 4.25. Of these factors, tourists gave the highest importance to the nght
price that the agritourism site charges for its processed produets.

Tahle 14. Tourists" perception of product factors in the decision to use CBAS

Product facior X 51, Interpretation
Interesting and beautiful archards 4.15 LTT Important
Papalar wath tourisis 4.3 .68 Impaoriant
Proceszed product=” vanous products 4.30 LI Very Inaportant
Fruit orchard wealks and foit buffet activities 4. 15 072 Imprtant
Lectures for agrcultural knowledge ransfer 4.0 0.7% Viary Important
Able to visit all vear round A 14 0.1 Viery Important
Awmrd received os the best downst atimetson d. 15 0.69 Very Important
Chverall mean 4.19 055 Imporiant

Tahle 15, Tourists” perception of price factors in the decision to use CBAS

Price factor I S0, Interpreiation
Reazonable admission price 420 .71 Impartant
Admizsson price worthy of the farm activiles 4.1 .76 Impartant
Appropmisie fees for varioss aciivities .19 6T I peoriant
Appropmisie prce of processed prodscis i} 25 (.79 Imn peoriant

Owerall mean J.18 .65 Impsoriant

Asg for place factors, most items were rated by tourists as very mportant.
The highest among the list = the availability of online channels of the
enterprise in selling its processed products (§ = 428 Tounsts alse gave a very
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important rating to the site”s easily accessible and convenient selling location (f
= 4.26). Regarding tournists’ percepiion of promotion factors, the only factor
that was very important for tounists was the marketing promotion activities of
the agritourism site (¥ = 421} This finding implics that tourists greatly
consider how agritourism sites communicate with potential customers to
increase awarcness of products and services.

Tahle 16. Tourists’ perception of place factors in the decision to use CHAS

Flace factor I s, Interpretation
Easily accessible and convemient selling location 426 .75 Very Important
Able to pay in cash and scam via QR code 44l .64 Very Important
Clean and hygiemic selling location 426 .75 Very Important
Available online chammel for processed products 428 LLE | Very Important
Ciond advice and service for anfine ondenng .15 .74 Impariant

Orverall mican 125 (.60 Yery Important
Tahle 17. Tourists” perception of prometion factors in the decision to use
CBAS

Fromoting facior I A Interprets tion

Marketing promaoisan activities 431 .50 Very important
Caonveniently fallow the mews cnline and offline 4.0 LES lmpariani
Interestimg and meaning ful press releases 4.1 0.79 Impsartant
Adventizsing of abiractions using vanious chanmels d.ll LR Impartant

Crvemll memn 41 0.74 Impaormnt

Tourists” perceptions of people.  physical, and process factors were
asscssed and presented in Tables 18 @0 20, Tourists rated all people factors as
very important except forone factor, ‘fast service by the staff,” which gained an
important rating only |¥ =4.11). This finding implies that tounsts were satisfied
with the new normal measures imposed by the agritourism site and the friendly
services provided by its staff. However, the agritourism site nesds to eghance
its delivery of service to tounsts in a faster way. As for physical factors, all
factors were rated as very important by tourists, except for one — mteresting
farm activities (£ = 4.19). This further implics that the agritourism site may
provide morc infcresting -activitios - fo- s fournists to give them higher
satisfactian. Lassly, for the process factors, all factors were rated as very
important, except for the distancing measures imposed in the arca (7 = 4.16).
Such a finding implics that the site needs to improve its social distancing policy
for tourists to have more confidence throughout their visit, especially now in
the new nonmal.
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Table 18. Tourists™ perception of people factors in the decision to use CBAS

Peaple Gactor I 5D Interpretation
Mask=wearing of staff throughow the servace i3] .71 Very important
Adeguate service knowledge of staff 428 .71 Wery important
Fast service by staff 4.11 .72 Impsartant
Courteous and friendly service by the staff 432 .70 Very lmportant
Widely known owner 432 .70 Very Important
Wery welooming owner and staff 4 5 0.71 Very lmportant
Guided orchard tour by the owmer and staff 4.35 LAy Very lmportant

Orverall enean 428 .58 Very lmportant

Table 19. Toarists” perception of physical factors in the decision to use CBAS

Fhysical factor I 5. Interpreiation
U miguee and different plane .21 .75 Very Important
‘Walking paths and leaming areas availabie 428 D.T2 Very Important
Paint of sale for agricultoml producis 4.26 s Very lmportant
I[nteresiing farm activiises 4.1% .79 Imporiant
Croderty and besutiful landscape 4.3 L.TE Viery Important
Temperature sareening pomi avadlabls 4352 L Very lmportant
Adeguale waste bins'dizpesal pomnis available 4.1 L&D Very lmportant
(Orverall mean 4.27 0.6 Impariant

Tahle 20. Tourists" perception of process factors in the decision to use CBAS

Process facter X .. Interpretation
Snitable amd adequaie facilitses {ie. parkmg. eic.) 4721 0.73 Yery Importan
Free taste of Eruits for tourists 425 0.7 Very Importamt
Securrity measures m place for lourists and property 415 053 Very Importamt
[=tancing measmres in place 4.16 OLES [miportant
Mask-wearing measures before entering 4.33 072 Very Important
Use of techmobogy in mamagement 4.30 0.74 Very Important
Caontribwsie to increased communsty income 4 36 L Very Importamt

Crverall mean 4258 063 Very Important
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[iscussion

The business environment and identify marketing strategics to develop
the agritourism sector in Rayong province, Thailand, under the new normal was
investigated. This is anchored on the premise that with the changing consumer
behavior brought about by the pandemic, it becomes increasimgly essential to
obtain reliable information for planning. decision-making, and developing
marketing strategies (Kotler and Keller, 20053). This study found two key
findings, which are discussed below. Also, marketing sirategies and policy
recommendations are proposed in the succeeding sections.

First, the findings showed that more study tours were conducted during
the Covid-19 era. This indicates that tourists see the imporance of the Suan Yai
Da agritourism site as & learning  venue. Agritourism is an increasingly
important way for people to leam abowt agricultural practices. issues, and
concepts (Ven Winkle and Bucddefeld, 2021) The Cowid-19 pandemic has
fostered awareness among people regarding the importance of  agri-food
products, particularly their healthiness (Zanctd er al, 2022; Llones er af.,
2022). In & stmdy by Petroman er al (2016), agritourism enables tourists to
understand the public function of agriculture thoroughly, raise awareness for
healthy food, develop healthy dictary habits, leam how the agnicultural products
arc produced and marketed, and obtain first-hand experience along the whole
agricubiural year. Moreover, this current study reveals that it is noticeable that
groups of more than seven people became lesser during the Covid-19 era,
which could be atfributed to the social distancing protocol of the Ministry of
Health. Preventive measures such as social distancing are erueial o keep the
pandemic under control and io continue carrying out activities in the new
normal (Guidry er al, 2022). Business disruptions caused by social distancing
have been evident in most operations since the pandemic®s start (Koren and
Petd, 2020). The findings of this study are comsistent with Wellenivs er al
(2021 ) who found a strong relationship between the implementation of a social
distancing poliey and decreasing mobility  associated with Cowid-19 case
grovvih

Second, this study found that the extended marketing mix factors were
practical in. better understanding tourists” behavior, where the added factors
people (¥ =4.28), physical (£ = 4.27). and process (¥ =4.25) overall gained a
very important rating from tourists. More specifically, fourists were satisfied
with the new normal measures imposed by the agritourism site. The Covid-19
pandemic has substantially impacted the tourism market, causing agritourisim
sites 1o adopt the new normal of doing business operations (Wojcieszak-
Zhicrska ef al, 2020; Llones and Suwanmancepong, 20210 It can also be
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117



Internaticnal Journal of Agricultuml Technology 2023 Vol | 194)

mentioned that the farmer acquires new qualifications and skills from dealing
with tourists (Ciclac ef af, 2021). Smmilar findings were revealed in a recent
study by Chin and Pehin Dato Musa (2021), where they adopted strategics for
agritourism farms in Brunei, drawing from the lessons in the new normal to
prepare for a crisis-resistant agritourism in-the future. Moreover, from this
current study, the Suan Yai Da agritourism site may consider providing meore
interesting activitics to its tourists to give higher satisfaction. Such a finding
implics that the site needs to improve its social distancing policy for tourists to
have more confidence throughout their visit, especially now in the new normal.
This implication is relevant fo the new normal (Pratt er al, 2022). Ensuring
tourists that their environment is safe is not only optional but also required
(Chin and Pchin Dato Muosa, 2021). Their study claims that agritourism farms
should be safe destinations m' the new mormal - to aveid contracting mfection
possibilitics.

This research contributed to the evolving literature on the impact of the
Covid-19 pandemic on the development of the tourism sector, particularly in
agritourism. The key findings sugaested the following marketing strategics for
the Suan Yai Da agritowrism site during the new normal. First, providing
educational tour packages would attract more visitors. A day mip towr is
recommended, and there should be concemed a robust implementation of the
new normal protocols, such as temperature checks, handwashing, and social
distancing, to ensure tourist safety and continued trost i the serviees. Second,
the Suan Yai Da agritourism site should sirengthen its social media presence as
it drives word of mouth, making more people aware of the tourism site and
attracting mose people. The agritourism site can use these online channels in
marketing their processed pmﬂnutﬂ, Third, the site should continue promaoting
its sirengths, such as awards and certifications, as these drive WOUrists 1o visit.

As a policy recommendation, it is proposed that relevant govemment
institutions showld continue to assist and promote agritounsm sites as these help
rural farmers and communities improve their income while at the same time
providing eduvcational “activities | and unique - experiences to  Visitors.
Furthermore, regulations concerning agritourism. sites should be continued to
ersure that values, culture, and activities are related to agriculfure and its allied
fickds. Lastly. agntounism activities must be regulated to ensure that these
activities are done sustainably, do not harm the environment, and continues to
conserve, protect, and enhance natural resources.
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The besefits and limitatlons of lnnosvative agriceltural food production with aquaponics for the
communitics with Hmited spaces in Urban Banghok, Thalland

Simakorn, S.. Suwanmancepoag, S. and Yomla, R

School of Agncultural Tecknology, King Mongkut's Instatute of Ladkrabang, Basghok, Thailaed.
Caorrespomding Author: Suncepoen; Suwanmancepong, Emasl: suncepors seir kmitl ac th

The Golden Apple Staik-Vegetable Herb (GASVH) food production is aa smmovative technique esing an
aquaponics sysiem that prodeces food for househodds with linuted spaces Thas innovation can not only
produce enoagh food i terms of quastay, nutnmioosl value and food safety bat can also geserate
additional income for ®e housebold. Marcaver, this nntwation relates %o the social imessxoa and health of
S bouschold members. Hemce, this stady examises the urban houscholds’ perceptions of the benefis,
construmts. and trends n adopling GASVH Agquaponics mnovaion- Fhis-stady was conduceed m Chalong
Knung Housing Community, Neeg Chok Distmet, an aban commwnity with limited spaca within a radius
of 30 km T ares 15 also chose 10 B soarce of innavation nad model hoscholds applying innovatxes
Thes study was conducted by 1) publicizing traesieg on GASVH Aquaponics imsovation, 1) organizing
smining through demonsiratian 1o disseminge rowlodze oathe mnovation of GASVH Aquagonics, and 3)
collecting data from 100 trning psticipans using 2 questioannire. Deta gathered wclude soca-ecomonna
data and percepsions on the bemefis, constrains, 2nd tends i inmovatios acceptance of GASVH
Aquaponies sechmobozy . Data were analyzod asing descniptive statstics and correlation analysis wses Chi-
square sutitics. This smsdy's cosults will help impeove the innovation 10 sat the users. Maorcover, the
findings can also be used as a guidelne Sor promoting med expanding the adoption of indovative
agrsculeagal food production ksmg the aquaponics sysiem in ather commuongties wieth limised spoces.

W:Wlmmn.. Adcption, Agumparass, Yrban Thailand

Tourists' bebavior and importance of aearketing factors for the deekbon to use the commanity -based
sgritourism services under the sew novmal era in Ravang Previace. Thailand

Ngamchaleaw, B.. Suwanmpoccpoeg. S. and Khermkban, f.

School uf Agoeuttural Technoboxy, King Moogkut's lesiinte of Eadirabang, Bosghok, Thailasd
Correspoading Author: Suncepocn, Suwasansepong, Email: suncepom. sugbminl s th

The casizng of Coronavirus Disease 2019 (COVID-19) pandemuic restracons samoe the last quarter of 2021
bave restored ravel and oagisese Thailand. Thes situation has also revitalized agraoursm, one of the most
popadar activities beavily affectad by the pandemuc In regpoase to this'development, the community -based
agrioursm {CHAT) operatoes have o adjust %0 meet e needs of Sheircustomers in the “new normal™ en.
Hemce, this stady aims 10 1) asscss = behavaor of warists pawonizing CHAT services and 2) investigate
e marketing factors imporant in wsing CBAT services. Dau were collected from 400 Thas wanists at by
“Suan Yai Da Conununiny™ Agntowrism saie in Rayosg provinee, Thailand. This agritoursm comumasty
was chosen s it can accoemmodate the greasest number of tourists and has been awarded as an owstanding
agritoursm sise m the fruit cechard category in the poovince, The guesticanaire mformation compaised
customers’ socio-demographic data, toerism behavior, snd opimion towards marketing mux factors. Data
were analyzed using descriptive (means and percentages) and mfevential statsstics (Chi-square test) 10
wndersund consumer mformanoa and the relaticnship of behavior and opmaces with markenng faciors
The findings of this seady will provide mformation on the target customers, which can be used = drafting
marketing plans for CBAT operators wader the “new normal™ These plans can be sysiematically
implementod and used a5 2 gusde o expasd agrculteral tourist attractions i other commmmities. Where are
e resulss  and discussuions

Keywaords: Covad-19 pandemic, Agnitoarism, New normal, Marketing mix
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