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Abstract

The purpose of the research is to study guideline in value creation of
destination and tourism products to cater to the needs of travelers to Singburi.
The research reveals that 32.6 % of travelers perceive that Singburi in terms of its
religious, cultural and traditional value, its communication mixes and perceived
trip value influence their intention to repeat visit to the destination. Meanwhile,
38.4 % of travelers perceive that Singburi image, its communication mixes and
perceived trip value influence their intention to recommend the destinations

significantly.

To add value for fish product lines, manufacturers should emphasize the
nutritional value, creative product variety and creative packaging that appeals
buyers in which influence their willingness to pay a price premium, accounting
for 21.4 %. and to add value for Kanom Pia, manufacturers should consider
the product price worthiness and product differentiation which influence the

willingness to pay a price premium, accounting for 19.9 %.

Government agency should emphasize on integrated tourism strategy in 4
provinces: Ang Thong, Singburi, Chai Nat and Lopburi. In addition, government
and stakeholders in  Singburi province should search for location to establish

a museum to gather historical artifacts including “Nang Yai” and “Thai Puan”
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cultural pieces in order to showcase Singburi’s rich history. Local products such
as “Pla” or fish products and “Kanom Pia” should be promoted as part of food

festival activities and listed as one of the key tourism activities of the province.
Keywords: Value Added Creation, Destination, Tourism Products
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aerUsznoundn wiefidundn osfuszneu 5A fe wwawiaafien (Attraction)
ANAZAINTUNSALNI (Accessibility) A181ur8ANAAINANLY (Amenities) 7w
(Accommodation) kagAaNIsUA19e (Activities) Mailueiddetuilvutiesdussney
MM3TRINTVBLTEN (Attraction/Destination components) pandu 2 Uﬁsmﬂﬂajﬂ
Taun
1. wiaseadien (Attraction/Destination) Uszneusie  uvaviesiien

=

P9ANEUT TRUSITY kazUsTl (2) wWaipRngInaUsEIRAIEnsS way (3) whaa
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Lﬁalﬂu?ﬁﬂ@ﬂlﬂmméwiaqLﬁa’gﬁ?uﬁ‘] (Dickman.1996, Maddock. 2000: 208)

2. eeUsEneuveasNIeiienduy Ussneude (1) madhiauvdmieadien
/ANuEEAINtUNSAUNI (Accessibility) (Middleton. 1994) (2) i (Accommodation)
(3) Aad1unEANLAEAING19Y (Amenities) v ﬁugmmiﬁmiﬁﬁﬂﬁaﬂLﬁa’m’mﬁ

(Dickman. 1996, Maddock. 2000: 208)
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n1580d15MN9NIHAIN (Marketing communication) #139nN158UL&UA1TAAN
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AufnvesInan (Peter; & Olson. 2008: 537) Feidussdusznaunileesdudszan
msmanadslideya gdla uazifoummmssduAnITURARYRINER TR SN
iauenslassmiiiavinanonuidndid awide viienwginsauvesdfie (Etzel,

Walker; & Stanton. 2007: 677)
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