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Abstract

This study aimed to analyze the influence of tourism components (5A) and sport event operation
components (EO) on tourists” experience quality (EQ) within the context of sport tourism in Thailand.
A quantitative research approach was employed using a structured questionnaire as the research instrument.
The sample was obtained through purposive sampling from 400 tourists who had previously participated in
various types of sport events in Thailand. The findings revealed that all latent constructs demonstrated
high levels of reliability and validity, with factor loadings ranging from .79 to .93, composite reliability
values between .92 and .97, and average variance extracted values between .69 and .81. The results
of the structural model indicated that tourism components (5A) had a significant positive influence on
experience quality (B = 0.36, p < .001), while sport event operation components (EO) exerted a stronger
positive effect (B = 0.58, p < .001). In addition, perceived value and emotional engagement were found
to partially mediate the relationship between structural components and tourists’ experience quality.
The findings further reflected that the quality of event management plays a crucial role in shaping tourists’
experiences, particularly in terms of safety, service quality, communication, and systematic experience
design, which significantly enhance perceived value, emotional engagement, and overall satisfaction.
Furthermore, this study proposed a process-based model explaining the mechanism of sport tourists’
experience quality formation in a systematic manner, which can be applied as a practical guideline for
developing experience-driven sport events in Thailand effectively.

Keywords: Sport Tourism, Tourism Components (5A), Sport Event Operation, Tourist Experience Quality
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2. 99AUTENRUAISVIBNTi B (Tourism Components: 5A) laun Attraction, Accessibility,
Accommodation, Activities ag Amenities

3. 93AUTTNOUNITINIIUBLIUANKN (Event Operation) leilin Registration, Food and Beverage,

Personnel, Public Relations, Safety uag Expenses



347
NIATFIAUAENTUAY INUTTIU ) U 10 adun 6 @guigu 2569)
wolss

4. Uszaunsainaunnuesiinyiesiilen (Experience Quality) einsnu 3 I loiun nisiugnman
(Perceived Value) AaniuM19e1sual (Emotional Engagement) wagAuiisnalalagsiu (Overall
Satisfaction)

Fofanuilfinnsuszuruuudiam 5 sefu dau 1 = dosfian fa 5 = uniian

mManaueseioise

LLUUaaummiﬁ%’umamaaaaummmqL%%famimaﬁmqqmq@ 3 yiuluawnsvieniisuas
nseRB AR anTIadeUAURSIT L eM (Content Validity) Tnefinnsandrdudinnuaenndas
sevIntemauiuingUseasdniside (Index of Item Objective Congruence: 10C) Fawuan @1 10C
Y83BA01UNNYRY TN 0.67 - 1.00 wansirderaulanuaannaeeiuinguszaidvainisivy
wazanunsoirldiAuteyald andu fideldiuuvasuniulunaaedld (Try-out) funduiaegnaiid
Snwarlndifesiulszeng Suau 30 au enaaeuanudesiiuveusdediie Tnednsziaduusyans
woanW1ve9ATaUUIA (Cronbach’s Alpha Coefficient) Wua1 wuvdeuanusatuiiAinfu 0.93 uay
urazFuilAnogsEning 0.89-0.95 Fegenininasininsgiu 0.70 uansinaiesiioldefinnudesiuegly
FEAUGINAZILNTANd S UNISNUTIUTINTDYAT3 mﬂ5uﬁaﬂ§uﬂqﬂﬁmmzﬁudauﬂmﬁm’]au”aﬁa

maiusausIudaya

e ”EJ@?WLﬁuﬂ’mﬁusi’fayjaﬁgﬂugﬂLLUUaauiaﬁuazmmaummﬂﬁ I NUBNUANN ULV I5DU
TmsAun LLazﬁaﬂssm'§QIuﬁuﬁﬂ§amwumuﬂs Weslval UauLnU LasWnen s3rinet w.A. 2566 - 2567
Tnedmdoniamzgreuiifiuszaunsaliirsiudnudimlulsemalneniely 2 Yiinium ielvideya
AxVoUUsraun Tl INaluLaTERAA IR UUIUNUUITY

sanidlumsiaszidoya

mylnseideyauuseendu 3 Funou laun

1. M3Uszdiulinnanisin (Measurement Model Assessment) litessaaaeu reliability o validity
03 UTHHe Taevinn1sUszLiiu Factor loading/ Cronbach’s alpha/ Composite Reliability (CR)/
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WoRarsananudeiuwazmnunsavesianUswldulunanisive Tnonanisieszisazidonves
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Construct Loading CA CR AVE

adﬁﬂizﬂaumﬁﬁmlﬁm 0.79 - 0.90 0.89-0.93 0.92-0.95 0.70 - 0.76
(Tourism Components -5A)

93AUIENBUNISIAUBLINANYKN 0.81-0.92 0.90 - 0.95 0.93 - 0.97 0.69 - 0.80
(Event Operation - EO)

@mmwﬂizaumizﬁ 0.87-0.93 0.93-0.95 0.95-0.97 0.77-0.81
(Experience Quality - EQ)

N9 1 Ui FuUsuem i T ssduszneunsvieadien (Tourism Components: 5A)
23AUTENOUNNTIANUBIUANKN (Event Operation: EO) wazAmnwUszaunisal (Experience Quality: EQ)
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N59ANUBLIUANKT (EO) i loading 8g5¥1ing 0.81 - 0.92 1 CR 8¢5 0.93 - 0.97 UAzA AVE
otj58Wine 0.69 - 0.80 drunaamUsraunsal (EQ) fiA loading aglusefugeiansewing 0.87 - 0.93
A1 CR 9Ej5311319 0.95 - 0.97 UarAn AVE agszning 0.77 - 0.81 sazsiouinduls £Q dannudauds
vodlassaianniigaluluina TusuaumsaBsiiuun namsvagoudn HTMT wuin oeflutag 0.74 - 0.86
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Dependent Variable R2 Q?

Experience Quality 0.67 0.42
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3. amTITenuingUsrasdden 2 iloliasevidvinavetnsdusznaunsineudiaudi
souszaunsalganmYesinvieuefithimBnudfiv

Tunsneuinguszasided 2 §3deldinzidvinavesesdusznaunisinaudnudim (Event
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Furedlunanside Inefinsanunumvessausdenansiiue VAF Samansinsgiuansianasd 4

A9199 4 NanTIATIZIFLUSEDNANS (Mediation Analysis)

Indirect Path VAF Mediation Type
5A — PV — EQ 0.39 Partial
EO — PV — EQ 0.37 Partial
PV — EE — EQ 0.35 Partial

MNMTNA 4 WU MsTuiAuAT (Perceived Value - PV) wag anuyniumne1sual (Emotional
Engagement - EE) daluiuusdosnialdnmunindszaunisal (Experience Quality - EQ) lavitniini
Id (% a 1 . . . v v 6 1 v A 1% 6
Wusuusdenatsunsdu (partial mediation)luannuduiusszwinsthaduelassaisuazysyaunisal
AN Tagnudn

- 1dUN19 5A — PV — EQ A1 VAF = 0.39
- 1 duUn19 EO — PV — EQ #iAn VAF = 0.37
- ldUN PV — EE — EQ #if1 VAF = 0.35

A =

HAGNEAINE1IEETBN NAlNWNTEUILNISVRINTAaTIUSTAUNMTAIANAIN NE1IAB Bkt
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U b % ¥ 1A = a
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Y 9 Y
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v v !
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q

PLS-SEM @azviaulimiiuin 99ausenaun1sviaaiian (5A) wag 99AUsenaunNIsInuduaAim (FO)

(%
a Y [

IS NANIMNIASILAENNDOUADANMUNIND LA AL INVDIT NV DU LWNUNTLUIUNTAINIUBUUAIAUTUY

(Sequential Mediation)

Tourism Factors
(5A)

B=.28,t =532

P = .45,t=719" B=.41,t=7.56""

Overall
Satisfaction

Emotional
Engag
(R? =.52)

Perceived Value
(R?=.58)

B =.36,t=684"

(R* = .67)

Event Factors
(EO)

B =.44,t =8.96"*

B =.58t=11.72*

Al 1 leaaunisiassasiswesssaunsalnanintnvieaiedludnudin



351
NIATFIAUAENTUAY INUTTIU ) U 10 adun 6 @guigu 2569)
wolss

MM 1 WU BdUsEneuNIseuieIlBvEnalundenisiuiama (B = 0.28, t = 5.32,
~ ¢ Y} a saa a a ~ !
p <.001) YN OIAUTENDUNITIAIIUBLIUALDNTWALTIUINNFINI (B = 0.44,t = 8.96, p < .001)
#2Y10UIIAUAIMNITUIMITIANTBURTUNUIMdAgdan1sas A ntnvieungIfuslutsuves
customer journey
weaNaINt MIfuiAuAIERaTsuINAonNgNRUNITe SNl (B = 0.45, t = 7.19, p < .001)
wazAUKNTUNeITNald AR or N TianalalneTaNeg iRy (B = 0.41, t = 7.56, p < .001)

j% 1

lnglunaausnesuiganuuUsuTiueen1ssuinnAlasosas 58 (R? = 0.58) AMURNTUNIEITNN
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