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Abstract

The purposes of this study were: 1) to synthesize the current situation of the poshtel
business and 2) to synthesize the factors linking customer brand experience and brand loyalty in
the poshtel business. The qualitative research approach was selected. The researcher employed
content analysis methodology and utilized QDA Miner-Lite software. The researcher searched and
collected online secondary data sources in 2 sides; 1) poshtel business information retrieved from
the official websites and social media of the poshtel business and 2) customer information obtained
from customer reviews on online travel agents, cumulated from 9 poshtels case studies which
were selected based on selective specific criteria. The research yielded the following results:
1) The situation encompassed customer types and distinctive characteristics of the poshtel business;
and 2) The customer brand experience and brand loyalty factors consisted of 12 factors categorized
into 3 main themes including poshtel brand experience, experiential value and emotional attachment,
and brand loyalty. The study’s findings can be used as guidelines to foster valuable customer
experiences and generate business value. Furthermore, it offers insights into studying dimensions
of brand experience that can inform the development of innovative business strategies and

knowledge, thereby establishing a competitive edge for poshtel businesses and other lodging.
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dudayayafieniu wu doyaanmwmsnluazdnsuzaavgiimesing dayan133dszaunisal
madinluwesmazevgnd uinhinfisuideyaildtuunAanquiiiswisiuiniwareiuoeels

WaN15398

WdpagUnansITumaingUssaeAredmside Ysznausie 1) anwnsalyeeginawesina
uaz 2) tadadulszaumanianiuimuazanuesindnfzevgnalugsiawezma

1. anwmsalzasgsiaweninaluvszinalne

NNM3fuAUAT “Warna (Poshtel)” Tulssmalneansunumsasvasula Hotelsworld
waz Tripadvisor lunszunumside dumeuil 1 wuwesmaluyszmalne s 66 wie (ng9mw
Brese el S widevasu gifin n3zl gamgionil won avaan aasonil wusseany uaszFn
Wnen UsznuAiiug maauyd fumyd) Teswesmadulvafiiuiivinsedlu 3 damia Tfud
1) nEewwe 1w 18 wild 2) Fantaevind S 14 wiv waz 3) Fandagiiin Suu 13 U
FIMTIAY 45 Wi wansRudy Senwudn g3RaneBmaLeunhnIn1s tewisliavhmstinm
viallnu3ulye vewesmarSugsialiisnifunefoundeszazem wadsulunagsialviegsoanay
Ta3n-19 lunnuziiwermadnaunieds@asiidumsnatssatilos 1nauwisdamanuislufudiibu
gevsneUaemMevisaiiisman Tansjssnemanelvsfistuilonsuaussmgnsssesgnéniiu/asuuas
Wlugai anfinanunaziiuléingsiawssmaldusus Judnwuzssia wazsuluinagsialml
iiaAupganLazaIvANLANAYIRYgsHe Wathganaldusoumemsudeduangshafiingu q
wazwannnaAnmawnsainniulsduazdedeanesula (walnuazBusmunsy) fifumens
geunsifnengshiawesma 9 wiv Minunsdadoninannszuiumside luduseudl 3 Uszneude
nngauw [§un 1) Siri Poshtel Bangkok 2) The Printing House Poshtel andaviini@aslvial [eun
3) The Entaneer Poshtel 4) Baan Lung Poshtel 5) 24 Poshtel Chiangmai 6) 33 Poshtel LLaZaNn
%’W’Tﬂglﬁm T@un 7) Book a Bed Poshtel 8) Borbaboom Poshtel 9) INest Poshtel fwInagy
amwmsnizevgsianeinagaivel sanuiiu 2 Yszisu [Fud

1) dssinnguandzasgsiawazma §3de lddannsidoyaiimnnsuansinzognd
HusunumMsandaaulall Hostelworld wa Tripadvisor fpsandiisnaniaimes Provalis QDA
Miner-Lite nan15338 wud dsziamzesngugnéniidnanldudmsgsfianesmaiinnumainwans
Nnnnsdifnngshanasina o 9 wiv Fenwd 2
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whonsdussound (Traveled with family)
ﬂnmumq {TfﬂVEler) mtnﬁamnjuﬁ {COUDlE]

T=1 \ - " 1= " & -

unmumaﬂauﬁsau ( Nomad)
dundusion (Traveled with friends)
tnviadlanni (Globetrotter)

Wi 2 Ussinmgnmeedgsnanesing

MWl 2 INMILEAYFIAUYENgNAHIUNTIT Wud Yssumngugndieanlduiniagana
WoBMAY 9wy Ysznaudiy Uszumgndn 9 nan [dun ngudl 1 dinAunengsisseu (Nomad)
fiTuanniige Aadudosas 20.5 Fadungaindunsiidanvitinidamahaunissuuadnanie

q

aa o aa o

NguISIOUMSATTA (Digital Nomad) unguinviasifiendifidnsnwivissuusnniudeduineiy
nsldnaluladvheuldgnuieinlan savasn fe ngud 2 dndumMAULAED (Solo Traveler) A
Soraz 15.9 adudan Ao nauil 3 Wuneiuiiau (Traveled with Friends) uazngui 4 inviaslanni

(Globetrotter) Anidusasas 13.6 naufl 5 WnNAUMY (Traveler) Souas 11.4 naxdl 6 AN NNITUG
(Couple) Spuiaz 9.1 ngui 7 invipvinenuuuazweLil (Backpacker) Wazngni 8 unenuAsaUAT
(Traveled with Family) Aniufesas 6.8 uazadugavhe ngafl 9 WAuMIBYNgIia (Traveled on

Business) Antuspeas 2.3 109 UIUNTERANENIANA

2) dnuzgsiawasina nmAenzidemanniiulsduazdedeanssulaiiiiunems
Taud wiodnuazBusmunsnzasnsdifnugsianezina 9 us laaldlusunsn Microsoft Word uag
Provalis QDA Miner Lite #aelumsitassideya Slddeinszidnyuzgsianasmayalvidu
7 Uszidiu doil
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a1sef 1 SqUwamIFATzidayaravdneurgsianainay Al

ANBUTFININAUNG

sqUwanIsATsidaya

1) ANBUSLANIZDDY
WOULNA

wazmasiulvasiiunsaieszaumsaiuinsfiudantvel fusdy Juiuies
svgwadiouihuuazasauadh sammnathausdssaunsallvaluguinn iy
NANFENUYEINUNMIN T aN

v
o

2) MLanevzey
WOBLNG

wozmasulvgfivuneglughulanarades Indawadusazanisuseassue
wazlndanuiivenilen wiswisuifisanssmmAues Tausssn oA aazaIN
Tumaiiiunivzssgné

3) ANNNNITIR
LY

waznashulnanhisusnandurivieuinsiugesmeesulal Yssneude
1) Buladnens (Official website) 2) dod9AN (Social media) Dumsinuas
BuaMUNIN WAL 3) Munumidnamiheeaula (Online Travel Agents: OTAs)
121 Hostelworld, Tripadvisor.com, Expedia.co.th, Agoda, Booking.com, airasia
Super App, Traveloka.com, Qantas Hotels, Skyscanner tiugiu &4 Juddmide
WUsAMNIN9G3N9 (Business Partners) Lfluﬁa\m’]\iﬁdﬁ@meamﬂﬁmﬁ’u

wofinsnzavngugnA lugail

4) UszLnniaenn

wazwafiuszimioein 2 nawlva) Teun 1) owinaaus (Private Room) way
2) WauWnsan (Mixed Room) Taeausinitg 2 nax Usznaumelssinmiiaein
dopfiunnsieiudungfunisesnuunviesinaesudaznesing Seesingau
fvanednunz leud eeinidien Wewingdmiuaaevin uasievingmsu 3-4
i suiesinTnivaneguuuiguiu [dun dewinuenudediumiomediu
wazpsinTniuiimeuazrde luansinsdfineito 9 uie Ihauagyuuy
vawiniseeinidenlnemludnuusiosingdminaaswiu uazipeingu
TudneausipainTsriens uasvdy

5) SEAUTIANTDN
WOALNA

73NANBYIANTEAUTI AL NI 350-3,000 UM WEBING 2 Wiy Jseausan
whil @p 51Anegsewing 500-1,200 um sunsedldnsngsiawasinadn 7 uis

fsvsunenfiuanseiuliusgiussimuasansureswiaeinidueegsianesina
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a199fl 1 agwanmIsAnsidoyazesdnsusgIianasmaga v (vo)

ANBULFININAUNG

sqUnanIsATIsdaya

6) AveuaY
ANMNFZAIN

wamnan 9 uwiv IfdmmasneanuazaniugnAlaehisusdnsniziams

0 v o

YBINBBINALARLUMILANATU WU WaMaTy 9 uriv siianus @
fodnnpanuazaIna s susiiduivduduiugusviugnd W giiueey
dudn uazdavaTidiunate 8nme dejsiiudvansanuazainiigiuaiie

Yazaumanimeseanliiugnddie i iuidesuuashousiaiu Huswns

¢ o v

113 wazdeiid/mweuns NgnAanunsanudeswanuiunwtinuuuazgnan

Y

v
o o A

AudY o lunasnala Bnnv Seflal TRziny aszieth uasauvganiaae

v v

Uszaumanifineumaeliiuandisie

U

7) NMSUINMTUAY
ANy

wormans 9 wiv sjelianuddiumsinmsdumedidahwwsidusthenn
iianauauBgANAFBIMSIAZNgANTIHTRINgNgNATIvaInvay Bnvie g3fia
waza 5 uiv sfuniunslivdnmsswnadiuacdnia laensd@nmgsiawenina
3 wiv [dfemaiFeuhaniuazszisgnseme nioRanTsutAs Ay
U 1h3R gnmeuns fudu tewesmaldfimsdausnmasviosiiisouazinides

2. flqpiudssaumsalnsnfudiuazanuasininfsasgndilussiawenina

MNNTIeziiianmannsitizesgnaidiuiiununiseevesulail Hostelworld was

Tripadvisor Mnnaifnengsiawazing 9 wiiv Tusswiifounnaan-Aguisu w.a. 2566 INTIUIU

MvnA 235 $37 lagdiensiidiomsnulysunsa QDA Miner Lite aqunasviaszi fonmil 3
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Count % Codes Cases Y% Cases
& 7 (Location)

2 pistaunaazain (Convenient traveling) b4 1.6% 8 83.9%
@ lnaunarviaadieauinuie (Close to many attractions) 48 3.5% 8 83.9%
@ viwadiiou (Great location) 54 3.9% 7 77.8%
@ agiulanaradias (In the dty center) 19 1.4% ! 77.8%
2 Tnarailaudsuiavu (Close to Public Transport Stations) 16 1.2% 3 33.3%
& AaLA WL aIWanin (Room Quality)
@ EnfManindzainaue (Comfortable bed/room) 57 4.1% 8 83.9%
@ yWaniné (Nice room) 23 1.7% 7 77.8%
@ EwaMeainliaue {Uncomfortable bedfroom) 19 1.4% 7. 77.8%
@ fianududiud (Privacy) 17 1.2% ] 66, 7%
@ Laifimudlugaud (Mo privacy) 5 0.4% rit 33.3%
& Anuazaie (Cleanliness)
@ yWaninazaia (Clean rooms) 32 2.3% 8 83.9%
2 warvadzaia (Clean Poshtel) 55 4.0% 3 77.8%
@ Wanhazais (Clean bathrooms) 17 1.2% 5 55.6%
@ FidgnnnAuarmInEzae (Clean fadlities) 5 0.4% 4 44.4%
@ Wanin Wanh aszimbandsn (Dirty room/bathroom/pool) 7 0.5% 5 55.6%
&% ussAA (Ambience)
@ LufiusseaAviadaay (Mot sodal vibe) 29 2.1% 8 83.9%
@ wamvadruaey (Quist poshtel) 28 2.0% 8 88.9%
@ wasvaiiih (Lovely poshtel) 17 1.2% 7. 77.8%
@ yssmniAlia (Bad Atmosphere) 17 1.2% % 77.8%
@ fiussmaavnadsauiiaue (Chil sodal vibe) 32 2.3% [ B56.7%
@ wammadauguiaiauihu (Homey Poshtel) 8 0.6% 5 55.6%
@ wamvaiuasly (Modern poshtel) 6 0.4% 4 44,4%,
2 ysnmAda (Good Atmosphere) 8 0.6% 4 44.4%
& FrEnAnuaAzAIn (Fadility)
@ fanné (Good Quality) 43 3.5% 8 83.9%
2 livieawawazlimunzay (Lack and unsuitable fadlity) 17 1.2% 8 83.9%
@ fuitviadiau/asisas (Public/Socal Spaces) 29 2.1% 7 77.8%
&% msuins (Services)
2 s (Good breakfast) 47 3.4% 4 44.49%
@ uinsk (Good Services) 13 0.9% 4 44.4%
@ Aanssuviaaan (Optional Activities) 4 0.3% i 11.1%
@ umsilaitmanzay (Unsuitable services) 2 0.1% s 22.2%
& wilhauuaziflsznaunis (5taff and Entrepreneur)
@ duiinsuaztimniad 128 9.3% 9 100.0%
@ anuannsalumsuinms 21 1.5% 7 77.8%
@ JmussTunmssauiusuylvefaiciou 5 0.4% 3 33.3%
@ Fuarhinsdaufuuarhnniad 10 0.7% 3 33.3%
? FuarIEINlnTULAIITEE] 2 0.1% 2 22.2%
& anfAudur (Other customers)
@ greitlidluiias (Unfriendly customers) [} 0.4% 3 33.3%
@ gadrfidudias (Friendly customers) 3 0.2% 2 22.2%
& Arudlaaade (Security)
? sAmlaaadn (Feel safe) 11 0.8% [ 66.7%
2 sAnlailaaasin (Feel not safe) 7 0.5% 5 55.6%
& AruAuATu (Value for Money)
@ saaugauna (Reasonal price) 14 1.0% 5 55.6%
2 mathiaumgauna (Unreasonable price) [ 0.4% 4 44, 4%
& szgumsaiuazaisuel (Experience and Emotion)
@ Uszaunsaieninf#dey (Great stayed experience) 70 5.1% 8 88.9%
@ uaunavd (Good sleep) 11 0.8% T 77.8%
@ nsieihiitauaans (Relaxed stay) it 0.8% [ 56, 7%
@ msinfaynmEamaEy (Enjoyed stay) 13 0.9% 4 44,4%
@ manulzuiaulmi/au (Meeting new friends/people) 23 1.7% ] 56.7%
@ Uszaunsaiiilaif (Bad experience) 10 0.7% 5 55.6%
@ fAninmiseinwasviineu (Love of stay and staff) 7 0.5% 3 33.3%
& auan (Loyalty)
@ anudalanduuiauth {Revisit Intention) 30 2.2% 8 88.9%
@ anudalalwdiuunh (Recommendation Intention) 40 2.9% 7 77.8%
@ msiauaainmainiWuiudu (Extending stay longer) 4 0.3% 3 33.3%

mwii 3 fedusudszaunsalandumuazanuasindninnnisithzesgnilugsianesma

34 21581S361NNS UMdngndgnan1sAlng pusemansia:avaurans




A9V WNNev mnG ASIVF ta: Uguns Auby

il 3 aguledn dededudssaumaniandumuazanuesindnfnnnsiwesgndn
Tugshawezina Ysznaudie fade 12 du Feudastiaduinedszaumsniduuin @) wasduay
(lsid) Tnpamnsnedneneazidenald fmsi 2

a3 il 2 fadsainmaShdszaumanifigndldsunneanfudzeswenma

ladw nmsihilszaunsalignAldiuenasdudizesgsianenina
1) 9189 (Location) gnﬁwd’;u‘lmjﬁﬂs:ﬂummﬁﬁmmnﬁuﬁﬁwmwamma TPRWIZWABINATIAZAIN

AaMILAuNY U umeludeanudiang o ldetheazen sglndfunssude
as30y (@ndsalwih) aansaduwhluseaanuihaulesey ¢ wesna s
wowangInduvawinuifisnanning 15y wiasvinsiiienfiddny Feaswdud
$upwns uazanusiuiiv ifudu Snfowesmaiideatluvhiaiiduazlugmilanans
Wiov 1wy nqomw guin Beelvel Dudu

AP NTDAINTIT “Good location to reach everything by foot.” (IpAN
7 feui 76) “Convenient to travel nearby BTS near tourist attractions,

shopping malls, convenience stores.” (TpAMN3II ANGUN 135)

2) punmwzawiowin | anddnlnaifivszaumsaifumniugunwsssieein Ae desinduazazaan
(Room Quality) aUNe 1B Hoeinuasisssinaival wesuauaune wasiasindanuidusdusi
\iu Aot ldsnnannuane fiwivfussrhadiesudesinem usu
Tuwnziigniunsdudoiuszaumsalduay Teud Feeinbiszaname
Weuauudannn fvinune Sunaeludaein wazieeinlifianuidusdiuii e
Lifishufusenhadesludesinsn Tifigifosesdiud luffisringunsal
szupuesTn s samuangngiioeld sy

AIFMBENTBAINGII “The dorm set up is amazing and nothing like the typical
dorm bunks. So much space for your stuff and the beds were really comfy.”
(@pAnaFi7 seUTi 24) “They don’t have curtains for the super hard beds.”

@DANNIIN aAuN 31)
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a9l 2 adsrinmashidssaumsalfignd ldsunnenfudzeswezna (sia)

SIEDT

nsihssaunsaiignAldsuenandudzesssiananina

3) ANUFEDA

(Cleanliness)

andnaulngfivszaunisaliuninfuanuazeinvesiinlunesinauaz
ANNEzENALALTINTDSWETIMANATIAR LU ThAKazeaieun U Yiaenazena
wazfuszifisui3eusos wormaazeaNn s89aNN Ae ANNELENATBNHBNN
wazdsnsanuazan 1wy Foshazeiann auazeevetihyniu Wiy
rauvylallinniu uslusasiignéunsduidoivszaunsaisuay Taswms
anwanUsnesionihuazasyieh wu siesihldazena westhiBenuay
\pzweg wavthanUsnann aszhehanysnaaeananiiineg)

LYY 1

AuFMpENTDANTIA “Everything was extremely clean and well looked after”.

¥

(FaanuF 8euft 15) “The whole bathroom floor gets wet and dirty.” (TaAu

'
o v A

337 a16uN 34)

4) U338MeA (Ambience)

anAndidszaunmsaliniuniuussem AYaIWaTIMA AN B uansneiu THun
WOTINASHUAIY WOBWALNSN WOTNARUITHIMANIENANTILIE WoT N
suguiafiouthu wepwmariuady Judu wilusuzifziugnsdiusnnuesi
WOBNAL N LANENDNALTTINIAN NI AN L2 Iﬁﬁﬁuﬁw%aﬁﬁ)nﬁiuﬁdﬁLﬂ%ﬂﬁ@ﬂﬂ"ﬂ
IFffdniusmodannsariu Snviegnéndeldsudseaunsaiduay wu Hideed
sumunnUsahiafideuazidsesnieounu fhevaynifluwesna findu
Tifvuszasdanndeasihuasindadsuame nﬁué’u%uua:nﬁuo!uiuﬁmﬁn

ANFMBENTRAINGT “This hostel makes you feel like you were home.” (TpANN
397 seufl 22) “A smell coming out of our bathroom is our dorm. It was

especially bad in the morning.” (#9A1N337 a1AUN 58)

5) A9ENNUANINAZAIN
(Facility)

anéndnilvgiusvhssnsanuazamnlunesmadiquamiid Wy aszimh
mavsmsdumedidin (W) fwanuuse Alasuhwaluiesh dudnnusmssey
viouin ffifuressnanamng aszinhd esguuasiesenhd Hudu uel
TurnzifenfugnéSenssihmesmainswissvnadesunsanuazainiiniiu
vt 1 lififlannsn Tifiand divessdusmanaidniiuly Tifiszuuheu
dyanabumesinlid lifudnidoumniagunsal Tifusmahaas aszimh
PUIALRNNN Tummzﬁgnﬁﬂﬁ%’uﬂsmnmmﬁmnﬁuﬁmoﬁomﬁaﬁuﬁmmsmz
fwanmnad3u3nada Taud 1ns Woupnweuns Weerineusaniu (Co-working
space) LNNNTZAU (Board game) ST Al Aiavadaiunay auneian
Hudiu

MIFpENTRANGIY “Very modern facility with an amazing rooftop patio.”
(@pANu3I s 39) “Only small lockers outside the room (entire backpack
won't fit in).” (FaaN3A seuft 102)
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a9 il 2 Padsanmaiidssaumsnifigndldsunneanfudzeswenma (si)

SIEDT

nsihssaunsaiignAldsuenandudzesssiananina

6) MIUINT (Services)

gﬂﬁwLﬁam%'\mﬁ\maodwwammaﬁmsu%mimmil,%ﬂLLaznﬁU%m{[mmmﬁﬁ LU
s aanvanvrate thaula laneu ssnfespauazanivis MIusmshsin
AMMWUINILTELY wihlseusn TuSmsidndunaunan (Early check-in) 8Win3n
vouinlaelifienlsdane (Upgraded room) iflusdu uslusnziignénauiioslésy
Uszaumsafuimsilid 1wy bifuinmssuameidou 24 $alue Tupsiidgné
shudpedilasudszaunisaianianssunivdenvdefanssufiAsfiniawesina
o315 @y nMsusmydaviaviiieamulema (Occasional tour) AANTINTNENMNT
(Cooking class) LHusiu

AIFBDENTDANTIY “The service was great like a hotel in terms of quality.”
(Faaus3a seufl 92) “They don’t have 24 hr. reception-we thought
the poshtel was closed.” (FaA133T a1dudi 115)

7) WinULAY
§Usznaums (Staff

and Entrepreneur)

v
v o

anAINUNA 100% ?lﬂﬂ@ﬂﬁ’]ﬁ\‘] 9 WOULNA Iﬁ%’uﬂi:auminiﬁmmnmnwﬁnmu

U

= o

fo winvududnsuazlianusimasidueted doduiladusmulssaumsal
wé’nﬁgnﬁﬂﬁ%umnqsﬁawamwla 989N [ALA ANEINITAUMSUIMTTEY
Wil 1y Wnsemsieansnendenge nsdanstuilumuazdosanase o
miﬂmé"}%agnﬁw uaswinuiTausssInsfausuwuung/ondou wu My
AaaaMIWLEMs MmaguagnAafiouauluasauny muﬁy'\ignﬁmwmuﬁ\ﬂﬁ%u
Uszaummﬁﬁﬁmnpjﬂi:naumi Tagawnzmsfausuiazanudisnasiu
peheA UMW Lwiﬁgnﬁwdauﬁaﬂﬁiﬁ%’uﬂizaun13niﬁwuau An WilnusUaEu
ntaglunsmaudany

ANAIDENTDANTIT “Staffs are very warm, very friendly and most of all very
helpful.” ($8AN337 aeUfl 62) “The staff but they were a bit confused.”
@3t st 185)

8) anMmAUdU 9

(Other Customers)

gnsulvaisnnaddne 6 wiv fuszaumsaifuauivemabiduiinsnn
gnénaudu q lusswisiivnegluwesina 1wy uansAseguiw/lignm/
venuene aplnsdwiidssdunasnnaniiogludewin ddnuuzinng waameuene
wBsadond fimansphiisunugnéneudu udu Tnsfignduneeudilaléd
\Huiladeieniigsianesmabisansamuauls uilusuzidoiufifgninsdn
nnnsdifnmn 3 unis Id3uYszaumsalfuunnnenaiuinssesgnénaudu o
suziiineglunazina

AP NTDAINTIT “He also made a lot of noise and kept taking calls.”
@pAN3IY sNeLTi 98) “Guests are friendly too.” (FaANN337 seLit 167)
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a3l 2 Tadsinmashissaumsnlfignd ldsunneanfudzeswezina (sia)

FIEDTY

nsihilszaunisaiignAldsuenandudizssgsiawenina

9) ANuUannsiy
(Security)

gniaulvaizosmennaiinasastlusuzivnaglunsnans 9 uieisluaiu
nMWTINTasWaTINaLaTiaen uififignAdnaiuvileniiinlivaeasszuiedivin
g 1y ssrhuhdusne $Enbivasaduangniaudu ¢ aowibivasasty

Y a o o

shusuindumeidugvds Bifindneusnsenudasad nsvidawmsusziing
MIgaNtge
AIMBENTDANNGIY “We felt very safe here.” (TaAanu332 adufl 9) “Not

a place we felt safe as female travelers.” (FaA1NF37 a16UN 37)

10) ANNANASU
(Customer Return on
Investment: CROI)

anAiuadsldsuanadurannmsasudsiuvlszaumsaldun Wy e
uweflaviopusdue 1Agonen Nend duanduiduiidsly T§5un3ns
aufunen ewsznda nengn sy Sefludnwdeiiedvddfiezdowasia
msdadulanduanldvimsteesgnénlusunaniigusznaumsaisnseuiings
walumenduiu gnéndnarumilsidninszaunsaiflésulidguenduuiisely
vdonaldaumaauna 1wy auwaiiull fwesmaduiinedniid nmaden
FudwiRnnnmahidemidioueiasusmh nendeinnwazimaunend
funumedu 7 Weuaaswh TidueniSuiise

fasETaANN3I “Excellent value for the money.” (FoAMasin aneufi
173) “They served great food and drinks are very reasonably priced.” (TaA1Y
337 ATl 204) “I have stayed at other poshtel for a better price which are
far better than this one.” (FaaNxTI eeUit 67)

11) Yszaumsaluaz
19ual (Experience

and Emotion)

gnénvievuafiiasidinlugsianasmania 9 wie [63uszaumsaidnindia o
Tawiignénanlwailduuszaunsaimsusundud msdinfineuaans mswuyz
wouvdagaulua q msdinfiaynaunu wazidnsnmsdhinuazwineusoy
wamma mNEney uslusmiAeniu gnAnyszanuededsldsulszaumsal
fuay gy maveulsivdumauen wilnnudeusuuinislid lasanifiuesend
Uszaumsaladeiildanduda Sy Husu

MIFMBENTEANGIY “One of the best places I've stayed at during my stay
in Thailand.” (FaAN3337 8eLfi 24) “Loved my time there!” (FaA3337 adiu
ﬁ 115) “l had a very unsatisfactory experience. The room was too dark, had

too many mosquitoes.” (F9ANNIT A1AUN 204)
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(Loyalty)
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'
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snuziinet] FeuansivanudoladonginTmuazidairuaffigninauauaee
gafawormansluwziiwnag uazvdsmsidnin

FasaeedaansEia “I will definitely come back.” (FaaNnu33a el 32)
“| would recommend.” (8113537 seLTi 71) “I extended my stay numerous

times.” (F0ANNIIY AGLN 224)

nniugideldimannmy (Categories) aaviladuusardulifiiansianudonlavssning

Fudsmumamumuunaangefiiiisdesfiegluilagiu weimusdszsifudauiussfiieadas
AuLAAAY q feneaziBaalumsed 3

M3 3 Usziiu waieny wazuAauazngejiiiendeviviladesudszaunisainndudzegnd

ganuavinAnfregsnaneyima

- ) wnAAuazNqEfitisdas
U3ziau (Theme) nNINKY (Categories) - -
LUIAA ngwg) S-0-R
1. Yszaumsaiadudn | 1) fis Uszaunsal fansziu
WBBNA (Poshtel Brand | 2) AIMWYBIWDIWN ASIRUA 95N (Stimuli)
Experience) 3) ANNTLDIA (Hotel Brand Experience)
4) y338NMA
5) A9AUIBAINEZAIN
6) NIUINTT
7) wilnunazgUsznaums
8) gnﬁmuﬁu q
9) AnNUapnsy
2. auAdsszaumsal | 10) ANNANALEY AufBalsTauNIal naln
Ltazmm@nﬁum\i 11) Uszaumsaluazensual (Experiential Value) (Organism)
919u0l (Experiential ANNENWUNING]
Value and Emotional (Emotional Attachment)
Attachment)
3. ANNAINANAGD 12) ANUANA ANNNSNANAFDAIIFUA MINDUFUDY
A9RUA (Brand Loyalty) (Brand Loyalty) (Response)
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