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A Model of Phuket Vegetarian Image '
Kullada Phetvaroon®

Abstract

Festivals held by each local community normally reflect the local culture
and demonstrate the uniqueness of each community. Festivals are thus one of
the means to attract more tourists to visit local communities, which will generate
higher income. In addition, holding these festivals can help preserve the local
culture.

The aim of this study was to examine the casual relationship among
“image”, “perceived value”, “overall satisfaction”, “service quality”, and “loyalty”
to Phuket Vegetarian Festival. Drawn with a convenience sampling, the sample
of this study comprises 450 tourists who visited Phuket Vegetarian Festival. The
data were collected using questionnaires and analyzed using Structural Equation
Modeling or SEM.

The findings revealed that (1) the causal model fits well with the empirical
data (X2 = 63.24, df =49, p = 0.001, AGFI = 0.994, GFI =0.998)), indicating that
the model of the sample fits the data; (2) the “image” of the festival has direct

» o«

influence on the “perceived value”, the “overall satisfaction” “service quality” and
also has indirect influence on “loyalty”. The factor loadings of indicator variables
all are positive and different from zero at a significance level of 0.01. The highest
factor loading of the variable “image” is the element “atmosphere of the festival”.

» o«

The highest factor loading of the variable “service quality”, “perceived value” and

“loyalty” are the element “responsiveness”, “worth experience” and “recommend

friend and relative to Phuket Vegetarian Festival”.

' This paper is part of the “Thailand Tourism: From Policy to Grassroots’ project *
(Prof Dr Mingsarn Kaosa-ard), which is supported by the Thailand Research Fund (TRF)
under TRF Research-Team Promotion Grant (TRF Senior Research Scholar).

? Lecturer at Faculty of Hospitality and Tourism, Prince of Songkla University,
Phuket Campus, Phuket, Thailand. Email address: kdtalkO07@gmail.com

116



MmN Inmasdating atuam ng 117 36 atiuf 3 w.¢. 2559
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