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The objectives of this research are 1) to study the factors of Research Article
luxury perception that influence the willingness to pay for luxury tourism _
among Generation Y tourists, 2) to study the factors of luxury perception Kegwords

that influence the willingness to pay for luxury tourism among Generation
luxury perception;
Y tourists, with perceived quality as a mediating variable, and 3) to study ) )
perceived quality;

the factors of | erception that influence the willingness to pay for
uxury p PH thl wiing pay self-congruity;

luxury tourism among Generation Y tourists, with self-congruity as - .
willingness to pay;

a mediating variable. The sample group for this research, selected luxury tourism
through purposive sampling, consisted of 400 Generation Y tourists aged
26 to 40 years, due to the projection that Generation Y will become
the main group of consumers in the post-COVID-19 era, combined with
their high potential for travel and their heightened perception of luxury
compared to other generations. The statistical methods used in
this research were path analysis and Parallel Mediation Model Tests

(Unstandardized).
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The findings reveal that perceived quality and self-congruence significantly mediate the causal
relationship between perceived luxury and willingness to pay. When both mediators were tested
simultaneously, the results indicate that: (1) Perceived luxury exerts a direct influence on perceived
quality, self-congruence, and willingness to pay. Moreover, both perceived quality and self-congruence
have direct effects on willingness to pay. (2) Perceived luxury also has an indirect effect on willingness
to pay through perceived quality; and (3) Perceived luxury has an indirect effect on willingness to pay
through self-congruence. The results of this research are theoretically useful for those conducting further
studies and practically beneficial for marketers and entrepreneurs in the tourism industry. The findings

can inform strategic planning to enhance efficiency and effectiveness.
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waztfassanudnlafiazdny s 5 90 ﬂé”uﬂ;aﬁﬁmmrm‘[@LLsuLLazﬂmz (Doran et al., 2015) 3IUINWIH
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$1wIn 40 1089 uFITRaNlTE W e ATIIRALIA NN TN (Reliability test) lagNaTanTad1ay
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7. HAN1S)Y

¥

7.1 ZoNANADANHI W

LS

=2 v [ 4
7.1.1 NAaMIANBINBUITININFNT

L7

wuiwgmmmuaaunwmulmyLﬂmwwf}ja 491 186 A AaLduiosay 46.500 ag’Imm”u
M3AneUIQaIaT 1% 290 A Aatdusosaz 72.500 ﬁﬁalvl,@Tm?z'miaLﬁauaglui:MN 100,001-
200,000 U1 I1wIn 129 an Aatdusasaz 32.300 LLa:ﬁm"‘Ewﬂi:naugiﬁammﬁ FU% 134 an AaLdn
Jauaz 33.500

7.1.2 wansdnsdunganssuanadulanaziisdmiunvisaisanngwnm

wuigasuuuuseumuimlvg lfinaualunsdunsllrsaimingnniedunsisliaues
un 124 Aaiduiasas 31.000 IﬂydauiﬂfypjﬂammuaaumwﬁmiawLmuﬁm‘i"umsﬁaaLﬁim'ﬁ'%gmw
lapfidnlgaoagszning 100,001-200,000 LM $1uan 183 au Aaidusasas 45.800 uazdniaumiluzag
Tuanwnraudszdnd $1uau 98 au Aaiduianas 24.500 lasgnauuuusaunusulngdinldtains
IuﬂﬁﬁumLmdﬁagmﬁimn"’umsviaaLﬁmﬁ%gmﬂmuﬁumaﬂﬁw Falafoadidie s1uan 219 au
Aaduineaz 54.800
”

7.2 HAN AN AN

o9

12
v

MHANTIATzRTaY AN UM wudduadsuszddmdssuninasguiianuuaneden

a4 LL&@NSL%@]’]TW\‘Iﬁ 1

~
AN 1
NAMTILATIEHIALINUAIVAMA BYaIAIMUTNINAG 8 mm@7.1/2&7ﬁazdvyﬁmfunviﬁauﬁmﬁwgmv

YAIUNYIBNUN L UAUUBLITTHINE

a9dilsznay Auadn adl BILUBINAIH Kurtosis
1. fa9umM LA NURIAT 3.732 881 112
2. RIMITUFA RN 3.757 .868 365
3. thsanuzannsasluaniad 3.519 892 - 165
4. Yaspenudalanazing 3.689 891 223
PIPEY 3.674 .823 577

A @ U aa a v td o 5| v a v ]
D) oladAnsiaziidunsdesndudasfansaniiennuinanzanvet pyANIUMINATDL
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a 6 6 a A o
NI UATIEHaIAL T NA LTI UeI %

RIBIR AR CR AVE Cronbach’s Alpha (n=400)
1. MIFANURIAN 874 581 895
2. MITUFN BN 885 606 899
3. ANURDANADI L UAKLE 876 587 901
4. anudalafiazang 892 623 898

NNTALAT12R 09A YTz N LIS D W I WRINTUNITRIIIAILLUNNTIFLNINTHIAINAITATIIROL
anutdafanislasaaing (Construct Reliability: CR) Wi31612 uismITuiang ngnndenvinny 874
dudimssuiaunnddurinny 885 audianusaansadluauasddurinny 876 uazdaudsanadala
Pazanafiayinny 829 Gasautlsranuadaannnin 7 Gadwnueininvualy (Zeller & Carmines, 1980)
lurmefidadoninuudsdsiniiana’la (Average Variance Extracted: AVE) Wu167 wsn1siug
ANURIANAANYINNAL 581 daudimsTuzamnwianyinny .606 adIANuFannaad lanLaIdAN
Winfy 587 uazdaudsanudulafazinadanriniy 623 Sedantsisnuaiaruinnit 5 wnmel
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AN 3

NANINARAUFNNAFIUENTNAN 180N

Effect Boot Boot Boot Statistical significance
S.E. LLCI ULCI
mysuianangnndaninadaanuanla 406 049 309 503 Yes
ﬁﬁ]:ﬁimmuﬂ'ﬁ%‘u;ﬁ;‘”@; AW
myuianangnndaninadaanuanls 284 .039 207 360 Yes
Pazsnpruanusaansasluanes
Pairwise Contrast Indirect 122 .071 -.018 .259

WANELAG: Pairwise Contrast Indirect W UMIUROIALYT U B UTTRINFUNIID BN

NN 3 wmfﬂNamsmaauammﬁgmmﬁLmﬂ:ﬁﬁ‘n%wmlaamﬁ'ufmwwgmwﬁdwa@ia
anudulafiazing I@Uﬁ@i’al,l,ﬂiﬂﬁ]ﬁi"ﬂmﬁujqmm‘wLLa:ﬁafﬁ’mmwaa@ﬂﬁaﬂummaaLﬂué'm,miﬂ""uﬂma
INHAMIANENATIT wud%&umaﬁawmu@ﬁLLiJsmi%'uj’qmmwﬁﬁ‘ﬂ%wa@iammLﬁﬂﬁ]ﬁﬁ]:ﬁhﬂmmiﬁ
LW UAILUTANNFAAR Bl uAKLEY laala18nTnan198auLyinny 0.406 Las 0.284 ANUF1AL
s oufinuaanua19TE I U9 N amediauls (Painwise Contrast Indirect) WL fintriniy
0.122 Gﬁoa:ﬁaudw@T’Jmhms%’uiqmmwﬁﬁ‘n%wamﬂmfﬁ@ﬁLLﬂimmaa@m’aﬂmmaau,azl,fiamaau
myRandagawsaumsunui (Bootstrapping) 5,000 YLHIRRHRN ﬁmwaﬂmmaaé’wﬂizﬁﬂ%iuaumd’m (Boot
LLCI) ¥inny .309 waz .207 mwa"m”uLLazﬁmwaﬂmmaamaaé’uﬂizﬁﬂ%inamwuu (Boot ULCI) t¥inn1L .503
W& .360 audey lagfanTisnnuidiosiu (Confidential Interval) 95% liiagu 0 Saugaslidwinase
MITLIAUWMWULAZITI9: sanusannaadluawadduiulsRwnaINSIHWLLLLNIE% (Partial Mediation)

3:‘m'wmmﬁ%“uw”uﬁmaqﬂﬁﬂmﬁu;?ﬂmwgmwﬁ‘uﬁﬁ]{f yanULdnlanazang

7.5 INDNANATI DNDNANDDNUATDNDNAIIN

HANIIIATIZRAINGNTNN 3 WUIFNNAFTIUNINANBIRINI TN TUI8ANNRNRUTIZWIN

Antwaradamulinddannuidnlanaziny luandnant aIuradluanIen 4

AN 4

ANUANN U IZR TN TWaYaIa UL T s anudylaniazdy

Dependent Variable AR aNdwa Predictor variable
(R?) (Effect) PL PQ sc
amnadulafiazing (WTP) 657 De 131 476 346
IE .689 .000 .000
TE .820 476 .346
MITLFANN (PQ) 749 De 853 .000 N/a
IE .000 .000 N/a

TE .853 .000 N/a




281

NsensuywemanIvinig O 32 atiufl 2 (hsngraw-Sunau 2568)
Journal of Studies in the Field of Humanities Vol.32 No.2 (July-December 2025)

Dependent Variable ANANNELUT ANTWS Predictor variable
(R?) (Effect) PL PQ sC
ANuFaAARaluaARLad (SC) 655 De 820 N/a .000
IE .000 N/a .000
TE .820 N/a .000

waneLna: De=Direct Effect, IE=Indirect Effect, TE=Total Effect, N/a=Not Applicable
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