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Abstract

The main objectives of this research were to investigate customers’ point of views, causal
relationships among customer experience management, competitive strategy, customer satisfaction,
customer values, including propose the customers’ appropriate model as value creation for health spa
business entrepreneur. Three hundred of Thai and foreign customers in 6 provinces of the Upper Northern
region were drawn as sample for this study. Qualitative data received from in-depth interview technique
and quantitative data from questionnaires. Also, qualitative data were applied by content system analysis
and quantitative data by structural equation model with PLS Graph 3.0 program. Research results found
that: (1) Customers’ point of views concerning the aspects of customer experience management,
satisfaction, value, was at a high level, except the aspect of competitive strategy at a fairy high level;
(2) Causal relationships among variety of aspects, these statistics were showed empirical data fit the
model: Chi-square=0.894, df=2, P=.10, GFI=.9972, RMSEA=.005687. It could be concluded that customers’
value received the direct effects from both aspects of customers’ satisfaction (DE=0.69) and competitive
strategy (DE=0.16) and receiving indirect effects from both customers’ experience management (IE=0.61)
and competitive strategy (IE=0.20) aspects. Those all aspects were either explained or predicted the
variance of customers’ value at 64.60 percent and at the .05 level of significance; and (3) Appropriate
model for creating the customer value consisted of (3.1) Emphasizing value creation through experiences
between customers and health spa business; (3.2) Differential making with story-telling techniques, fulfilling
customer needs, making identity differences of products, managing the reserved channels for customer
services; and (3.3) Implications of influence on customer satisfaction variable for creating sustainable

customers’ value in health spa business.

Keywords: Customer Value Creation, Customer Experience Management, Competitive Strategy,
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naUszloviliignanlasuuszaunisaiiuanivsiuas
MTINUAIUABINTT (Shanker, 2012)

2.5 nagnsnisuituiidninaniansasie
AuAYDIgNAN atfuayuLLIARnagNsnnsudaduid
st LauenAnfweiilismiouinisfiuansisann
Audadu 9 Lﬁaaméwuwﬂwmaiawmpﬁa (Porter,
1990) @eAAdDIAUNITANYINITUTIITAIUAUNUS
gnélunisliuinisgnéiteadiannuindedeuas
vinaualidugndlaenisliuinnsiiidunis
Wasuwlasiidduasiianulaniu dn1siamundes
MansUImslmifinssiuaudeanisvesgnii
wazaufviimamalulad iiesinligndndu
Audnans sasiuazairsanuduiusszezeniugnin
(Avramakis, 2011) uifnansAnwazdstinagns
MswtsduiBvBnanenssennrvegnAuil udiile
noaeulagr T LUsAUNAINEUB MU Aafanela
Jusudsdunansszninanagnénisudstulaga e

yoagnAisnnnty Ssersadnagnsnisutedulian
nsrUIUNSAINBUAIMNEENTA En53uiamAInIg
vimsluszdudigninfianelefazdsnaligsfaaun
Uszaunnudniaeenadedy

43UINN15AUTIINANUTT AMAIYEIGNAT
LAFUBNENaN1NTINIAINNALNENITUTITU WazAIY
fanelavesgnin vauwiieafulasudnsnanisdou
WNNTUIMTUsEAUNSAlgnAT Nagnsnsudedy
Tngdeiu aruiisnalavesgnan Jeaguladn A
wolaifuduusdrdgluninidenlosniuduius
FEMINMIUTMTUTEAUNTRIGNAT NagNnsNIaety
LazAMIAYBINAN uas TBvEnaddnyesibions
a¥equavesgnilugsinaUnioguainluiun
Mawitlanauuu

3. sUuvuitmnzanlunisairanaAives
anfn dmsuguseneunisgsinatiitegunn Tulwn
nawmilonouvuveslszinalvg lngysninisua
NsANEIBUSINULAZTRMA TN il

3.1) wun1saienuAIvesgnAlagiiy
Uszaunsalsuseningnandugsivalt Wunisadna
ANAYRIRNAAIENTTIgnANTldIuT I TuA TR
SEUUUINNG SanansnuAaiiunieliuinisniud
anAusiazyaravay negusenaunisiesdinudeya
Uszaun1sainslduinig nssilinseniudigndn
Ro4n15 dn15eontuunnandudauinisliun
Usgatula Tgnéningnanfueauddnyiiesnazqua
viliigninidnanagilefleifugninaudidy $dnd
nnadsiiunlduinng Sandureunisilignénsiula
179la giilauagvasaunnisguans eddnesnay
ndusrdimsegraeniy uenaniimaifineiuannn
lunisbiusnisveanidnau  Tagliganisusnisdu
Wi Aguazilauivegluiniaaiuvemineu n1s
usn1siugnAn A NsdanauAMAIYBINITUSNIS
Wggné fedunidneusauieusznounisaasl
ANUEIAYAUNTETUASNANBAINYDITING 28
3.2) n1sasemnuwana1stunisusnisilu

nsadeaulaiseulunisudaduiienisly (3.2.1)
nagnsnisiandos 1un1sliizessinieady
Uszaumsalatndunsiiiunuan u gaduiavesgndn
nslinmuanAstuSosuasndnsnsivesauiingda
nsidndesliiAnamaiungnAniiuguandives
wanAudiauioligndiandt nisianTeeinu
wauszlovivasuazndsanfigniliuinisauiudain
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64 Msarsmaluladnield 9 10 a

LY

YUl 2 nsngAu - SwnAu 2560

'
a

Ifawauny deunany nsi@nIosmauduaTinlY
uinsaviflesuivdsiidsluudldquamiidndudu
1 Asing q wariifiieadsnmenfivdsesiulaliiy
anfin (3.2.2) MIANANTOIINIANUABINITVDIGNAT
femsuarmALfeINIsYesgnAiuilduinised
LAUD ABINEIINRBUALDIINTINUAIINABINITVRY
anfusiazse (323 nslndadasiniduendnual
Hanwauzlang 1wy mémﬁm%qﬁﬂmmﬁmﬁuﬁ%m@u

v

Aoanuuues sy dWelinauainisuinisauilbiiy

U

anM waw (3.24) MmsdarermnednsesuSnsungnAitel

Y

ANAINRUSNSIAdIY @Aln WU NSIBINMSITUS NS

U
° o o

dwiuminnuiignduserivlausreennisnuynasaiie
a3 unuATvIRUgNAY

point & Moment of Truth

—

CEM & CS

Channel Differentiation

Co-Creation Experience Human Touch

Make the Differences: Storytelling Strategy,
Fulfilling Customer Needs, Unique Product,

33)  nsUszendlddnnadiuusAunans
argauianelaresgna tnglduuifnnisuinisg
Uszaun1salgnean duasumnuaiunsavesyaainslv
P~ <& A = . . Y a
fmnudulionndn (Professionalism) Tunislviusng

4 o ] a aa =
Wi luganuusenaunisgsivauindanuguie
qunndufvesgnAMIr i lneLazi1a Auagn1sly
nagnsniswiatuninisliuinsiuandemeusangd
Uyavesnamilevedlveriunagnsnisiaiiosvney
Tiu3n1s aganunsoadennuiianalaliiAnvuiugnd
sunanatduaudsyiulanazdwwanonisasnenamn
TAnTuiugnAmaziungwmaniilsvesgsiasely

sukuufwanzanluni1sasenuaIvegnen
dwmiugusznaunisgsivaunieaunin asulanad
(5U 3)

Value to customers

JUN 3 suuuimngaslunsainuavegnAmdmsudusenaunisgsiaaUiieguan nsuiisussaunsal
anAN=CEM, nagnsnisuiadu=Cs, AnuitanalagnAi=Sat, AnA1ra3gnAI=CV

GELY

sUkuUNITadeRuAIveIgnAtdIny
fUsgneunsssiaaUiieguanlulunniamile
AOUUY B N13aS9AMANIUYTEAUNTTAITINTENINS
gnfnfugsia aurlunngaduiauinisiiiesinliiin
Funiwisrnuuserivle MslEsuasenNaINnTves
wifnelunsliuinsfiundsesivle nmsatieniny
uAnsaFEnagMsNIsLaL3es MSLALFNTeIIIAIN
ABINITVBIGNAT NTATNANUUANANIAIENER S uat
fiduendnual nMsdnteamnsdrsesuinnsungnin
nsuszgndldiavresnisasiemuiianelavesgnanli
AetudladudadefideinfiAanisairsnmaives
anénlugsiaauitegunmeognaddu

¥ o
Jarauauuznaly

1. @AIMT daasuligsivalrdinisiiivyas
YBINITUINIINURLIAANITUTITUSEAUNTAIgNAT

WAYNAENENITWYITY Men1sasislssaunsalsiu
seningsiaauniugnan asreanuuand1aenisli
auAndadomanslfuimsiunagnininaiios
iemssiufugsivatuiioguamediedsdu

2. 1337133015 JUIMsgsia ainsaiing
n1sAnwluusuldlunisuinisdanisseuuuinig
ieliiAnUszaunisaliifanels drluiduuuinig
dmdumsimunsusuunisaienualiiugsiaadn
swfaumienisianddelidufiaulaseluly
auAnla

3. @auleuie Wudeyaidndilunisdiviua
WHUIHLAL N UYNSANENSVRITIAAAUT LU N1THER
wiinauifunuA1vesgnd afrsauduilootdn
fvinwznisdomsiivarnvareifioiiuaussousluns
Usgnougsnasely
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foruauuzlunsiseassialy

1. ArsAnungsisaniudy senineesdns
gsfafiflaussauriigauisuifisuivesdnsgsiafd
aussougiindsenavi i iiuyamesfiuandauazniig
wntulunsadranmAivesgnin

2. N3dUN1wAlTIAnNAITIENNFUGNAIYT7
AnamAdniieitesie ilelimsuiuuifauas
yamadlvl 9 domnuduiavesgsiaaUnfioguainly
Ussinalneniusniy
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