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Abstract

This study aims to employ Confirmatory Factor Analysis (CFA) to test the validity of the
conceptual structure of the Services Marketing Mix (7Ps) that impacts income generation for
elderly people and communities in Ubon Ratchathani province. The current situation
demonstrates that elderly people represent a valuable resource for driving community-based
tourism. However, the lack of clarity in implementing services marketing strategies remains an
obstacle to sustainable income generation. The study encompasses data collection from a
sample of 310 participants, comprising elderly people, community members, and tourists, through
a questionnaire that has undergone validation for content validity (I0C) and reliability (Cronbach's
Alpha > 0.80).The CFA results confirm that observed variables have statistically significant
relationships with latent variables across all 7 components, with standardized factor loadings
ranging from 0.52 to 2.19. The People component demonstrates the highest importance (R? =
0.78), followed by Process (R2 = 0.75), Product (R2 = 0.69), Price (R?2 = 0.68), Place (Rz = 0.65),
Promotion (R?2 = 0.52), and Physical Evidence (R? = 0.48). The findings confirm that the 7Ps Services
Marketing Mix structure is comprehensive and consistent with empirical data.The results
demonstrate that the People component reflects the significance of human resource
development, particularly in service skill training, digital literacy, and enhancement of elderly
people's capabilities. The Price component shows that creating Emotional Connection through
Storytelling enables tourists to accept premium pricing, reflecting social marketing principles. The
Place component requires an Omnichannel Strategy integrating local markets, online channels,
and homestays. The study confirms that the 7Ps These findings can be applied to develop
systematic policies and strategies for community-based tourism, enabling elderly people to
transition from consumers to value creators and generate sustainable income for themselves and

their communities.

Keywords: Service Marketing Mix, Elderly People, Community, Ubon Ratchathani, Storytelling,
Social Marketing, Omnichannel Strategy
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1. CMIN-p (Chi-square probability level value) > 0.05
2. CMIN/DF (Relative chi-square) <2
3. GFI (Goodness of Fit Index / Conformity > 0.90
Index)
4. RMSEA (Root Mean Square Error of < 0.08

Approximation)
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A1 Relative Chi-Square (CMIN/DF) = 0.276 3351041 2.00 WJudaaifiddmsuannumunzauaed
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Chi-square = .553 ,df = 2, Relative Chi-Square =.276
p=.759 CMIN2=.276, GF| = .999, RMSEA = .000
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o 1.00 0.75
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3. gaeeganunsawunandunanglilyavedulisiuadsla 1.500.69 6.289  ***
4. Wandaeianggeenydiiiuyanuaraienalaliiuyasy 121071 6173 **
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Chi-square = 0.553, df = 2, p = 0.759, CMIN/DF = 0.276, GFI = 0.999, RMSEA = 0.000
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nadWEMANTU T fulsTidansld (Pricel, Price2, Price3, Price6) Sanuduiusidid Aty
meadAfufaulsuds "s1e” wavanusatasudsudsienanildeghamnzean uenani tmindede
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5000,

Chi-square = .531 ,df = 2, Relative Chi-Square =.266
p=.767 CMIN2=.266, GFIl = .999, RMSEA = .000
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1. 51ANFUAIMTOUTNTAL T DUAMAIVRITHUTTTURAZ LTI d 9818 Lo

1.00 0.74
N7 VBTG

2. dnvieaiiedgausuaigaiumnaunuanssossnkas)idyauuey 2,19 0.68 4.475 **

3. msserfdusssutienszaesalaluguruldas 0.87 0.62 4.057 **
6. Unviesneadilauazyensusmvesdumyusulaglinesesniiuly 144 0.70 4.890 ***

Chi-square = 0.531, df = 2, p = 0.767, CMIN/DF = 0.266, GFI = 0.999, RMSEA = 0.000

quaﬁaaqmii’maqﬁﬂizﬂauamuﬁ/mﬁmfﬁ’muﬁawudﬂﬁmmaamé’mﬁu%aﬂaL%wizﬁ’ﬂﬁ
88197 A1 Chi-square = 0.410 71 df = 2 TngAn p = 0.815 F1NNT1 0.05 WAAIIILUUTROIAOARGES
futayalan A1 Relative Chi-Square (CMIN/DF) = 0.205 Fesindn 2.00 Dudaradiddmsuan
N ALYBILUUSIAE A1 GFI (Goodness of Fit Index) = 0.999 Fuiunin 0.90 wazA1 RMSEA (Root

Mean Square Error of Approximation) = 0.000 Fagnin 0.08
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Chi-square = .410 ,df = 2, Relative Chi-Square =.205
p=.815 CMIN2=.205, GFI = .999, RMSEA = .000
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A15719% 4 HaN1TIATIENDIAUTENRURIEUI UL UUTIaRINTInDIAUSENOUADIUN/N15INIMNY

Fuusiidanald B R CR P
2. foamsdmminsAudguvuiinrwasaandonisdnisesinvieaiisr  1.00 0.85

3. aavieshuduiuiiddnlunisadeneldliggoy 1.30 0.76 6.145 ***
8. M3veduArulsnawndiduremasnelissesen 0.80 0.64 5.289 ***

9. Milivemeanlatuazesuladmudiudigliidifgnantaniiedu - 1.31 0.65 5.412 ***

Chi-square = 0.410, df = 2, p = 0.815, CMIN/DF = 0.205, GFI = 0.999, RMSEA = 0.000

LLUUﬁf’laa\‘iﬂﬁ’?}J@a\‘iﬁﬂiSﬂQUﬂ’]iﬁlﬁLﬁ%mﬂﬁ%ﬂSWUjWﬁﬂUWNaaﬂﬂﬁaﬂﬁU%@yjaL%ﬂﬂizﬁJﬂﬂﬁ
gausuldl A1 Chi-square = 4.043 7 df = 2 Tae p = 0.132 Fau1nndn 0.05 wanIkUUS A ADARSDS
fudfeya A1 Relative Chi-Square (CMIN/DF) = 2,021 Gaifiundi 2.00 intes usdeglutisiisonsuld
A1 GFI (Goodness of Fit Index) = 0.994 §a.iunin 0.90 wazA1 RMSEA (Root Mean Square Error of
Approximation) = 0.057 3s#n31 0.08

FadwEvaNTUstin suUsidunela (Promotion1, Promotion4, Promotion5, Promotion6) &
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ogaungay wonanil dmdniladeunsgiu (Standardized Factor Loadings) wassaudsdandadian

FIUH 0.62 D9 1.00 FIa=VDUNIAMULTILNTIVDIAMUFUNUT T2 MU FINe o LasdILU TN
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LUUTI899N17IND9AYTZNIUNTANAIUNTVIBN U NSU T uANUERnAd D sd Ul ey Aalansly

o
19191 1

Promotion1

Promotion4

Promation

Promotion5

Promotion6

Chi-square = 4.043 ,df = 2, Relative Chi-Square =2.021
p=.132 CMIN2=2.021, GF| = .994, RMSEA = .057

AN 5 HANTSASIAFDUTBILUTIABINTINDIANTALESNATYE

A15719% 5 HaN1IATIENDIAUTENDURIEUIUIBILUUTIaDINTIn0IAUTENBUNNTEUESUNSUNY

Fauusfidanald B R CR P
1. m3ltaeesulatitioifiugeavedumyuy 1.00 0.55

4. MImAALUUEBNET B I NTUSETsTvioaTiE ATy 0.62 0.38 3.876 ***
5. mMsWstunrnupdUialevde Live anldsuanuaulaantnvieadien 0.71 0.50 4.123 ***
6. nsUszaduRuSetusaLiahsasseuduvesseld 0.72 0.52 4.267 ***

Chi-square = 4.043, df = 2, p = 0.132, CMIN/DF = 2.021, GFI = 0.994, RMSEA = 0.057

wuudnaeensinesdusznauyaaInsnuinianuaennaesiudeyaideusedndee19d A Chi-
square = 0.999 7 df = 2 TagAn p = 0.607 FauNn31 0.05 wanIIwUUTRsdenndesiutayalan fn
Relative Chi-Square (CMIN/DF) = 0.499 §as1n31 2.00 «Judyayraudi Admsuanumuzanuos
WuUs1aed A GFI (Goodness of Fit Index) = 0.998 duiundn 0.90 wazA1 RMSEA (Root Mean Square

Error of Approximation) = 0.000 34#i1n31 0.08

[ ¥ '
1 ! caa

HaaWSIAaHUIN MnUsidunala (Peoplel, Peopled, People5, People?) fnudunusyil

e

v @

WodAgnsadfdudiudsiels "yaans' wagarunsaindinlsuesdananldegismingay wenaini
Umiindadeunsgu (Standardized Factor Loadings) ¥84iakUsAana1dilAfaus 1.00 §9 1.28 @4
dxvioufianauudannssvosnudunus seninsiudsiidunalanasdanusuds wuud1aain1sin

BIAUTENDUYAAINTNILNNINITUTHIUANUADAARBINIY 4 LNt Aeuandluniged 1
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Chi-square = .999 ,df = 2, Relative Chi-Square =.499
p=.607 CMIN2=.499, GFI = .998, RMSEA = .000

AN 5 NANIIATIAABUTDIUTIABINTINBIANITYAAINS (People Component)

A13199 5 NaN1TIATIEIIAUTENRUREUIUTRIMUUTIRBINTINBIAUTENOUYAAINT

Fuusiiganald B R CR P
1. msaauusudvesiintiefiunnuniagilanazyarvesdudn 1.00 0.64

4. fgaonglifunseusuiuuinisuazmsnainegsdeiiios 1.26 0.78 6.543 ***
5. figaongiinuinsuazaisruussiulauntnvieaiien 1.02 0.72 6.234 ***
7. figaoganunsaliimeluladlumsioansiutnvieadiels 1.28 0.68 6.189 ***

Chi-square = 0.999, df = 2, p = 0.607, CMIN/DF = 0.499, GFI = 0.998, RMSEA = 0.000

wuudaesnsinesAuseneunssuIuMInuIliauaenadesiuteyaliusedndet1ad A1 Chi-
square = 2.269 7 df = 2 Tagan p = 0.322 Faunnin 0.05 wanIIwUUTRsdenndesiutayalan A1
Relative Chi-Square (CMIN/DF) = 1.135 §as1n31 2.00 «Judyayraudi Admsumnumuzauues
WuUs1aed A GFI (Goodness of Fit Index) = 0.996 duiundn 0.90 wazA1 RMSEA (Root Mean Square
Error of Approximation) = 0.021 Fashni 0.08

[
oA

NaEWSWEEUNEIN FauUsTidanald (Processl, Process2, Processd, Process7) fipmnudusiusd
HdpdAyMeEANUAMLUTURS "ASzUIunIs" wazamnsadamuusuisiinanlaegiaunungey uenaINd
ihanindladeannsgiu (Standardized Factor Loadings) wassautsiananiiandaud 1.00 &1 1.14 &
azoudiinnuudmns oA uduius seninaiawlsi dunalduazdandsuds wuusiasanisin

29AUTENBUNTZUIUNISHIUNUNNITUSLLIUAMUADAAADING 4 LNUN AALARILUAITIN 1
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Process7

Chi-square = 2.269 ,df = 2, Relative Chi-Square =1.135
p=.322 CMIN2=1.135, GFI = .996, RMSEA = .021

A6 NANITATIVFDUVBILUTIADINITIANTZUIUNTT (Process Component)

A191991 6 HANITIATIENBIAUTENDUNBUTUVRILUUTIABINTINBIAUTENDUATEUIUNNS

Fuusiidunald B R CR P
1. fgsengannsaliimaluladlunsdeansiuiinvieiienls 1.00 0.68

2. Msflypansifiaunmsaiseudesilitnvienlsanduandn 1.01 0.63 4.567 ***
4. fgsongiidminilunnduneurosmsliuinistinvesiien 1.04 0.68 4.789 ***
7. myvinmsiduiinstiaannuduiusszozsnfuinvieadien 1.14 0.75 5.234 **

Chi-square = 2.269, df = 2, p = 0.322, CMIN/DF = 1.135, GFI = 0.996, RMSEA = 0.021

wuudtasamsinesduszneundngrunamenmwuIndauaeandesiudeyaifassdnei
gausuldl A1 Chi-square = 3.171 71 df = 2 Taee p = 0.205 Fa1Nnd1 0.05 waATIkUUS A ADARSDS
ffudeya A1 Relative Chi-Square (CMIN/DF) = 1.585 Fasnin 2.00 \Wudaafifdmsuanumueay
Y9UUUTIa0 A1 GFI (Goodness of Fit Index) = 0.995 Fuiund 0.90 uazeA RMSEA (Root Mean
Square Error of Approximation) = 0.044 Fasnin 0.08

[y

NagNSWENTUTn daudsiidgunald (Pysclel, Pyscle3, Pyscle6, Pyscle?) finnuduwusdi
WodANN@dRTUAILUIWHS "MENFIUNIINIEBAIN" kaza1u15aTaRawUsuranenandlaagamunzay
uanani 5mﬁﬂf]ﬁ]a°]’amm§m (Standardized Factor Loadings) vesiautsiananidiadaus 0.52 i
1.00 Feazioutinnnuudannsswasanuduiusseninsuusidnnaldwazinuswl uuusiasenisin

BIAUTENBUMENFIUNINIEAMNENUNUINNTUTLIUANUADAASDIN 4 LNeudt AaanlumIs1a9 1
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Chi-square = 3.171 ,df = 2, Relative Chi-Square =1.585
p=.205 CMIN2=1.585, GFI = .995, RMSEA = .044

AMA7 NANIIATIVFDUVDILUTIABINTITIANI8AMN (Physical Evidence Component)

M15197 7 NaN19ILATIENRIAUTENOUTIBUTUTDILUUIIABINITINBIAUTENOUNANGIUNNIEAIN

Fuusidannald B R CR P
1. M3dasguumesuUInseiisausiulauiinvienien 1.00 0.58

3. RS WIBATNAAIN WU VDI N9an wawiiin Sassnya 0.52 0.62 3.234 ***
6. MInnuasiiuiTasasanaUszivlaudtinviondien 0.67 0.62 3.876 ***
7. finsquasnudanndenlasavluguvusiseiiles 1.00 0.58 4.145 ***

Chi-square = 3.171, df = 2, p = 0.205, CMIN/DF = 1.585, GFI = 0.995, RMSEA = 0.044

anusYNa

(%
A L% 1 v

NAN1TIT8IUTUINNG 7 99AUTENBUTDIEIUYTEANNITNAIAUTAS (7TPs Marketing Mix) 3

aa v ¥

AuduusTITTe ddyeadftunisaieneld aenndostunuifnues Booms & Bitner (1981) 7l
mnudRUaIsYEsosRUTzNoULDNIWTe 4Ps LilBliATeUARNsTINYIRINNZYRgIAIUIANS
29AUTENBUYAAINT (People) HAudIAnasEn lagdiuys "N15ausuAIUUINITIAZN1TARIN"
oS ungANuLUTUTL 78% aoandesiungud Active Ageing Ues WHO (2002) fifunisaniniuied
LAZLARIANENINTBINFID1Y wazaNTTOULAIUINYEATYE nMsiawanssausveasegidunisse

1 v =

8oANAUNUTINNTogALNaNUINYEeARTVa J

Y 9

adudadediny

aeAUsENaUTIMAAINdAYEe Iagduys "n58euSUTIAMElEuRIuE 89517 95 UBAY
wUsUTIULE 68% awiieunisnannidedinuves Kotler and Lee (2020) 7ilF Storytelling @579 Emotional
Connection LilpgnsziuRaAT B3dUsENaUAUA/UTNNT (Product) Fosdinsusuysstiiduadtelnl
(69%) Tnesnwnondnualiausssy aoui/nsdnsiviune (Place) dodld Omnichannel Strategy (65%)
NM3aaLEsuN15Y8 (Promotion) Aeadldinaluladgfavia nszuiunis (Process) Aoeiin1silaiusiu (75%)
LarndngIuMaN1enIw (Physical Evidence) fasagiiounnudadunisdaninden Tnefisazifonuen

o a ! ¢ o &
WWaaAUI8LNaLIAUSENBUAIL
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LUUINARIN TInaIAUTENaUAUAY/UINMIEANNdRRR i utaYaltaUsEInged 19 (Chi-square

= 0.553, p = 0.759, CMIN/DF = 0.276, GFI = 0.999, RMSEA = 0.000) AU "gﬁj’qqmqmmﬁﬂﬁwm

nanduaiangidgyviesdulisiuadela” dumidndadeqean (B = 1.50, R = 0.69) U331

L4

anuanunsatunsusulmdndasliduadelnidudmmuaddyresnunindudi duwds wansioe

NNEgIoETIBiNyaAavasenelabituguee (B = 1.21, R? = 0.71) wanei #auselovinig

6 & a o w ] Y w, v L3 v v L&Y 14 a Y v "
megmammummmg AUNILUT Nﬁﬁﬂm‘ﬂﬁ%%@uwﬂaﬂHm%WUﬁiiMW@QOUIW%WLQU (R2 =0.75)

Y

fududn aranduveawidusngiu wedwsiivadin dudvuimaveadsrgursudemaunanusynin

anuduvest ausssy nsusulgslnduadiolnl waznisasienelabigusy
WUUIIARINITIneIRUsENUTIAIlANaRRAR ot Uty aldsUsedndeg19d (Chi-square =

0.531, p = 0.767, CMIN/DF = 0.266, GFI = 0.999, RMSEA = 0.000) fauUs "Wnvieufienseususiaii

2 '
= a 14 )

gurumnduduanasessnuavgilaanyuyy’ duwmintedvasan (B = 2.19, R? = 0.68, p < 0.001)

LEAIIN UNNBULTNYITUADNYIIANNILLIULL DTS DITIIRATAMUNUIENITRIUTTTU AwUT "UNNDwNen

¥

Whlanazeoususarvesdudyusulagliseseanniuld' (B = 1.44, R2 = 0.70) Ua¥31 anudila

[ Y

Weatugaaduanludsdfy fAuds "s1anduiaznounnavesiuusIsILasusIulgens” (R2 =
0.74) uaz "m3masmlusssurienszaeselaluguy’ (R? = 0.62) Guduin Storytelling wazn1s
[ . . 1 Y] | a i | 3 & a & <)

4319 Emotional Connection ¥iglvinvisaiieanseudtesaiadu waznisaanaiidusssudunaln

lunsnsyaneselaligumy
wuudnaeansinesAusenovanui/msdadiniieliauaenndeiudeyalissedndes9d

(Chi-square = 0.410, p = 0.815, CMIN/DF = 0.205, GFI = 0.999, RMSEA = 0.000) #21Us "494114

dndsduiyuruiieugzanaenisdifsvednvisaiien’ dadudaseds (R2 = 0.85) UsT91 A

¥

Y = & o o Y " [N I'4 I'4 (5 1 Y Y =
azmntumsifadusingiudfy fuds "nsldvemseenlatuazesuladaiugiudieliinfgna

[ 1%
=

Ionegw Sumindaduasgn (B = 1.31, R? = 0.65, p < 0.001) w@ne31 Omnichannel Strategy \Juas
drrglunisvenenann faus "maeaviesdudununiddgylunisaiiselalidaeny” (B = 1.30, R2 =

&

0.76, p < 0.001) Uit panaviesduiutemiasiminendn dusuys "nsunedudsileuamdidu
Pfomsaseulaszezen’ (B = 0.80, R? = 0.64) Buduin Experience-based Retail Jumadendidl
AAT NAANEEUIEI1 NMaidendomnsdminedesutomnssaulal naiaviesiu warlauandiiali
hBegnAnlavianviany
wuudiassmsinesduszneumsduaiunisnefinnuaenadesiudeyaifsuszdnuisensuls
(Chi-square = 4.043, p = 0.132, CMIN/DF = 2.021, GFI = 0.994, RMSEA = 0.057) #auus "n15lide
aauiaﬁszhsu,ﬁuaaﬂm&Jﬁuﬂ”mmu" Faudufad1eds (R? = 0.55) Usd91 Digital Marketing 1fuipdesile
flugiu Fauls "nsdssrduiusedieteiionisaivenudsiureseld fdweiniadegean (B =

o w Y

0.72, R? = 0.52, p < 0.001) 4&@n331 Brand Consistency LLazmiﬁamsGiaLﬁmL‘f]uﬁammg AU "NI9
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Tl uraUdmlense Live anlasunnuaulaaninvieadien” (B =0.71, Rz = 0.50, p < 0.001) Vs

U
11 Visual Content way Real-time Engagement Usg@nsnn duminds "nsnanaluuizaar’ (B

1 o

0.62, R? = 0.38) uglilAsngausdsltedfny naanstuansdn n1sduasunisvienesldinsolieniva
IAle Storytelling WaznsavansageraLilo
LUUTaeINTInesAUsENRUYAINIEANUARAAR B UTBYATIUTEINYeE A (Chi-square =

0.999, p = 0.607, CMIN/DF = 0.499, GFI = 0.998, RMSEA = 0.000) fuds "asenglasuniseusumy

[
| {

Usnsuaznsnainegvseilie fumiindadegean (B = 1.26, R? = 0.78, p < 0.001) Us¥31 Huran

v W

Capital Development \udsddnyiign fuus "faeergannsalimaluladlunisdeasiudnvionilen
16" (B = 1.28, R? = 0.68) w@n31 Digital Literacy fanuddayauiu fuwds "Haseneidnuinisuas
adpnudseriulandinveadion’ (B = 1.02, R? = 0.72, p < 0.001) ua "nsasuusuivesdiminte
Wneunagilauazyaivesdudt’ (R2 = 0.64) Buduin Service Quality uaw Pride in Community

(%
U 4

Juiugiu nasnsluain gaeenedesldsunsianniinesu3nig #3via wae Brand Awareness iaasd
selangagu
wuudnaeansinesAusenaunszuIunsiinuaenndesiuteyalilseandednad (Chi-square
= 2.269, p = 0.322, CMIN/DF = 1.135, GFl = 0.996, RMSEA = 0.021) f3uUs "Jasergaunsaly
e a YK Y] | P Y, & & % a = .. . . )
walulaglunsdeansiuineaunisnla” audusien9ds (R? = 0.68) Ust1 Digital Communication 1Hu
Y . a S 2 a | % v o & U o 4 a8 o Y
5INg1U fuds "mausnsiiuinstieasanuduiusssesenduinrieaiiey Tuwmidndadvasan (B

= 1.14, Rz = 0.75, p < 0.001) k&@n431 Customer Relationship Management wag Hospitality Juds

1Y

drRayiign fuds "daeenafidrusaluynduneuvesnishivsnsidnvieadies (B = 1.04, R? = 0.68, p <

o

0.001) uay "nsfliyrainsninauninteasisanudeiuliinvieuiisanduundn’ (B = 1.01, R? = 0.63,

1% [
I

p < 0.001) Buduin Quality Assurance uay Community Participation 1Jutladedfny nadwsivsd
N3EUIUNITUINMIFIENENTIMvegaeny anuduling uarnsguagnAhuuseezen
nsaseselangdudmivdaoguasyuruluiminguasysii desordunisimunggeony
3 o v o =~ 1% a Y] aa o al 14 aa
Judwiuninila (R2 = 0.78) lngAToumquaNsIAULAILUINIT TINYEATTA uazn1siieuinaendin anu
Vli]wﬁ Active Ageing U89 WHO (2002) 591AUA15&@519 Premium Value #1u Storytelling wag Social
Marketing (Kotler & Lee, 2020) n¥agliinvisaietseususangdu (R2 = 0.68) Aunantlfiosysnnnig
funisusulgamansduebiduadelnl (R? = 0.69) Tuvasnviendnvaliniusssy nsld Omnichannel
Distribution Strategy M153una1nva%0u Yeenesulall uaglauaind (R? = 0.65) LaTN1IALAZNAILUY
1 a A g a a1 ] £ gj 4
5rErg1IHUNITUINTIIT IR SHarNsldIUTIvegeoglunntuneu (R2 = 0.75) N155IUNALNS

wianillaguURnunsounuifia 7Ps ¥83 Booms and Bitner (1981) agdaelvidasangiuaguunuinain

]

[ (%
YK

Auslaedudndnnnen dwaliinnisasieselandduiasannm@iainiud miunsdgenguazgumy
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LINIlaenAR DI UENEANARNTNITHAIUINITVIB RN BUTIET19aTIAvRIUTEINAlNY (N30T

v |

Usemelng, 2567) Nysasneselaegndidunazanseiunnaguu

VOLEAUDLULINUIY

1. dasagudimuanssauggeengiiiiiunisegiwoiilos ieimuninyed1uu3nis n1snain

Y Y

3

Y]

NWERAa uAXNISSEUINAEATIN AUV Active Ageing Y83 WHO (2002) LaghuiAnN1sLasunas
{3901 (Elderly Empowerment) &sdlsfifiuinnisimundnenmdgenglidinuzuinisuaznisly
welulad awnsoonszdununmdiauazannisiefianaiasugiald (Chen & Shoemaker, 2016;
Nimrod, 2020)

2. ¥938UU Omnichannel Marketing ysan1sna1nviesdiu Fowmieaulal wasunanlasus

a

AodlTy AuAiunTsly Storytelling aenennmAmMIeiausTTuLarg Iy 1YuvL AMLLUIAA Social
Marketing 984 Kotler and Lee (2020) wagluiAn Experience Economy 984 Pine and Gilmore
(1999) Fe¥31nsadradszaunisaifiianumunsazyi i uilnafaaugnifusasnionatuayy
wanfasflusamdden Sniinmsdeasinudessulaviduhsveguinvonivwagnsiuivouusus
Imgﬁusqu (Xiang & Gretzel, 2010)

3. fimsatfuayuainniaduasionsulunisysannisesddsenoy 7ps iewaulasadaiugiy
N13a51ATRUIBYNYY waEN15aTIMUTUATINTR “Ubon Creative Aging” Tiaanagaasiuwuiulouiy
nMsvioaiigegsdefununsey SDG 8 wargnseaninisvieuiisavessemalng (Msvioufioaurs
Useinalng, 2567; UNWTO, 2018) 52ufiauu3fAnn1sdaius1uveayuyulunszuiunisnmun

(Community Participation) (Manyara & Jones, 2007; Tosun, 2000)

daweuauurlunsideasesaly
amsaliumsidelagliuuudnaesaunisiaseasne (SEM) itenaaauaduduiusidaanng sening

o [

aaAUsEnay 7Ps funsadeneglandstudmiuasoeuasyusuluiminguasysiil

LONEN591999

mMaviesfisissemalng. (2567). grsmaninvionilsndeaisassduagdi we. 2567-2571.
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