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Abstract

Movies are excellent sources of travel inspiration. Tourists who are inspired by movies
and travel are potentially attracting other tourists to travel to several countries around
the world, including Thailand. There have been demands for factors influencing people
to travel, as inspired by movies. As such, the objective of this article is to study concepts
and theories to analyze the relationship between the factor of “celebrities’ influences”
and value perception in relation to intentions for travel inspired by movies. The study
was conducted by replicating a hypothesis to test the relationship between the factors.
In the context of tourists, mediator variables include images and attachments to travel
destinations. The data was then used as empirical evidence for the research. The results
of the study will be used to further develop concepts about factors affecting tourists
who travel because they were inspired by movies in order to promote tourism in Thailand

in the future.

Keywords : celebrity’ influences, value perception, intentions for traveling, destination

image, film tourism
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seummeunfiliudnvilsnguiinvieaiivnam Wulusednonmiuunussmamadinruddy
diunnBunn® lud e 2017 wut ddnviesfiensuauannnd 80 & Wudnifumaviondies
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MSUNMEURSZBY Mission Impossible 2 (2000) vrliidlesdinild Ussmeeeawmside Tl o.e.
2000 Feufutnvieaiierainilaniivarniiads 200% (uskelyte, 2016; Garrison & Wallace,
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Dominguez-Azcue et al., 2021)

2) fuguasd (Demand) Aoanudesnisvosiinvionilen Ssunanudinlngjyuinaus
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Anuduiusseninsiuy svnandsinudnsamdnuaiiazanusnuresaniuil (Place
Attachment) gn1s3udnaaitonuditlasenifiunisisniioanaisaudiia enadns
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Frogrsiiduriinstsune {idoidaduiinsiauoaunigiuanuduiusvesdvinadiuys
wiazdanuduius fuegdidedidy Ssaunsatnadnsanauduiusfinanunsesen
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Rattanaphinanchai, 2015) LLazLLmﬁ@Lw@ﬂaﬁﬂuﬂmﬁummmLﬁaﬂﬁ%’umﬁﬂszﬁumﬂmﬁw
AmeuRsTsUszneumeanudideinduannndslunineuns Svsnaunuimasuanivestinuans
WarpIAUIENBUIBININEUAS (Macionis, 2004 Gjorgievski& Trpkova, 2012; Juskelyte, 2016;
Sousa et al., 2021) uananiniseduredaussgdlandnuazussgslafsweanisvionieaniusos
AMBUATENLSEsUIBAMTIBasBEn Fall
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msinuans warunumithuanunaiukaneenuldauiunisaanunuimlunmeuns ADIAY
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Croy, 2016; Chen, 2018)

m’mgnﬁuamuﬁémﬁuif’}mﬁ'} (Place Attachment - Perceived Value)

augnituivanuiiiuensunifled Sufussninsyerauazanuil ddluudazanuiide
Tiyanafmuanusin Anuduiusviorauafananiufifieeiiuszaunisaivesnuynituii
mﬂmiﬁﬂmmmzﬂﬂﬁuﬁ’uamuﬁ Williams et al. (1992); Wong & Lai (2015) lifuusfninaniud
fansnsaairsanugniudl 2 J7 fe

1) endnwalvesaaud (Place Identity) unayniuivanuimeduensusl (Emotional
Attachment) Wuru§dnameyanaduanuiindiendnvallifiaawiloauemiion vidonauny

[ (% L3

lganuyniuduiaulinueiuiseddludeadydnual Wy lusuaauludseifamansvosau
Tuwiiis

2) nmsftsnededaiudl (Place Dependence) L‘flué’ﬂwmzmmgﬂﬁuﬁuaamﬁmqéﬁu
n1en1W (Functional Attachment) A anuiifivsuandsnislivssleviviomsfianivesaniuiiiy
fuinduiuyaeatudauiFngniudefion duey warddnneladeFoudisutvanuisu
(Chen, 2018) uendniiauddyvesanuiidaiunidunssgdafswosnaoniioadndag
(Dann, 1977; Crompton, 1979) nmeuniiaduiaiesdefdfylunisdrenenaaiuivioniie
afaussgslalifuueenidunsluluaauiideafuanufidievilunmeuns seandeafuvangiu
WeUszdnE¥ues Macionis (2004); Gjorgievski& Trpkova (2012); Juskelyte (2016); Wong et al.
(2018); Sousa et al. (2021) \ofruldvunneuniifinarududuluionvesnmounslaed
Mnmdsie anuiiAnEessn ilieuannsaandianiud uazarmdseivle Wenladhiu
anudiluefnvesmuiesainyszaunisaiviodlaluaaufidunuinisveanineundigasng
ameunsiladoans ToiliiAnnssunuavesanuiiungnisfanginssunisvioniies
AUTOUAINYURS (Wong & Lai, 2015)

mwé’n‘ismflqﬂwmaﬂaﬂﬂﬂﬂaéﬂﬂﬁuiﬂmﬁﬂ (Destination Image - Perceived Value)

wnAnEesnwdnualsavsneUasmaduamiiAnanaruinAevievirunfsoddadmils
Tuanuiivieafiontu amdnwalyamunstatenisdsnmsiunamanaruAnuestnyeadeaiid
soanuiivieaiion mweunfidudeddylunisaiisnssuianrvesgamngaemsnsvesiiien
40AARDINUIIUITBUDY Yen & Croy (2016); Rewtrakunphaiboon (2017); Chen (2018);
Rattanaphinanchai & Rittichainuwat (2018) \ilsa1nameunsanansaadian ndnvalves
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1. amdnualiitinainnnsfud (Cognitive Image) Ao AMwdnwaifildsuaindeyainans
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2. amdnwaliiinanensuniniwidn (Affective Image) Ao nwdnwalfiinainnsades
pworsualnufdnvdsladunisvunmeuns dauanaduiedovilsvesnisildiusinvesiyu
THAnANuAdosnusesuaisuRnnsviesfisnmsosnmeunsluGosiivy

FrfundneaiemneUaenansiuiludaanvesanuiiserhnmeuns Seianudiug
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Dependence) 91U2UADM 8 VaUB4 Kyle et al. (2004); Wong & Lai (2015)

3) mﬁmﬁwmmﬁLﬁ'msﬁ’aqﬁ’umwé’ﬂwﬁqwmsmmamaﬁ 2 1% (Cognitive Image and
Affective Image) S1UIUADH 18 Youe3 Baloglu & McCleary (1999)
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