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Abstract

This purpose of this paper is 1) to develop and examine causal models of service
marketing mix and Sanctity Belief to the intention of Well-Travel Services toward a
mediators as well- travel. 2) to study the influence within the causal model of service
marketing mix and beliefs about sacred things by using a good travel service with attitude
toward well- travel as the mediator. The sample sizes were Thai elderly people who age of
at least 50 years old. Questionnaire survey was used to collect the data with the sample
size around 400, by using convenience sampling method. There are two independent
variables as marketing mix and sanctity beliefs, and there is the dependent variable as
purchase intention of well-travel service with the mediator as an attitude toward well-travel.
Structural Equation Model (SEM) was used to analyze the empirical data and the results
showed that 1) the provided model was fit with the empirical data 2) Only the superstitious
beliefs factor had a significant influence on purchase intention at 0.367, with the direct
influence at 0.185 and the indirect influence at 0.013.

Keywords: Well-Travel, Service Marketing Mix, Sanctity Beliefs, Purchase Intention,
Casual Model, Theory of Planned Behavior (TPB)
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Mean 4.4750 4.6800 4.5733 45638 45700 4.5592 4.5475  4.5946 4.0992 4.4806
Std. 61896 42195 45292 46829 45833 45986 56771 45561 67859 43149

Deviation
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L4 1

auadlalduinisnmsviendiswuuiian nediviruafidusuusdwuiudeyaidauszdng wuin

o

lunaiienuaenadeinaunduiudoyaielszdny widne ¥ zunnsaanaudedreiidud Ay
adf (P = 0.001) widngum ¥2 fvu df iAildiiu 2 mdvilinsgduanunaunay (GFI) Tawvindu

0.972 AABUANUNANNAUNUSULNEAD (AGFD) 17iNiU 0.956 kazawils1NUaIARasnaIdesunIdIu

a1

wiie (RMR) A1 0.015 feladeglunamivansan fanmi 3
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Chi-square = 59.169, df = 35, p-value = 0.007 RMR = 0.015, GFI = 0.972, AGFI = 0.956
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\$09d9fnNAANS (Believe) LHuiesdnlsiiondwanonnudslaldusnisnisnisvisaienuufan

D HTydAYN19ads InedlABnsnaTuinfy 0.367 lallA1dvsnan19n iy 0.185 wazAl
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A15199 3 DNONAN IR TILALDNONAN199DUTENINIAUT RS IUILLAAMUNTOULLIAR

WUN9DNSNE  AEDR ANTNANIINTA dNSWAN19DU ANSNATIN

attitude intention  attitude intention attitude intention

Mkt_mix Coeff. -0.885 5.095 - -0.045 -0.885 5.050
SE 1.642 6.495 - - 1.642 6.495
t -0.539 0.784 - - -0.539 0.784
CS -0.030 0.234 - -0.002 -0.030 0.232
Mkt _mix intention Mkt mix intention Mkt mix intention
attitude Coeff. - 0.051 - - - 0.051
SE - 0.035 - - - 0.035
t - 1.461 - - - 1.461
CS - 0.069 - - - 0.069
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WWUN19BNSWa  ANEan INTNANIINTY Nswansdon INTNATIW

believe attitude  intention  attitude intention attitude intention
Coeff. 0.275 0.205 - 0.014 0.275 0.219
SE 0.70 0.053 - - 0.70 0.053
t 3896  3.910" - - 3.896 3.910
(&) 0.182 0.185 - 0.013 0.182 0.198

“p<0.01
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