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The objective of this study was to investigate exposure, uses and gratifications of
tourists in Chiang Mai province toward Thailand information on the Internet; these tourists were
from different demographic group.

The subjects of this study were tourists who traveled to Chiang Mai and who were
exposed to Chiang Mai tourism information available on the Internet. There were a total of 400
tourists whose nationalities were American, Japanese, English, French and Singaporean. To
collect data, the subject tourists were asked to fill in answers in the given questionnaires. The
collected data were analyzed using Descriptive Statistics and Inference Statistics which include
Independent Sample t-test, One-Way Anova, Multiple Deviation, and Least Significant
Reference (LSD).

The study results showed that most tourists had more than 4 years exposure to the
Internet. They normally accessed the Internet during 06.01-9.00 p.m. They spent less than 1
year finding information about Chiang Mai on the Internet before they made decision to travel to
Chiang Mai. For each Internet access, they spent 2-3 hours. The subject tourists were interested
in tour reservation services the most. The preferred search engine for these tourists was “google”

In terms of gratifications, the majority of tourists expressed high rate of
satisfaction toward services provided by Chiang Mai — Thailand related websites. The highest
level of satisfaction was rated for contents, design and lay-out of the websites. Images on the
websites were rated the second highest. -

, In terms of usage, most tourists reported that they gained benefits from using
Chiang Mai-Thailand related websites. The tourists used the websites for entertaining-purpose
the most, and for educating-purpose the least. T

According to the hypothesis test, it is found that occupations of the subjects
suggested their exposure of Thailand information on the Internet. Other demographic patterns
such as gender, age, education level, and salary did not show such relation.

The study of gratification revealed that demographic patterns like gender, age,
education level, and salary did not suggest gratification of the subjects toward Thailand-related
websites.

The study of information usage showed that age of the subjects indicated the use
of Thailand information on the websites. Other demographic patterns (gender, age, education

level, and salary) showed no relation.





