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The purposes of this study were to examine: 1) the demographic characteristics of Thai
tourists, 2) behavior on exposure to media and cultural site visiting of tourists in Chiang Mai
province; 3) factors on marketing communications influencing the decision-making to visit
cultural sites in Chiang Mai; and 4) media influencing the process of decision-making to visit
cultural sites. A set of questionnaires was used for data collection. Respondents in this study
consisted of 120 tourists visiting Chiang Mai. Obtained data were analyzed by using frequency,
percentage, mean, and standard deviation. Results were as follows:

Findings showed that more than one-half of the respondents (56 percent) were female.
The respondents were 34 years old on average, bachelor’s degree graduates, and private company
employees. They had an average monthly income of 20,004 baht.

For content obtained from media of most tourists, it concerned with the most famous
tourist spots. This was followed by places for various tourism activities. However, the content
least obtained were information about ancient objects, sanctuaries, and time span of activity
holding.

The respondents perceived tourism information through television most and followed by
radio, brochure, and poster. It was found that the respondents wished to visit the following places:
Doi Suthep temple, walking street, temples in Chiang Mai city, Borsang village, and
Sankamphaing district, and Wiang Kum Kam respectively. They decided to visit cultural sites in
Chiang Mai because of the following: personal admiration, convenient transportation, and
motivation from friends or relatives. Most of the respondents stayed in Chiang Mai for about 3

days.
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In the case of marketing communication factors influencing the process of decision-
making to visit cultural sites in Chiang Mai of tourists the following were found: 1) factor on
development, change, and improvement- this comprised the improvement of tourism routes and
change-the construction of information signs and symbols; 2) factor on price-expense in
travelling; 3) factor on individual needs: places-famous tourist places; performance and music-
beauty of customers; food-Khantok dinner; life style-handicrafts; painting, sculpture-Laikham
cathedral; tradition-Songkarn festival 4) factor on convenience-tourist place were near
accommodation or hotels; 5) factor on creativity-the promotion of Lanna dressing; 6) factor on
communication, personal media- be guided by people who have visited relatives and friends,
mass communication- television program on Journey Thailand, group media-activity of TAT;
7) factor on identity maintenance —using northern dialect with tourists; 8) factors on value and
beliefs-merit-making and asking for blessing from Khruba Srivijaya.

With regards to media having an influence on the decision-making process in cultural
tourism in Chiang Mai province, the following were found: 1) awareness stage-television
program on Journey Thailand; 2) interest stage-www.teawchiangmai.com website; 3) evaluation
stage-friends; and 4) decision-making stage-the respondents themselves. For the media content
perceived by tourists in the awareness stage, beauty of physical environment of Chiang Mai and
attractive culture were found. For the interest stage information about the beauty of cultural
places was found. For the evaluation stage, the tourists evaluated the beauty of tourist places told
by friends. For the decision-making stage, the tourists made the decision based on safety and

convenience in travelling and accommodating.





