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ABSTRACT

The purposes of this research were to study (1) the research participants’ exposure to
information; (2) their perception; and (3) their satisfaction with the Damnern Saduak Floating
Market; (4) the differences between their demographic factors and perception; (5) the differences
between their demographic factors and exposure to information; (6) the differences between their
demographic factors and satisfaction; (7) the relationship between their perception and satisfaction;
(8) the relationship between their exposure to information and satisfaction; and (9) the relationship
between their exposure to information and perception of Damnern Saduak Floating Market.

This study was a survey conducted using a questionnaire. The sample included 400
Thai tourists chosen through multi-stage sampling. Data were analyzed using percentages, means,
standard deviation, t-test, Analysis of Variance and Pearson’s correlation coefficients.

The results showed that (1) Thai tourists were exposed to information about the
Damnern Saduak Floating Market mostly from TV and personal media; (2) They had a high level
of perception of Damnern Saduak Market; (3) They were overall highly satisfied with the market;
(4) The tourists who had different educational levels and who lived in different places had
different perception of the market; (5) Differences in sex, age, profession, educational level and
domicile were related to differences in exposure to information about the market; (6) Differences
in age, profession, and educational level were related to differences in satisfaction with the
market; (7) Overall perception of the market was not related to overall satisfaction with the
market; (8) The tourists’ exposure to information from magazines, specific media, and tourist
service centers was related to perception of the market; and (9) Their exposure to information
from TV, newspapers, specific media, and personal media was related to overall perception

satisfaction with the market.
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