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This research aimed 1) to study the image of the city. The value realized
from tourism. Incentive tourism satisfaction in tourism and loyalty to the tourist
attraction Dvaravati civilization; 2) to study the influence of the image of tourist
destinations. The value realized from tourism. Incentive tourism satisfaction of
tourism on the loyalty of visitors to tourist Dvaravati civilization; and 3) to create a
loyal following guidelines tourist Dvaravati civilization devoted to the creative
tourism. This study used quantitative and qualitative research. The sample is
quantitatively Thailand tourists who travel in the central province in the Lower one
400 people using a multi-stage sampling. Data were analyzed using structural
equation modeling (Structural Equation Modeling: SEM). The qualitative research was
conducted in-depth interviews and Focus Group of stakeholders in the tourist area of
the central province lower one of Nakhon Pathom Karnchanaburi Suphanburi
Ratchaburi Province and consists of entrepreneurs, local people, tourists, mayor
Tambon Administration Organization (TAO), Provincial Administrative Organization
(PAO), Municipality, academic institutions staff with the total of 30 people. Using
content analysis to describe and verify the findings from quantitative research. The
research found that 1) the image of the city is focusing its sights. The value received
from the tour will focus on the value received from the wide appeal. Incentive tour
will focus on the factors driving tour. Satisfaction in tourism will focus on confidence,
trust. Loyalty points for the tourist attractions that Dvaravati civilization. The loyalty
of tourists to Recommend. 2) influence on the loyalty of visitors to tourist Dvaravati
civilization is motivated to travel direct positive influence satisfaction in tourism. The
image of tourism has a direct positive influence on loyalty tourist attraction Dvaravati
civilization. Satisfaction of tourism has a direct positive influence on loyalty tourist
attraction Dvaravati civilization. And incentive travel has indirect influence on the
loyalty of visitors to tourist satisfaction through Dvaravati civilization in tourism. The
building loyalty attractions include promoting the image and acceptance of CBT.

Development of tourism in the community. As well as the scenic spots. Shooting



memorial Photo impression (land mark) to create a tourist attraction. The activities
during the tour to facilitate things. Safety Traffic traveling, parking and cleanliness.
The guidelines promote tourism so widely known among tourists is increasing, which
will lead to an increase in the number of tourists in the area Dvaravati civilization,
including the formulation of marketing strategies. The creation of touring route and
event tourism. Plans for sustainable tourism. To attract tourists, the new group and
increasing the rate of return over and tourist destinations are: 1) development of
systems and mechanisms to enhance the learning process. Knowledge management
enhancing the quality of personnel, skills and abilities in the community, 2) the
development of mechanisms driven management. And functional links between

networks.



