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Abstract

Ecotourism is a type of tourism that brings people and nature together, allowing
both tourists and participating communities to mutually benefit. It can promote
sustainable tourism. One of the key ecotourism destinations is Mae Kampong village,
which is widely recognized as a model for ecotourism destinations. This quantitative
research aims to study the relationship between the image of a tourist destination and
tourist satisfaction, the relationship between tourist satisfaction and the intention to
revisit, and the relationship between the image of a tourist destination and the intention
to revisit. The study uses the ecotourism destination of Mae Kampong Village as a case
study. The sample group consists of 212 Thai tourists aged between 20 and 60
who have visited Mae Kampong Ecotourism Village in Chiang Mai Province. The data was
collected using accidental sampling through online questionnaires. This study analyzed
the data using descriptive statistics, including frequency, percentage, mean, and standard
deviation. Inferential statistics, specifically simple regression analysis, were used to test
the relationship between the independent and dependent variables. The results of
this study found that destination image has a positive impact on tourist satisfaction
and revisit intention while tourist satisfaction has a positive effect on revisit intention.
The findings of this research can benefit the Ban Mae Kampong ecotourism village and
other ecotourism destinations or organizations. These insights can be used to enhance

tourist satisfaction and encourage revisit intention.

Keywords: Destination Image, Tourist Satisfaction, Revisit Intention, Ecotourism Village
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Figure 1: Conceptual Framework
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Table 1 Summary of respondent characteristics

Variable Characteristics Frequency Percentage
Gender Male 78 36.79
Female 134 63.21
Age 20 - 30 Years 62 29.25
31 - 40 Years 38 17.92
41 - 50 Years 34 16.04
51 - 60 Years 78 36.79
Education Below Junior High School 1 0.47
Senior High School or Vocational Education 12 5.66
Diploma or High Vocational Education 9 4.25
Bachelor Degree 139 65.57

Higher than Bachelor Degree 51 24.05
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Variable Characteristics Frequency Percentage
Occupation  Government Officer 17 8.02
Permanent Employee 95 44.81
Temporary Employee 14 6.60
Freelance 73 34.44
Retirement 6 2.83
Others such as Students 7 3.30
Income Below 15,000 THB 43 20.28
15,000 - 30,000 THB 124 58.49
30,001 - 45,000 THB 33 15.57
45,001 - 60,000 THB 7 3.30
Above 60,000 THB 5 2.36
N =212

911 Table 1 Naudieeg198edY 212 aw wud greuwuvaeuniudlugduinandgs
(Femnale) Antdusosas 63.21 9183531319 51 - 60 U (51 - 60 Years) Andudosaz 36.79
dulneiisaunisAneruSaans (Bachelor Degree) Anlusosay 65.57 lagusznauonTmn
Win91UUszd (Permanent Employee) wniign Andusosaz 44.81 sosaunAvaiTndasy
(Freelance) wazdrulugiliszauselaseidou (Income) 581319 15,000 - 30,000 U (THB)
a I 1
Anlusouay 58.49

Table 2 Summary of Mean and Standard Deviation (S.D.)

Variables Mean S.D. Opinion

1. Destination Image

1.1 The air quality in Mae Kampong village is good. 4.340 .747  Strongly Agree
1.2 The landscape (view) of Mae Kampong village is 4370 .679 Strongly Agree
beautiful.

1.3 The buildings in Mae Kampong village have good  3.920 .859 Agree
architectural design.

1.4 Mae Kampong village is an outstanding 4.110 .852 Agree
conservation-oriented village.

1.5 The public infrastructure of Mae Kampong village 3.850 .804 Agree
(such as electricity, water supply, internet system,

etc.) is of good quality.

1.6 Traveling to Mae Kampong village is convenient.  3.590 .937 Agree
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Variables Mean S.D. Opinion
1.7 The traffic in Mae Kampong village flows smoothly. 3.150 1.060 Neutral

1.8 Mae Kampong village has a good public safety 3.740 .922 Agree
management system.
1.9 Mae Kampong village warmly welcomes tourists 4.060 .863 Agree

and provides good information services to visitors.

1.10 Mae Kampong village offers a variety of cultural 3.850 .904 Agree
activities.

Destination Image (Overall) 3.899 .634 Agree
2. Tourist Satisfaction
2.1 Traveling to Mae Kampong village is something 3.950 .909 Agree
you desire.
2.2 Visiting Mae Kampong village is a good choice for 3.970 .889 Agree
you.
2.3 Mae Kampong village meets your positive 3.930 .918 Agree
expectations.
2.4 Overall, you are very satisfied with your visit to  4.060 .815 Agree

Mae Kampong village.
Tourist Satisfaction (Overall) 3976 .815 Agree

3. Reuvisit Intention

3.1 You are interested to revisit to Mae Kampong 3.930 1.069 Agree
village next time.
3.2 You would like to recommend others to visit Mae 4.150 .906 Agree
Kampong village.
3.3 You expect that Mae Kampong village will improve  4.500 .712  Strongly Agree
so that you can visit again.

Revisit Intention (Overall) 4.195 .753 Agree

910 Table 2 wuin fpeuuuvasuamiinAndiuieiunwinualvosunasyionilen
Fay$nuny UruaiiiUes (Destination Image) Aauitanelovastinvisatiien (Tourist
Satisfaction) Arudasnsndusniiisadvesinriesdlen (Revisit Intention) aeflusduiiude
(Agree) wayszauaMuAnmiulunmsweglussiuiiuiie (Agree) iwufeanu
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Table 3 Correlation Matrix

. Destination Tourist Revisit
Variable . . .
Image Satisfaction Intention
1. Destination Image 1 0.785** 0.690**
2. Tourist Satisfaction 1 0.863**
3. Revisit Intention 1

N=212
** JydAgyneanan 0.01

970 Table 3 nu11 Avanduius (Correlation) vaadauUsfidne Laun nmdnwuel
YosunasviaaisnTseyintvythunsifies (Destination Image) Arwiitswelavosinvioaiiie
(Tourist Satisfaction) uazAIUKBIN1SNEUNNT BIg 909 YDA 87 (Revisit Intention)
fianuduiudidsuanesdidudfymsadaiseiu 0.01

Table 4 Summary of Simple Regression Analysis of Destination Image and Tourist
Satisfaction

Tourist Satisfaction

Variable
b SE t p
Destination Image 0.962 0.052 18.380 0.000%*
R=0.785 R Square = 0.617 Adjust R Square = 0.615

N =212
** flydnAyyneanan 0.01

10 Table 4 Wyl AMwaNvalveIwraIiBeTIaY ST UuwiiUe (Destination
Image) @u1savinurgANNanelavesinvesvien (Tourist Satisfaction) eg19diadAgy
NadATEAvU .01 W aNANTAUAIFUUTZANTNITAINUA WU AINENYAUVDILAEIVIDILTIEN

s
a

a o L3 (7 1o a =< LY ! d' VY I= BN a
L“U\‘i@Hiﬂ‘t‘}ﬁ%U’]uLLﬂJﬂ']‘lJENEJﬁU’WEJﬂ’J']@JW\TWEﬂﬁ]“UEN‘LJﬂ‘VIENLVI‘EJ’JIGﬁEJEJ@% 61.7 wazuAduUsean

4

annoe (b) Wiy 0.962 Ay Fwansuanufgu H 11 amdnvalurasieientsoysny
nyjthusinlasdinansenudsuindeninuianelavesinvisaiien
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Table 5 Summary of Simple Regression Analysis of Tourist Satisfaction and Revisit

Intention
Revisit Intention
Variable
b SE t p
Tourist Satisfaction 0.835 0.034 24.740 0.000%*
R =0.863 R Square = 0.745 Adjust R Square = 0.743
N =212

** ledAgyneanan 0.01

971 Table 5 wuin Aufisnelavesinriaadies (Tourist Satisfaction) anansaviune
AuFeIsnduN it wesinviendies (Revisit Intention) eghsditfuddynisadfsedu .01
lefiansanatduuszans msrmun (R Square) wusn Anudsnelavesinvenfisresue
mmé’aqmﬁﬂﬁumLﬁ'msﬁ;’]‘uaqLma'w'aaLﬁanL%amﬁ'mz?mgﬁ’mmiﬁ’maﬂﬁ’f%’aaaz 74.5
wardiandudszAninnnes (b) Wiy 0.835 darlu Feveufuauuignu Hp, A1 anufanels
yestivieafiendinansenuidaninsemnudesnmsnduiniisaswesinvleadies

Table 6 Summary of Simple Regression Analysis of Destination Image and Revisit

Intention
Revisit Intention
Variable
b SE t p
Destination Image 0.818 0.059 13.813 0.000%*
R =0.690 R Square = 0.476 Adjust R Square = 0.474
N =212

** JydAyneanan 0.01

310 Table 6 wud1 A ENwaluvawiBLNELTIoUTN YUY Uuuin1Uee (Destination

Y
1

Image) A101507UN8ALA 8IN1SNE VLT 818198 N LT 87 (Revisit Intention)
a1 Tud Ay v1eai Aseau .01 1 e arsaneduuszdns nasrivun (R Square) Wui
andnwaluva o sndseunyduy viuudiussed ureanudeantsndunnd vagn
vesinvieaiienldsesas 47.6 warildduuszansanaes (b) Wi 0.818 faifu Saseusy
auudgnu H; 191 awdnwalunavisafisndeeysnynytuwimvesdinanssnuidsuan

MAUABDINITNAULNTLITIVDIUN VIO
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