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FOREWORD 

Agrotourism can contribute to regional development, a priority goal of each country in 
the region.  Very similar to ecotourism, agrotourism emphasizes on cultural aspects of the 
rural areas that also help in improving the economy of the area, yet promoting 
agrobiodiversity.  Rural tourism also encompasses ethnotourism, project tourism, health 
tourism, historical tourism, cultural tourism or adventure tourism Therefore, researches 
relating to rural tourism and agrotourism hope to bring awareness to the farmers, tourists, and 
people concerned with the fate of both the people in and our mother planet. Furthermore, 
cultural and biological conservation in the rural areas can be harmonized.  

The International Journal of Agricultural Travel and Tourism (AT&T) is a peer-reviewed 
journal published twice a year by the School of Tourism Development, Maejo University, 
Thailand. This journal is the third volume (number 2) that publishes original research papers, 
invited review articles, and short communications (scientific publications) include the 
following: 1) Perceived Barriers to Tourism as a Tool for Rural Poverty Alleviation in a 
World Heritage Listed Site: A Qualitative Inquiry, 2) Strategic Management in Tourism: A 
Study of Khon Kaen as Part of the ‘ROIKAENSARNSIN’ Tourism Supply-Chain, 3) Tourist 
Motivation, Characteristic, and Satisfaction in Night Festival: Loykrathong Festival 2010, 4) 
Serious Leisure in Cultural Tourism: An Example of Aboriginal Museum, 5) Promoting 
Tourist Satisfaction through Tourist Motivation, Tourist Image and Experiential Value: A 
Case Study of Penghu Islands, 6) Residents’ Perceptions on Quality of Life after Receiving 
the International Recognition as New Seven Wonders of Nature: The Case of Puerto Princesa 
City, Palawan, Philippines, 7) The Impact of Tourism Activities Management as Perceived by 
Chinese Community in Maengon Sub-district, Fang District, Chiang Mai Province, Thailand, 
and 8)  The Conservation and Interpretation Plan for Chiang Mai City Walls.      

September, 2012 
Editor-in-Chief 
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ABSTRACT 

Globally, tourism is often regarded as an effective tool in alleviating rural poverty. Yet 
severe poverty continues to plague some local communities which are endowed with 
tourism resources. This implies that there are community-specific barriers that hinder 
tourism from making a significant or having effective impact towards poverty alleviation.  
This paper identifies and examines the factors that residents perceive as barriers to tourism 
as a tool for rural poverty alleviation. 

Data were collected through in-depth interviews, informal conversations and focus 
group discussions with a purposive sample of residents in Alldays, Limpopo Province, 
South Africa. The collected data were analyzed using content analysis.  

The local residents perceived the major barriers to tourism as a tool for alleviating 
poverty as follows: (a) the lingering effect of apartheid regime and the 1913 Natives Land 
Act; (b) the ‘unbalanced’ ownership of local businesses by a few wealthy residents; (c) the 
lack of tourism knowledge/awareness and skills in the local community; (d) the short 
length-of-stay of tourists; (e) the lack of a tourism revenue sharing system; and (f) the lack 
of tourism research.   

From the destination planning and management perspective, this paper advances the 
argument that tourism stake-holders need to understand that for tourism to be an effective 
tool in alleviating rural poverty, there are destination-specific barriers that must be 
overcome and that appropriate pro-poor strategies should be deployed. Otherwise, tourism 
will continue to have little or no impacts toward poverty alleviation resulting in residents’ 
perceptions toward tourism changing from a positive to a negative one. 

Key words: Barriers, Poverty Alleviation, Tourism 
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INTRODUCTION

As many rural communities continue 
to experience and battle with the social 
problem of severe poverty, tourism has 
been regarded as one of the effective tools 
in the fight against poverty, especially in 
communities with tourism resources. In 
fact, tourism has great potential to help 
achieve the Millennium Development 
Goals (MDGs) adopted by the United 
Nations General Assembly in 2000. 
Among the eight MDGs, tourism can help 
in achieving these four goals: (1) reducing 
extreme poverty; (2) promoting gender 
equality; (3) ensuring environmental 
sustainability; and (4) fostering effective 
global partnership (Honey and Gilpin 
2009). Tourism is able to help in achieving 
these goals of specifically reducing 
extreme poverty because it has unique 
characteristics that make it more suitable 
for local residents than other traditional 
industries, such as agriculture. The 
characteristics include: First, the tourism 
industry is high-labour intensive and 
low-capital intensive for the rural poor 
(Gerosa 2003). Second, the resource base 
of the tourism industry is the natural and 
cultural attractions, which are often 
abundant in poor communities (Aref et al. 
2009b). Third, the consumption of tourism 
resources takes place at a destination (i.e. 
the place of production) (Richards 1996) 
unlike in other industries. The 
consumption taking place at a destination 
is expected to bring tourists (consumers) 
into contact with local residents 
(producers) thereby generating pro-poor 
benefits. Fourth, when compared to other 
industries such as agriculture, the tourism 
industry is less vulnerable to the vagaries 
of nature and even when the industry is 
negatively affected it has the ability to 
recover fast. Further, Leijzer (2009, p. 65) 
has argued that “tourism has shown a 
higher level of resilience to economic and 
other crises, compared to other industries”. 
Fifth, tourism is vital in re-distributing  

wealth from the richer in developed 
economies to the poor in developing or 
less developed countries (WTO 2002; 
Sharpley and Telfer 2002 cited in 
Muhanna 2007). Sixth, “tourism offers, in 
principle, more opportunities for backward 
linkages throughout the local economy 
than other industries” (Muhanna 2007, 
p.57). Seventh, the tourism industry is 
diverse in nature. Its diversity presents 
many opportunities for livelihood 
diversification for the poor (Muhanna 
2007). Eighth and finally, there are “no 
trade barriers to tourism. Unlike other 
forms of international trade, tourism does 
not normally suffer from the imposition of 
trade barriers, such as quotas or tariffs” 
(Muhanna 2007, p.57). 

Based on the above characteristics, 
tourism is regarded as an affective tool for 
alleviating poverty (Gerosa 2003). 
However, poverty continues to persist in 
some rural communities even when they 
have abundant tourism resources and a 
significant tourism industry. In fact, the 
World Tourism Organization (2005) 
estimates that 80% of the world’s poorest 
people live in countries where the tourism 
industry is significant and ranking first, 
second or third for their economies. 
Similarly, Mitchell and Ashley (2007) 
argue that tourism is included in the 
poverty reduction strategies of more than 
80% of poor countries, yet severe poverty 
persists and it has not been reduced as 
expected. The phenomenon of tourism not 
addressing poverty in communities is 
partly due to the fact that there are certain 
destination-specific barriers that are often 
overlooked and not addressed. In an 
attempt to address any barriers the first 
and critical step is to identify and examine 
the barriers in order to propose appropriate 
strategies. The purpose of this study 
therefore is to identify and examine the 
major destination-specific barriers to using 
tourism as a tool for poverty alleviation in 
Alldays, Limpopo Province, South Africa.  
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Literature review 

Sachs (2005) describes the nature of 
global poverty as serious by stating that 8 
billion people die every year because they 
are too poor to live. Another 20,000 
people die every day due to untreated 
diseases resulting from poverty that makes 
timely and proper treatment unaffordable. 
Needless to say, this scenario indicates that 
extreme poverty is one of the greatest 
enemies for humankind in the 21st Century 
(Zhao and Ritchie 2007). However, even 
though poverty is the greatest enemy, it 
has remained a great challenge in 
alleviating in communities of the 
developing and less developed countries. 
Muhanna (2007) argues that children 
living in local communities with extreme 
poverty are robbed of their bright 
childhood while adults are confined to 
living in unpleasant conditions 
characterized by a lack of basic needs for 
human life and access illiteracy 
opportunities. Conditions like these make 
the poor more vulnerable to diseases, 
hunger or malnutrition, and opportunities 
for investment and meaningful living are 
limited, thereby creating a ‘web of 
poverty’. In the words of film 
director/producer Michael Moore, 
“poverty is a time bomb lodged against the 
heart of liberty”. He further argues, 
“Poverty in all its forms is the greatest 
single threat to peace, security, democracy, 
human rights and the environment” (BBC 
News 2002).  

In order to alleviate poverty, some 
attempts have been made by developed 
and poor countries. The notable attempt 
has been the giving of and increasing aid 
to poor countries by developed economies. 
Although giving aid appears to be good, it 
is not a sustainable strategy that can help 
impoverished countries to disentangle 
themselves from the ‘web of poverty’. The 
reason being is that foreign aid is often 
associated  with hidden costs which,  in  

fact, increase the burden of the 
impoverished recipient countries (Buckley 
2004). Also, being dependent on aid or 
donations makes poor countries less 
motivated to work towards finding 
sustainable solutions to poverty (Zhao and 
Ritchie 2007). What poor countries need 
most are effective tools to enable them to 
utilize their local resources in the fight 
against poverty. Local resources that have 
been cited as abundant in many poor 
countries are tourism resources (Honey 
and Gilpin 2009), and such resources 
range from diverse fauna to flora, cultural 
heritage or man-made attractions. So, 
tourism has been acknowledged as a 
potential tool for poverty alleviation since 
it creates opportunities to use local 
resources that exist, and are available 
among the poor communities.    

The launching of pro-poor tourism 
(PPT) and Sustainable Tourism as an 
effective tool for Eliminating Poverty 
(ST-EP) in poor countries indicates that 
tourism is expected to help in reducing 
poverty. PPT and ST-EP should not be 
defined as new forms or products of 
tourism, rather they are approaches to 
tourism to benefit the poor by maximizing 
the benefits while minimizing the negative 
impact in order to alleviate poverty 
tourism (Muhanna 2007; Torres and 
Momsen 2004). The role that tourism 
plays in alleviating poverty is recognized 
and supported by the United National 
World Tourism Organization (UNWTO), a 
United Nations (UN) body. And tourism is 
regarded as vital in helping the UN 
achieve its millennium development goal 
of halving extreme poverty among the 
poor by 2015 (Sustainable Tourism 
Cooperative Research Centre, STCRC 
report 2006). This is because there is links 
between tourism and poverty alleviation 
(as illustrated in Figure 1) that range from 
livelihood strategy to pro-poor growth, 
environment protection, access to local 
markets, among others. 
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Figure 1. Linking Tourism and Poverty Alleviation
Source: Pro-poor Partnership (2004, p. 2) 

Protected areas and local 
communities 

Protected areas play an important role 
in societies (Leader-Williams 1990). They 
conserve resources such as fauna, flora, 
culture and heritage. Most countries have 
invested considerable amount of resources 
in the establishment of protected areas for 
conservation and tourism (Green and 
Paine 1997). Tourism to protected areas 
has been increasing over the years and is 
one of the fastest growing segments of 
activities around the world (Kepe 2001). 
Tourism in protected areas is expected to 
provide opportunities for local residents to 
improve their living conditions. However, 
some local communities continue to 
experience poverty despite the fact that 
they live near protected resources upon 
which most of the tourism industry is 
based. It can be argued that whereas 
tourism development in and around 
protected areas continues to achieve the 
conservation  goals,  little  has   been  

achieved in terms of poverty alleviation. 
Yet the conservation of bio-diversity and 
poverty reduction should be pursued 
together (Kobokana 2007). This is because 
the loss of bio-diversity leads to poverty 
and poverty leads to the loss of bio- 
diversity, as the poor look at protected 
areas as the only source of their survival 
(Fiallo and Jacobson 1995). Due to little or 
no benefits accruing from protected areas, 
local communities’ attitudes towards 
conservation efforts could become nega- 
tive. As a consequence, residents sabotage 
conservation efforts, by practicing illegal 
activities such as indiscriminate bush 
burning, poaching, encroachment on pro- 
tected areas (results in illegal cutting of 
trees and over harvesting of other useful 
resources), poisoning of fauna and there 
are also poor relations that are created 
between the management of protected area 
and local residents. Such sabotage is 
minimized if protected areas yield benefits 
to local communities. Benefiting from 
conservation areas enhances local people’s  
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support for conservation efforts that are 
vital for the survival of any protected areas. 
Ramphal (1993) cited in Adams et al. 
(2004, p.1146) argued that “if local people 
do not support protected areas, then 
protected areas cannot last”. Although 
protected areas are expected to generate 
benefits for the poor, they are associated 
with negative impacts such as destruction 
of crops and livestock by wildlife, loss of 
land and access to natural resources, 
among other inconveniences associated 
with bordering protected areas. From a 
social development perspective, are pro- 
tected areas really alleviating poverty in 
local communities? Or they are driven by 
conservation and profit motives at the 
expense of improving social welfare in 
communities? Referring to protected areas, 
Adams et al. (2004, p.1147) argue that “in  
the 20th century the dominant approach  

was to push for economic growth first and 
assume that environmental problems (and 
indeed improved social welfare) could be 
sorted out later”. The same approach could 
still be in practice, as most protected areas 
have had little contribution towards 
poverty alleviation using tourism.   

Although tourism has been advocated 
and touted as an effective tool for 
alleviating poverty, Roe et al. (2002, p.1) 
have argued that “millions of poor people 
live in and around tourism destinations.” 
This implies that the contribution of 
tourism towards poverty alleviation is 
hindered by certain barriers in com- 
munities near protected area. This study 
identifies and examines barriers to tourism 
as a tool for alleviating poverty in one 
South African community.

Figure 2. Location of Alldays in Limpopo Province, South Africa
Source: www.places.co.za 
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The study area 

Alldays is located in Blouberg 
Municipality in Limpopo Province, South 
Africa (See Figure 2). It borders 
Mapungubwe National Park and World 
Heritage Site, listed as a UNESCO world 
heritage site in 2003. It opened for tourism 
in 2004. Alldays occupies 1,200 hectares 
of land that is used for tourism, residential, 
education, sports and recreation, 
agriculture, transportation network, health, 
business, dumping rubbish and cemetery 
(Blouberg Local Municipality 2006). In 
addition, Alldays is described as a tourist 
destination for hunting activities due to the 

presence of a number of private game 
farms. Alldays’ strategic location along the 
R521 road makes it a major stopover for 
tourists to Mapungubwe National Park, 
private game farms and Venetia diamond 
mine, etc. Despite all the tourism 
resources, Alldays is “characterized by 
serious poverty and high unemployment 
rate, particularly among the African 
population group” (Blouberg Local 
Municipality 2006, p.39). Also, Alldays is 
characterized by the lack of education 
facilities, water, sanitation facilities and 
has limited banking and telecom- 
munication services.  

Table 1. Interviewees’ Profile

Interviewee Gender Age  
Group

Education
Level

Race Employed in 
tourism

Andries  Male 35-39 Higher Black No 
Anna Male 35-39 Some Secondary Black No 
Coreagame Male > 50 Some Secondary White Yes 
Grace Female 25-29 Some Primary Black No 
Jebu Male 30-34 Some Primary Black No 
Machabam Male 35-39 Higher Black No 
Sandy Female 45-49 Grade 12 White Yes 
Serualliba Female 40-44 Higher White Yes 

METHODOLOGY

Research design and methods 

This study adopts a descriptive 
research design and uses qualitative 
research methods to collect and analyze 
the data. Data were collected through eight 
in-depth interviews, six informal 
conversations, and two focus groups with 
a purposive sample of Alldays local 
residents (See interviewees’ profile in 
Table 1).  

In order to establish trustworthiness, 

prolonged engagement and member 
checks were employed. The collected data 
were analyzed using content analysis. The 
findings from this study are presented and 
discussed in the sections that follow. 

RESULTS AND DISCUSSION 

As mentioned earlier, the purpose of 
this study is to identify and examine the 
factors that residents perceive as barriers 
in alleviating poverty. Based on the 
qualitative analysis of the findings, the 
barriers identified are: (a) lingering effect  
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of apartheid regime and the 1913 Natives 
Land Act; (b) the ‘unbalanced’ ownership 
of local businesses by a few wealthy 
residents; (c) the lack of tourism 
knowledge/awareness and skills among 
residents; (d) the short length-of-stay of 
tourists; (e) the lack of a tourism revenue 
sharing system; and (f) the lack of tourism 
research. These barriers are presented and 
discussed next. 

(a) The lingering effect of apartheid 
regime and the 1913 Natives Land 
Act

The 1913 Natives Land Act was one 
of the acts enacted in preparation for the 
apartheid policy that was officially 
introduced in 1948. Under the apartheid 
policy the majority of black South 
Africans were denied access to land and 
the sharing of the same facilities and 
services with the minority white South 
Africans was prohibited. When the 1913 
Natives Land Act was instituted 87% of 
the total land in South Africa was given to 
the minority whites while 13% was 
allocated to majority South Africans 
(Jeffrey et al. 1977; Beinart 1994). The 
major reason for passing this act was “to 
prevent squatting by Africans on 
white-owned land, to promote agricultural 
labor, to stop land purchases by Africans, 
to promote segregation, or to bring about a 
uniformity of laws (and policy) 
concerning Africans in the recently formed 
Union of South Africa” (Feinburg 1993, 
p.66). This meant that most black South 
Africans did not own land and were 
confined to crowded ‘camps’ commonly 
known as the homelands. Although the 
apartheid regime and the various racial 
acts that were enacted had ended in 1994, 
some acts specifically the 1913 Natives 
Land Act still have a lingering negative 
effect on local communities and tourism 
development. The land redistribution and 
restitution process initiated to correct land 
ownership inequalities  created  by  the  

apartheid regime, has been slow and 
characterized by a lot of inefficiencies 
(Aliber 2003; Zimmerman 2000). 
Consequently, to date, the majority of 
black South Africans do not have adequate 
land to settle on or conduct business 
unlike their white counterparts. One of the 
local residents (Anna) commented that 
“tourism in Alldays has had little benefits 
for the black residents. Most of those 
benefiting from tourism are whites who 
own a lot of land and at the same time they 
have the money to start any business for 
tourism. On the other hand, the black 
community is in poverty, you just go 
around and see and you will confirm what 
I am telling you now. The majority of our 
black people don't have land. Remember 
in the African culture, land is a valuable 
asset because with land someone can start 
a business or grow food to sell. How can 
the majority of the residents with no land 
benefit from tourism? It is a real challenge. 
So, for them benefiting from tourism is 
very minimal as they just stay in poverty 
situation” (Anna).  

Apart from the issue of lack of land 
among the poor residents, another 
lingering effect of the apartheid regime is 
the perception among most of the black 
South Africans that engaging in tourism as 
a tourist or a business operator is a 
business reserved for the well-to-do white 
residents. For instance, Sandy (Alldays 
resident) commented: “all the tourists I 
used to see when I as still a young girl 
were whites. I never saw blacks or a black 
South Africans touring our place the way 
whites do. This made me believe that 
maybe tourism is only reserved for the 
white community”. Also, Anna had a 
similar comment: “all the tourists we saw 
were whites and also whites were more 
engaged in the business of tourism. On the 
other hand, our black people never used to 
tour all that much and their businesses in 
tourism were very few. Again, I blame the 
apartheid  regime  for  the  idea  of  
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segregation, because this created a 
division between races in South Africa 
which resulted in setting aside facilities or 
attractions for whites only. In fact, in our 
provinces, areas accessed by whites were 
a no go zone for a common black person”. 
This scenario indicates that the policies of 
former regimes have had a significant 
impact on tourism and local community 
development. Therefore, encouraging 
tourism development as a poverty 
alleviation tool without understanding the 
political and socio-economic environment 
and not correcting the inequalities created 
by the former regimes has not benefited 
the poor in a sustainable manner. 

(b) The ‘unbalanced’ ownership of 
local businesses by a few wealthy 
residents  

The International Council on Local 
Environmental Initiatives (1999) noted 
that tourism businesses are vital ‘engines’ 
for local community development. Local 
tourism businesses encourage tourists to 
spend and also create tourist-resident 
interactions. These interactions could 
result in either positive or negative 
impacts, depending on how they are 
developed and managed. In this study, 
local residents expressed that the Alldays 
community suffers from ‘unbalanced’ 
ownership of local businesses (such as 
game farms, petrol stations, supermarkets, 
accommodation establishments, etc) that 
directly benefit from the tourism industry 
are owned a few wealthy residents. The 
nature of local business ownership in 
Alldays was described by the residents as 
follows:  

Sandy: “I guess having local businesses 
could help tourism development to address 
poverty and unemployment in local 
communities. The local businesses could 
absorb the youth that are not employed 
and this could help a lot. However, the 
ownership of local businesses is important  

and influences whether or not tourism will 
address these problems. For example, 
Alldays has some local businesses, but 
they are not benefiting a big number of 
poor people. The problem or challenge is 
that Alldays local businesses are owned by 
a few white farmers or Indians”.

Andries: “Unfortunately, most of the local 
residents do not own businesses instead it 
is just a few whites, Indians, and also 
Somalis with businesses. You find nearly 
50% of the businesses here are owned by 
one person. All their businesses are 
frequented by tourists and hence benefit 
from tourism”.

Anna: “…the ownership of local business 
is important. For example, if most of the 
local businesses are owned by foreigners, 
those who are not residents of the area 
where an attraction is located, I think this 
can be a hindrance in one way or the other. 
Because most people would love to employ 
their home people and also they care less 
in developing the place that is not theirs”. 

The unbalance ownership of local 
businesses in Alldays can be attributed to 
the lack of capital and skills among some 
local residents. 

(c) The lack of tourism know- 
ledge/awareness and skills  

Residents indicated that the lack of 
knowledge and skills were a barrier to 
participating in tourism. The black 
community members expressed that the 
white community is knowledgeable and 
skilled in utilizing tourism opportunities. A 
resident commented that: “I think local 
skills development among local residents 
is important. This goes hand- in- hand 
with knowledge about tourism among 
local residents. If residents lack knowledge 
about tourism and how they can benefit 
from tourism, tourism development will 
not mean much to them. You see here  in  
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Alldays, tourists just pass us. The reason is 
we have not enough knowledge of 
retaining them in our community. Our 
people lack the knowledge of tourism and 
how they can benefit from it. Here we don’t 
have people selling crafts along the road 
to Mapungubwe like as in the case of 
communities along the road to Kruger 
National Park” (Anna). Similarly, Jebu 
commented that: “our people still lack a 
clear understanding of what tourism is. I 
think the current trend of tourism in 
Alldays has not helped residents know 
tourism because all that is seen and done 
in terms of tourism is the business 
operated by the minority white farmers 
who own nearly all the businesses here in 
Alldays”.

Aref et al. (2009a) acknowledge that 
adequate tourism knowledge and skills are 
important for local capacity building and 
tourism development and community 
development. These components are 
related and influence each other (See 
Figure 2). Thus, Aref et al. (2009a) have 
noted that the most serious barrier to 
tourism development is lack of skills and 
knowledge about tourism. This barrier 
leader to other barriers to tourism 
development obstacles such as lack of 
local leadership in tourism and then 
external agencies dominate the operation 
of local tourism businesses (Moscardo 
2000 cited in Aref et al. 2009a), thereby 
contribution to minimal or no benefits to 
destinations because leakages exceed 
linkages.  

Providing skills and knowledge/ 
awareness about tourism to local residents 
is a way of ensuring that they benefit from 
tourism. It should be noted that providing 
tourism skills and knowledge to 
communities is not an easy task as it often 
requires local community’s support, time 
and resources. Basically, it is a long 
process that some tourism planners and 
development   practitioners  may  find  

challenging to implement, especially for 
private companies that are driven by profit 
motives. Forstner (2004, p. 504) cautions 
that “private companies might use existing 
power imbalances and the lack of 
awareness at community level to exploit 
tourism resources without providing local 
communities with their fair share”.  

However, in the case of Alldays it is a 
few wealthy residents benefiting from 
tourism while the majority of poor 
residents are not due to the lack of 
knowledge on tourism and skills to exploit 
the opportunities that tourism presents. As 
Aref et al. (2009a) put it: Knowledge + 
Skills = Tourism Development, it is 
important that tourism policy makers and 
development practitioners should strive to 
equip communities with adequate skills 
and knowledge to exploit tourism 
opportunities. This is the sustainable way 
of using tourism to alleviate poverty. 

(d) The short length-of-stay of 
tourists 

Length of stay of tourists at a 
destination remains an important aspect in 
tourism planning and management (Barros 
et al. 2010). Destination planners, 
managers, and business communities look 
forward to an extended time of stay of 
tourists at the location (Gokovali et al. 
2007). It is always anticipated that the 
longer tourists stay the more likely their 
impact is felt in communities. What a 
destination has in terms of attractions and 
facilities plays a significant role in 
determining the length of tourists’ stay. 
However, there could be other determinant 
factors. In this study, Alldays residents 
perceive that tourists stay for a short time 
in their community. For instance, one of 
the residents commented that: “the time 
tourists spend in an area is critical. If 
tourists just spend few hours in 
communities, then their spending power is 
limited. But if they stay say four days or so  
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then during their stay they are able to 
spend and their spending can generate 
benefits to alleviate poverty. I can also 
think of the limited activities that appeal to 
tourists can hinder their stay in a 
community” (Anna). Similarly, another 
respondent commented that: “In general, it 
is difficult to tell whether the tourists have 
had an influence on our culture because 
they do not spend a lot of time mixing with 
local residents in Alldays. They only drive 
in and out of petrol stations and leave for 
Mapungubwe”. For the tourists that reside 
in accommodations in Alldays they always 
stay indoors because there is nearly 
nothing special for them to do outside 
such accommodations. And above all, 
some accommodations have most of the 
things that tourists would need. So, going 
out may seem unnecessary. Some fear that 
local communities are insecure given the 
South African image of being one of the 
countries where security is of great 
concern” (Sandy). 

Local residents argued that tourists 
stay for a short time in the community 
because it lacks a variety of tourist 
attractions and activities. As a 
consequence, tourists just drive through 
the community. From the tourists’ 
perspective, there might be other reasons 
why they do not stay long in Alldays. 
Since this study concentrated only on local 
residents, future studies should focus on 
tourists’ perceptions and opinions towards 
Alldays and its attractiveness as a tourist 
destination.  

(e) The lack of a tourism revenue 
sharing system 

Protected or conservation areas are 
expected to help local communities 
improve their living conditions. One way 
of achieving this expectation is for 
protected areas to share the revenue 
collected from tourists with local com- 
munities, in initiating and/or  supporting  

pro-poor development projects. The 
sharing of tourism revenue is a vital force 
for tourism development and at the same 
time reduces potential conflicts between 
protected areas management and local 
communities on critical conservation 
dilemmas. Adams and Infield (2002) and 
Archabald and Naughton-Treves (2001) 
noted the sharing tourist revenue with 
local communities leads to development 
and also improves the relationship 
between the management of protected 
areas and local communities towards 
sustainable conservation efforts and 
poverty alleviation. However, residents 
indicated that Mapungubwe National Park 
and private game farms do not share 
tourist revenue with Alldays community.  

(f) The lack of tourism research 

Concerning the lack of tourism 
research, Alldays interviewees indicated 
that their local leaders including 
municipality officials do not conduct 
research to get to know the actual 
contribution of tourism to the poor. They 
argue that if leaders had conducted 
researched on the local community, they 
would have realized how tourism is not 
benefiting the many poor people and 
perhaps they would have proposed 
strategies to enable the poor to benefit. A 
lack of research on tourism at destination 
hinders identification of impacts and 
proper ways of addressing them. The 
absence of tourism research could be 
attributed to the generalization that exists 
among some people that the impact of 
tourism reported elsewhere is the same to 
the rest of the communities, and that there 
is no need to research on how tourism 
affects a community. Also, the lack of 
skills and resources to conduct research is 
yet another barrier to tourism research. 
Timothy (1998) commented that there is a 
significant lack of research on tourism 
(especially on tourism planning) in 
developing  countries.  Tourism  policy  
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makers and development practitioners 
cannot make proper pro-poor decisions if 
there is inadequate information on the 
current performance of tourism. Unless 
local leaders or municipality officers 
embrace research on tourism, its leakages 
and linkages with the poor and how they 
can be reduced and strengthened, 
respectively will remain unknown.  

CONCLUSION 

This paper has attempted to identify 
and examine the major barriers to 
alleviating poverty through tourism in 
Alldays, a South African community. 
Unless the barriers identified are 
minimized, tourism will not be improved 
and the majority of the residents will 
continue to receive little or no benefits 
from tourism. As a consequence, the 
poverty amid plenty of tourism resources 
is likely to continue. Since tourism is in its 
early stage of development, addressing 
such barriers at an early stage is also 
critical.  

Although tourism is advocated as an 
effective tool for rural poverty alleviation, 
its impact towards poverty alleviation does 
not occur by chance. There are 
destination-specific barriers that require 
the proper deployment of planning and 
management strategies. Otherwise, rural 
communities are likely to continue 
experiencing severe poverty, even though 
they have tourism resources and there is a 
‘booming’ tourism industry. This study has 
revealed that while tourism has achieved 
conservation goals (sustainable use of 
flora, fauna and cultural resources), little 
or no remarkable impact on poverty 
alleviation in Alldays community has 
occurred. In spite of this phenomenon, 
residents’ perceptions towards tourism are 
still positive. But, residents’ positive 
perceptions should not be taken for 
granted because if tourism continues to 
have little or no impact towards alleviating  

poverty, and with residents having great 
expectations for tourism in alleviating 
poverty, their perceptions are most likely 
to change from positive to negative. 
According to Belisle and Hoy (1980) 
when residents’ perceptions are negative, 
tourism development is often hampered. 
The reason being that successful tourism 
development depends upon the tolerance 
of local residents (Roe et al. 2002).  

In addition, severe poverty remains 
one of the threats to the tourism industry 
given the fact that in “places where the 
poor feel that they are not benefiting 
sufficiently or fairly from tourism, 
conflicts and violence can arise” (Roe et al. 
2002, p.2). What is more, it is widely 
acknowledged that poverty is fuelling 
terrorism (Roe et al. 2002), and yet 
terrorism or violence and tourism will 
never co-exist. Therefore, unless tourism 
helps in tackling the problem of poverty, 
poverty will kill tourism. 
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ABSTRACT 

Khon Kaen is a strategic economic development province of Northeast Thailand 
where tourism contributes significantly to the livelihood of local residents. The strategic 
tourism supply-chains in the provinces of Roiet, Khon Kaen, MahaSalakam and Kalasin, 
called by the Tourism Authority of Thailand (TAT) as ‘RoiKanSarnSin’, focus in the 
Buddhism religion/merit, and cultural tourism. However, this positioning does not attract 
as many tourists as in other parts of Thailand. This study aims to understand in-depth the 
tourists’ needs, by obtaining crucial empirical data through observation, field survey and 
action research study where the result is that this strategic tourism supply-chain does not 
explicitly contribute to the Gross Provincial Products (GPP). The in-depth interview of 
eight experts: academicians, Tourism Association, Trade Association and TAT officers; 
and the questionnaires designed to verify between the experts’ view with the two different 
tourists groups of 400 samples who visit the tourists attraction places, as recommended by 
TAT, and in Khon Kaen down town show results from descriptive and inferential statistics 
indicating two major tourists/customers groups: education tourists who visit Khon Kaen 
for education/ seminar, and native/resident tourists who return from work in other 
provinces, and friends of Khon Kaen residences.

In conclusion, the TAT strategic tourism supply-chain: religion/merit and cultural 
tourism do not suggest contribution to GPP. Eventually, it is suggested that the man-made 
tourist places, events marketing, conference and exhibition provide more tourists’ 
attraction and excitement to encourage visit and spend longer lengths of stay in Khon 
Kaen.

Key words: Tourism strategic management, religion and merit tourism, cultural tourism,  
                     tourism supply-chain 

INTRODUCTION

Khon Kaen is located at the center of 
Northeast of Thailand and is a strategic 
economic development province of the 

country; as shown by the continuous dev-
elopment and growth in its economic 
sectors such as education, agriculture, 
industries, and logistics hub or gateway to 
the ASEAN Economics Communities 
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(AEC). There are many new investment 
and investors, emerging and diverse of 
populations, as well as there are many 
cross-cultural through the couple or 
married family, etc. These diversifications 
and demographics changed and shifted, 
demonstrate the gradual changed of city 
livings and lifestyles, norms and cultures 
changed or culture shock, possibly, for 
some extent. From these rationales, 
together with the growth of Thailand’s 
Gross National Products (GNP) income of 
which tourism and services industries 
demonstrate major sources of the country  
GNP, extensive labors are hired in the 
services industries.  

Although, it is projected by the 
Tourism Authority of Thailand (TAT) that  

the Thailand Tourism industries will have 
negative impacted  from 3 major factors: 
external- firstly the global recession 
particularly in Europe and America, 
secondly the impact from climate changes 
and internal-thirdly it is the Thais’ 
political uncertainty. However, TAT 
repositions the tourists’ target group to 
Asia and Middle East. As demonstrates in 
table 1 below, the Thais’ Tourism industry 
has been recovered from the disaster and 
financial crisis, instead the growing 
number of visitors almost 12.46 percent in 
quarter 3, 2010 till to date. The major 
increased are 6-10 percent from Korea, 
Japan, Taiwan, China and nearby Asian 
countries, additionally 10 percent are 
increased from the Middle East countries 
e.g. Dubai, Kuwait and Bahrain.

Table 1. Number of foreign tourists during January 2009 – January 2011 

Year/
Month 

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total

2009 1269978 1138220 1237132 1085293 923918 954772 1094658 1149288 1040538 1209473 1361574 1684997 14149841

2010 1604179 1614844 1439401 1108209 804492 943900 1250355 1251556 1191775 1313577 1472752 1802160 15841683

2011 1792089      

Source: The Office of Tourism Development, TAT, 2011 

Table 2. The RoiKanSarnSin population, household income, annual income, and 
expenses

 Nb of Populations Household Income/ 
Month 

Annual Income/ 
Person 

Monthly Expenses/ 
Family 

Khon Kaen 1,750,500 n.a n.a n.a 
Roi-et 1,310,047 n.a n.a n.a 
Kalasin 975,562 n.a n.a n.a 
Mahasarakham 937,686 n.a n.a n.a 
 4,973,794 10,498 Bht 43,151 Bht 8,749 Bht 

Sources: The National Statistic Office, 2009 

Populations and household income 

The National Statistic Office has 
revealed since the year 2009 the 
RoiKanSarnSin populations, household 
income per month, annual income per 
person, monthly expenses per family as 

shown in Table 2 below. Although in 2009 
to 2011 are those years affected by 
economic crisis and global warming, birth 
rate and dead rate are in the same ranges. 
Thus, these set of data are used as 
reference in the important part to increase 
the sources of income and quality of life in 
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the research study. 

Gross provincial products (GPP) 

The GPP of RoiKanSarnSin in 
quantities and prices for the year base

2009 are demonstrated in Figure 1, 
separated by major income contributions 
whereby services sector contributed rank 
no.1 almost 40% or 84 million Baht, 
followed by industry sector 21%,  trading 
sector 20%, agriculture sector 18% and 
mining sector 1%. 

37,274 
 17.65%

2,259 
 1.07%

 (11 )
83,963  

 39.77%

44,372
 21.02%

       43,258 
  20.49%

Figure 1.  The RoiKanSarnSin Gross Provincial Products (GPP) year base 2009  

TAT strategies on tourism trail 

The TAT strategic plan for the period 
of 2010-2014 has been proven and 
reviewed on Situation Analysis: the key 
strengths in each tourism territory or 
region, as referred to the Porter’s strategic 
‘focus’ strategy, Five-Forces Model, 
Supply-Chain and Value Creations. 
Therefore, the tourism supply-chain is 
commenced as group in terms of similarity 
in culture, native language, living and 
lifestyles, religion, history, etc., where in 
provinces such as Roiet, Khon Kaen, 
Mahasarakham and Kalasin, are named as 
‘RoiKanSarnSin’ by the Tourism 
Authority of Thailand (TAT) as shown in 
Figure 2. The strategic focus and 
customers’ positioning and targeting are in 

the group of religion and cultural 
believers/lovers in Buddhism religion, 
merit, and cultural tourism. Normally, 
tourism and services industries 
demonstrate and contribute significantly to  
the livelihood of residents and the Gross 
Provincial Products (GPP). Nevertheless, 
in this ‘Religion/Merit/Culture Tourism’, 
the tourists or participants are those who 
seek for peace, behave and believe in the 
Self Sufficiency Philosophy. Therefore, 
the participants are those who donate to 
retain the Buddhism and cultures where 
‘free food and easy accommodations, not 
prepared for any extra disposal expenses 
as normal tourists behaviors. Moreover, 
this tourism strategic theme does not 
attract as many tourists as other parts of 
Thailand.

11 Services Sectors are : 

1) Electricity Gas and Water 

2) Construction 

3) Hotel and Restaurants 

4) Transportations 

5) Financial Services 

6) Real Estate 

7) Government Sector 

8) Education Sector 

9) Healthcares 

10) Communities Services 

11) Family/ Maid Services 

Sources:  
Commercial Department, 2009

Services Sector
83,963 m.Bht 

or 39.77% 

Trading Sector 
43,258 m.Bht 

or 20.49% 

Industry Sector 
44,372 m.Bht 

or 21.02% 

Agriculture sector 
37,274 m.Bht  

or 17.65%

Mining sector 
2,259 m.Bht 

or 1.07% 
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Figure 2. Location group of ‘RoiKanSarnSin’ 
Sources: RoiKanSarnSin Strategy, The Office of Strategy Management, Khon Kaen 2006 

Furthermore, each provincial chief, 
will build up the attraction and the essence 
of the Buddhism Tourism Trial, the 
creation or natural feelings or the beliefs 
in Buddha where the Buddhists who have 
chances to pray and pay respects to the 
four important temples in four provinces 
as ‘RoiKanSarnSin’ will have peaceful life 
and will not be born on earth again, but 
instead will be in the heaven peacefully. 
The four temples are PraTart-Kham Kaen 
in Khon Kaen, PraTart-Yakoo in Kalasin, 
Chai MongKol Temple in Roi-et, and 
PraTart –Nadoon in Mahasarakam. 

Objectives 

To understand the tourism problems 
and pinpoint the right research questions 
as well as the validity and applicability 
methodologies design valuable and 
beneficial to all stakeholders. The three 
major objectives of the study are to 
understand in depth the following: 

1. the tourists or participants who are on 
the TAT Buddhism Religion/Merit/ 
Culture Trail, 

2. the tourists or participants who are on 
the TAT list of 13 Tourists Attraction 
Places, and

3. the tourists or participants who are 
spending time, and money in Khon Kaen 
down town (both day and night tour) 
joyfully

Expected results 

There are many studies in Khon Kaen 
and RoiKanSarnSin tourism and services 
industries, places and destinations 
attraction or strategic themes, and tourists’ 
behaviors, expectations, needs, etc. The 
results have been followed through, but 
number of tourists, number of days and 
disposal expenditures slightly increased. 
Therefore, this research study is designed 
to understand in-depth the customers in 
different customers’ group, segmentations, 
demography, living and lifestyles. These 
are influenced by the various needs of 
customers, customers’ bases that required 
different focuses/interests or satisfaction 
outcomes, etc. and therefore this study is 
expected to achieve the following. 
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1. To understand customers’ base or 
segmentation in tourism,  
2. To understand customers’ behaviors, 
attitudes and perception towards the 
tourist places: religion, natural resources, 
cultures, man-made, etc, 
3. To understand customers’ needs in 
each customers’ base or segmentation, and   
4. To develop the findings and 
implication for further improvement in 
tourism and services industry in Khon 
Kaen province. 

METHODOLOGY

As demonstrated in Table 3:  

Step 1 – Objective 1: The 3 major 
objectives of this research study are 
mainly to understand the tourists’ or 
participants’ behaviors and perceptions 
and attitudes toward local tourism themes 
as initiated by TAT and the 
RoiKanSarnSin provinces. The Buddhism 
Religion/Merit/Culture tourism is the 
critical data and crucial empirical data 
obtained by the researcher by observing, 
on the fields/temple study, face-to-face 
interview and discussion, and action 
research by involving and doing exactly 
what these tourists or participants do 
during the Buddhism ceremony, etc. The 
daily life and eating are in temples 
resulting to the tourism supply-chain: 
Buddhism religion/merit and culture do 
not explicitly contribute to GPP.

Step 2 – Objective 1: From above 
research methods, use keywords to further 
seek the expert opinions of 8 persons; 2 
from each group: Tourism Lecturers in 
Khon Kaen University, Khon Kaen 
Tourism Association, Khon Kaen and 
Northeast TAT officers and Khon Kaen 
Trade Association.

Objective 2 and 3 – Referring to 
results from objective 1, formulate the 
questionnaires for 2 different groups: 
native/resident tourists (data gathering from 13 
tourists attraction places) and education 
tourists (data gathering from Khon Kaen 
downtown, shopping center, night life 
restaurants, pubs and bars. 

In Step 4 – It is the critical to 
summarize findings and suggestions 
because of different base, methodologies, 
variables, etc. However, it is suggested 
that Khon Kaen is the growing city, with 
various demographics, city lifestyle while 
culture and merit are strongly in the rural 
and suburb. In strategic tourism 
management, therefore, it is recommended 
to manage customers’ segmentation 
differently. 

RESULTS AND DISCUSSION  

Practical implications 

The objective of this study is to 
understand the target tourists of the TAT 
strategic theme by obtaining the crucial 
empirical data through observation, field 
study and action research study. It resulted 
to the tourism supply-chain: Buddhism 
religion/merit and culture do not explicitly 
contribute to gross provincial products 
(GPP). Furthermore, using the exploring 
and verifying open-questions to get the 
eight experts’ opinion; academicians, 
Tourism Association, Trade Association 
and TAT officers, and the quantitative 
methodology by questionnaires designed 
to verify the experts’ view with the two 
different Khon Kaen tourists groups of 
400 sample sizes who visit the tourists 
attraction places in Khon Kaen (13 places 
as recommend by TAT) and in Khon Kaen 
downtown, data are analyzed and 
interpreted by descriptive and inferential 
statistics. The results indicate two major 
tourists/customers groups:- 
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Table 3. The Research concept, methodology and findings 

O
B

JEC
TIV

ES 

Step 1 - TAT Buddhism 
Religion/Merit/Culture 

Trail

Step 2 - the 13 Tourists 
Attraction Places as listed 

by TAT

Step 3 - Khon Kaen 
down town (day and 
night tour)

M
ETH

O
D

O
LO

G
IES 

Observation 
Fields Study 

Action Research 

Participants profiles 

400 (Taro Yamane) 
Questionnaires

13 places : Quota 
Sampling  

(based on number of 
tourists in past years) 

400 (Taro Yamane) 
Questionnaires

Purposive sampling
(day = 200, night=200)

8 Experts Opinion 

Q
LTT &

 SPSS 

Content Analysis - to 
formalize Questionnaires 

in 2 and 3 

Descriptive-tourists profile 

Inferential : Behaviors, 
Attitudes, Perceptions 

Descriptive-tourists 
profile

Inferential: Behaviors, 
Attitudes, Perceptions 

G
R

O
U

PS 

Easy Living Participants Residences/Friends
Tourists 

Educations Tourists 

FIN
D

IN
G

S 

Easy living and lifestyle 
Self Sufficiency 
Believe in Peace & Buddha 
Disposal expenses to 
support the religion 

native/resident tourists who 
return from work in other 
provinces

friends of Khon Kaen 
residents

education tourists who visit 
Khon Kaen for education or 
seminar 

native/resident tourists 

friends of Khon Kaen 
residents

N
EED

S 

Easy Living 
Peaceful 

Enjoy
Entertain
Culture and Traditional 
Living 
County Development 
Day & Night Attractions 
Place 
Man-Made

Education
Enjoy
Entertain
E-learning and 
Advancement 
Day & Night Attractions Place 
Man-Made

VERIFICATIONS AMONGST 3 GROUPS of Participants or Tourists NEEDS 
Step 4 - Implication development in tourism and services industry Khon Kaen 

provinces
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1) education tourists who visit Khon 
Kaen for education or seminar and  

2) native/resident tourists who return 
from work in other provinces in particular 
Bangkok, as well as friends of Khon Kaen 
residents.  

CONCLUSION 

In conclusion, the TAT strategic 
tourism supply-chain positioning as 
religion/merit and cultural tourism do not 
suggest that positively gain tourists’ 
attractions. It is also suggested that the 
man-made tourist places, events 
marketing, conference and exhibition 
(MICE) provide more tourists’ attractions 
and excitements to encourage visit and 
spend longer lengths of stay in Khon Kaen 
and the tourism supply-chain 
‘RoiKaenSaenSin’. Eventually, in 
strategic tourism management, it is 
recommended to offer and manage 
customers’ segmentation in its own way. 

Further research study  

Khon Kaen is the potential new city 
life in downtown, where traditional and 
cultural adornment is extremely in 
contradiction with living and lifestyle. 
Therefore, the research study in this area 
will be beneficial to Thailand and its 
people.
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ABSTRACT 

The objectives of this study are to investigate the motivation, festival’s performance 
and visitor satisfaction of Loy Krathong Festival, to study the relationship between festival 
participants’ motivation, performance evaluation, and visitor satisfaction and to analyze 
the environmental responsibility and firework safety awareness on Loy Krathong Festival. 
Data are collected from three provinces, namely Chiang Mai, Sukhothai and Tak. A total 
of 1,500 sample sizes were collected during the festival, of which 1,200 respondents were 
Thai visitors, and 350 foreign visitors. The empirical results showed that Thai visitors and 
foreign visitors were different in terms of their perceptions on travel information, moti-
vations, performance evaluation, and satisfaction. The results also indicated that friend, 
internet and guidebook were the best information sources. Parade, atmosphere and 
environment, friendliness of residents, and transportation are top satisfaction for both 
groups. Most visitors were mainly concerned with the responsibility toward the 
environment by using krathongs made from natural materials such as banana leaf or bread, 
and they believed that fireworks playing were unnecessarily needed for this festival. The 
findings can be useful information for the tourism agents to improve the quality of 
products and services and use different marketing channels to market the festival to Thai 
visitors and foreign visitors. 

Key words: Loy Krathong Festival, motivation, festival’s performance and visitor  
                    satisfaction

INTRODUCTION

The study of festival and events have 
expanded and become more important in 
tourism research. The festival tourism 
might have started from a small event 
celebrated among people in the 
community to a national festival that is 
celebrate throughout country, such as food 

and wine festival, music concert festival, 
to devout religious festivals etc. With 
tourists becoming better travelers and 
sophisticated, both traditional and new 
festivals are a growing market and have 
been promoted for a single purpose of 
attracting new visitors to a city or region. 
Festivals are classified as a type of cultural 
celebration and community festival (Getz  
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(2008)). Festivals, carnivals, religious 
events, and the arts and entertainments are 
subsumed in the literature on cultural 
tourism, which is described as movement 
of people for essentially cultural motivati-
ions (McKercher and du Cros (2002), 
Richards (1996 and 2007)).

Getz (1991) realized that festivals are 
a new wave of alterative tourism which 
contributes to sustainable development 
and improves the relationship between 
host and guest. The contributions of 
festival to the local regeneration and 
accomplishment of the destination are to 
generate direct revenue, indirect revenue, 
taxation revenue and new employment 
opportunities (Prentice and Andersen 
(2003) and Smith (2004)). The indirect 
revenues are generated by the ongoing 
circulation of these expenditures within 
the economy of the destination. This 
multiplier effect has both as direct and 
induced component that come into the 
direct (or primary) impact. These also 
provide the backward linkages as 
agriculture and commercial fisheries, 
transportation, entertainment, construct-
ion, manufacturing, and small and medium 
sized family enterprises (Bachleitner and 
Zinz (1992)). 

Festivals are observed at the time of 
year where people have fun and basically 
have good time in celebration of 
something special. Countries around the 
world have their own festivals to 
commemorate special occasion. Most of 
popular festivals perform during daytime, 
while few of spectacular festivals are 
active during the night, such as Lantern 
festival of China, New Year’s Eve of 
Brazil, Chichibu Yamatsuri of Japan, 
Laylatul Bara’Ah of Pakistan, San Juan of 
Spain, and Nocturnal Wonderland of US. 
Nowadays, festivals generally have be-
come a quick-to-use strategy of tourism 
promotion (Esu and Arrey (2009)). 

“The west exotic country in Asia”, is  

described by traveler for Thailand, because  
it is colored by distinct culture with rich 
and varied heritage and a remarkable 
range of scenic beauty.  Thailand hosts a 
large and diverse number of festival 
events. Festivals in Thailand can be 
roughly categorized into religious, social, 
regional and Official Royal Ceremony. In 
recent years, tourism sector has become 
one of the leading sectors of the Thai 
economy. The statistics from Ministry of 
Tourism and Sport affirm that in 2009 
tourism sector contributes 7.91% (715 
billion baht) to the GDP (9,050 billion 
baht) and continues at this rate for next 10 
years. Figure 1 displays monthly tourist 
arrivals series which contains seasonal and 
trend patterns of international tourist 
arrivals to Thailand. It obviously shows 
that visitor arrivals to Thailand have been 
increasing over time except for impact of 
SARS epidemic in 2003 and domestic 
political uncertainty in 2009.

The most eminent Thai festivals are 
Songkran or Water festival and Loy 
Krathong festival. Both festivals are 
celebrated among the majority of Thai 
people and are even recognized world-wide. 
Of all the Thai festivals, Loy Krathong 
festival is a nocturnal festival and one of the 
most ritualistic and colorful events, rich in 
religious and spiritual expression. “Loy” 
means “to float” and a “Krathong” is a raft. 
Therefore, floating the Krathong down the 
river during the high tide and after the rainy 
season is over, not only signifies the attempt 
to purge evil or bad luck, but also represents 
an act of worshipping the Goddess of the 
water. Loy Krathong festival is held on the 
full moon of the 12th month in the 
traditional Thai lunar calendar which is 
identical to November of the western 
calendar. Although celebration of this 
festival is everywhere throughout the 
country, the most famous places and popular 
tourist destinations of Loy Krathong festival 
are Yi Peng Festival of Chiang Mai 
province, Sukhothai Loy Krathong and 
Candle Festival of Sukhothai province, and
Loy Krathong Sai Festival of Tak province.  
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Figure 1. Visitor arrivals excluding overseas Thai
Source: Immigration Bureau Royal Thai Police 

In case of international festival, moti-
vations, characteristics and satisfactions 
may not be homogeneous between 
domestic and foreign visitors, indicating 
differentiation of their marketing stra-
tegies. However, festival tourism research 
has been the subject of quite a few 
research papers (Saleh and Ryan (1993, 
Formica and Uysal (1998), Anwar and 
Sohail (2004), Nurse (2004), Robinson, 
Picard and Long (2004), Donovan and 
Debres (2006) and McKercher, Mei and 
Tse (2006)). Competition among desti-
nations and an increase in promotion costs 
inspire marketing teams and event man-
agers to identify motivations, to investi-
gate behavioral characteristics and to 
evaluate satisfactions of attendees 
(Formica and Uysal (1996)). Crompton 
and McKay (1997) emphasized that 
identifying and understanding such moti-
vation is a prerequisite for effective 
planning event programs and marketing 
them to visitors.  

Since different groups of tourists 
might have different marketing and 
promotion strategies. To better market 
festival, event manager needs to under-
stand the motivation, characteristic and 

needs of the market by utilizing market 
segmentation. Thus, feedback from 
attendees on the quality of products and 
services provided at the festival is useful 
to event management because their 
satisfaction affects the continuity and 
survival of the festival. Hall (1992) 
defined that market segmentation means 
identifying by grouping together all those 
potential participants and visitors with 
similar motivation and/or propensities 
towards particular types of event or 
features of events and/or particular ways 
of promoting and supplying them. Market 
segmentation allows management to better 
present products/services to match need of 
a particular group of customers. This idea 
was supported by the study of Pizam and 
Milman (1993) which recommends 
studying customer satisfaction within 
different market segmentation.  

Consumer satisfaction is regarded as a 
marketing tool to attract the most variable 
segment of the market, and is important 
theory for marketers and consumer 
researchers. According to Kozak and 
Rimmington (2000) satisfaction is import-
ant to successful destination marketing; 
Philip and Hezlett (1996) accept the fact  
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that one of the strategic routes used by 
leisure firms in gaining competitive edge 
has been through an increase concentrat-
ion in customer satisfaction. In addition, 
consumer satisfaction influences the 
choice of destination, the consumption of 
product and services and the decision to 
return. Thus, consumer satisfaction is 
increasingly becoming a corporate goal as 
more and more companies strive for 
quality in their product or service. 

In terms of festival motivation, what 
drives people to attend a festival or engage 
in certain activities has been in the interest 
of authorities and researchers for long 
time. Motivation is a state of need, a 
condition that serves as a driving force to 
display different kinds of behavior toward 
certain types of activities, developing 
preferences, arriving at some expected 
satisfactory outcome (Backman et al, 
1993). Many researches are very well 
established (e.g. Uysal, et al (1993), Mohr 
et al (1993), Backman et al (1995), Scott 
(1996), Formica and Uysal (1996), 
Schneider and Backman (1996), Crompton 
and McKay (1997), Formica and Uysal 
(1998), Lee (2000), and Lee et al 2004)).

Lee et al (2004) conclude that 
socialization, event novelty, escape, 
excitement, and family togetherness are 
the top five motivators. Lee et al (2004) 
also summarized that attendee’s motivat-
ions to attend the festival can be different 
according to demographic characteristics, 
types of festivals, frequency of visit, 
resident status and nationality. They also 
affirm that understanding attendee’s 
motivations will assist the festival man-
agement in effectively planning and 
managing the program and marketing in to 
potential attendees. 

The objectives of this study are as 
follows: (1) to investigate the motivation, 
festival’s performance and visitor 
satisfaction with Loy Krathong Festival, 
(2) to study the relationship between

festival participants’ motivation, perform-
ance evaluation, and visitor satisfaction, 
(3) to explore the differences between 
domestic and foreign participants, and (4) 
to analyze the environmental responsi-
bility and firework safety awareness of 
Loy Krathong Festival. Since each seg-
ment has different wants and need, the 
results will provide information in those 
areas which might assist the management 
to better understand the behavior of 
domestic and foreign tourists in order to 
capture their interest and support, and 
specific directions for the festival man-
agement in selecting the correct marketing 
channels which will lead to more satisfied 
attendees.

Loy Krathong Festival 

Loy Krathong customs and traditions 
reflect local beliefs and cultural evolution. 
According to the writings of H.M. King 
Rama IV in 1863, Loy Krathong is 
originally Brahmanical festival adapted by 
Buddhists in Thailand as a ceremony to 
honour the original Buddha, Siddhartha 
Guatama (Wikipedia). There are many 
legends and beliefs about Loy Krathong. 
Many Thai believe that Loy Krathong is 
not only to worship foot-print of Buddha 
on the Nammathanati river beach in India, 
but also to pay respect to Chulamanee 
Chedi in the heaven where the Buddha’s 
hair is buried. Another legend is that 
floating a raft ritual is to ask for 
forgiveness and to thank the Goddess of 
water, Phra Mae Khongkha because we 
not only use water for drinking, washing, 
making a living, but also often throw 
rubbishes and excrete wasted things in the 
water (Patra 2009).

Some people believe that Loy 
Krathong is to welcome Buddha when he 
came back to the world after he had stayed 
the Buddhist temple during the rainy 
season at the second heaven ruler to teach 
his mother. In addition, according to 
Brahma belief, Loy Krathong is to wor- 
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ship god Shiva who resides in mid-ocean. 
However, as no evidence is found to prove 
the festival’s existence. They believe that 
Loy Krathong has just been celebrated 
since the end of Ayutthaya (Patra 2009). 
Despite the confusing history, this 
gracious culture is still alive. 

Nowadays, Thai people still keep 
form suitably; on the full moon of the 
twelfth, people usually prepare natural 
materials to make krathong. For example, 
they use banana leaves, banana trunk, 
coconut barks and lotus to make beautiful 
krathong then stick candle, incense stick, 
and flowers in krathong and then float it in 
the river. Apart from respect the Buddha 
with light (the candle on the raft) the act of 
floating away the candle raft is symbolic 
of letting go of all one’s rancors, 
indignation and defilements, so that one 
can start life afresh on a better foot. People 
will also cut their fingernails and hair and 
add them to the raft as a symbol of letting 
go the bad parts of oneself.

Chiang Mai

Chiang Mai was the ancient capital of 
the former Lanna Kingdom. Loy Krathong 
festival in Chiang Mai is known as Yi-
Peng. “Yi” in the northern dialect means 
two, while “Peng” is equivalent to full 
moon in central Thai dialect. Therefore, 
Yi-Peng means the full moon night of the 
twelfth lunar month. Chiang Mai hosts the 
largest and most popular Yi Peng event in 
the country. In this festival, Chiang Mai 
people not only float Krathong in the Ping 
River but also float lanterns, called Khom 
Loy, into the night sky. Lantern is made 
from a thin fabric, such as rice paper, to 
which a candle or fuel cell is attached. 
When the fuel cell is lit, the resulting hot 
air which is trapped inside the lantern 
creates enough lift for the Khom Loy to 
float up to the sky (Wikipedia). Across
Chiang Mai, thousands of Khom Loy rise 
into the sky every night. In addition, 
firecrackers explode in the streets and 
fields.

Figure 2. Yi-Peng festival 

In Chiang Mai Yi-Peng festival takes 
place over two days. The night of the full 
moon is known as Krathong Yai. In 2010 
this will take place on Sunday, November 
21. The night before is known as Krathong 

Lek. The Krathong Lek parade contest is a 
small-sized krathong procession and then 
floats them on the river, while Krathong 
Yai parade is large krathong procession 
and usually contestants in the Noppamas  
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Queen Beauty contest. These parades were 
supported by government, municipalities, 
local government commercial enterprises 
and major institution. On Yi-Peng eve 
(starting from Tha Pae Gate to the front of 
Municipal office), the procession goes 
through the main thoroughfares of the city, 
eventually ends at the Ping River where 
crowds of people are waiting to watch the 
spectacle.

Sukhothai

Loy Krathong was originally started 
in the ancient capital of Sukhothai. Today 
this festival is known as “Sukhothai Loy 
Krathong and Candle Festival”. The 
highlight of the Sukhothai Loy Krathong

celebration is not only Krathong-making 
contest, hanging lantern contest and 
beauty contests, but also the display of 
lighted candles and fireworks, folk danc-
ing, parades, and a spectacular light and 
sound presentation of “Dawn of Happiness 
Ceremony” performance. The festival 
usually takes place in Sukhothai Historical 
Park for three days. At Sukhothai Loy 
Krathong festival, visitors will be dazzled 
by the float procession of large Krathong. 
The procession will consist of Krathongs 
which are supported by government 
agencies, state enterprises, and private 
sectors. There are also a Krathong design 
contest, the Miss Noppamas Beauty 
Contest, and Sukhothai arts and culture 
performances. 

Figure 3. Sukhothai Loy Krathong and Candle Festival 

The beauty contests in this festival are 
generally known as "Nopphamat Queen 
Contests". According to the legend, Nang 
Noppha was a consort of the Sukothai 
King Loethai (14th century) (Wikipedia) 
and she had been the first to float a 
decorated raft. However, this is a new 
story which was invented during the first 
part of the 19th century. There is no 
evidence if Nang Nopphamat ever existed. 
Instead, it is a matter of fact that a woman 
of this name was instead the leading 
character of a novel released during the 

end of the reign of King Rama III – 
around 1850 (Wikipedia). Her character 
was written as guidance for women who 
wished to become civil servants. 

Tak

The fame of Loy Krathong festival at 
Tak is Krathong Sai which is a unique 
custom of threading coconut shell 
Krathongs together and floating them in a 
candlelit chain down the Ping River from 
the 200 year-old Rattanakosin Bridge in  
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Amphoe Mueang Tak (Unseenthailand, 
2011). The Ping River that passes by the 
provincial city of Tak is not deeper than 
one's waist, with underwater sand bars 
curving into different shapes, forcing the 
current to meander. When the lit 
Krathongs are floated onto the right 
current, one after another, they would 
meander along and make beautiful and 
twinkling curving lines, or Sai in Thai, 
amid the darkness of the night.  

Because groups of people gather at 
the river banks, each bringing along 
thousands of Krathong made from coconut 

shells and dried wicks made from coconut 
flesh anointed with oil or ash and sing and 
dance merrily, this festival reflects the 
unity of the local people. The winner team 
of Krathong Sai competition will receive 
Majesty the King’s trophy 
(Unseenthailand, 2011). Other remarkable 
activities include the floating lanterns of 
the Royal Family, the procession of the 
Royal Krathong and lantern. This festival 
also features fireworks, a light-and-sound 
water curtain presentation of the “The 
Legend of Krathong Sai”. Other 
attractions include a beauty pageant and a 
bazaar of local handicrafts and other 
OTOP products. 

Figure 4. Krathong Sai Festival

METHODOLOGY

Research instruments 

The research is a primary research, so 
the survey is undoubtedly the most 
common method for this research. The 
questionnaire is designed for the survey 
and consists of four sections. The first 
section concerns respondent’s socio-
economic and demographic charac-
teristics, namely gender, age, nationality, 
education, occupation and income. The 
second section includes questions on 
tourist holiday namely, transportation 
used, type of accommodation and number 
of people in group. In the third section, 
there are the purpose, motivation and 

information about the reasons to choose 
where to attend the festiva. The last 
section of question contained a set of 
questions about satisfaction and perform-
ance evaluation.

Study site and data collection 

To examine the tourist motivation, 
characteristic and satisfaction of Loy 
Krathong festival, a survey was conducted 
on 19-21 of November 2010 by means of 
questionnaire. The questionnaire consists 
of three different parts, namely socio-
demographic, tourist motivations and 
tourist satisfaction. In this study domestic 
tourist is person traveling beyond his or 
her usual province of residence, while  
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An international tourist travels outside of 
the usual country of residence. Data were 
collected from three provinces, namely 
Chiang Mai, Sukhothai, and Tak. The 
1,200 of Thai questionnaires and 300 of

foreigner questionnaires are divided into 
400 and 100 questionnaires, respectively 
for each province. SPSS statistical 
software was used to analyze the data.

Table 1. Demographic characteristics of domestic and foreign tourists 

Item Foreign respondents Thai respondents 
n = 300 % n = 1200 % 

Gender 
     Male 177 59 557 46.4 
     Female 123 41 643 53.6 
Age
     lower 24  years   80 26.7 357 29.8 
     25-34 years 86 28.7 362 30.2 
     35-44 years 38 12.7 211 17.6 
     45-54 years 44 14.7 163 13.6 
     55-64 years 41 13.7 90 7.5 
     upper 64 years  11 3.7 17 1.4 
Marital Status 
     Single 132 44 626 52.2 
     Married 129 43 478 39.8 
     Divorced 39 13 96 8 
Education 
     High school or less 67 22.3 325 27.1 
     Associate degree 35 11.7 103 8.6 
     Bachelor degree 112 37.4 641 53.4 
     Graduate 86 28.7 131 10.9 
Occupation
      Student 21 7 290 24.2 
     EmpLoyee 142 46.4 569 47.42 
     Vender, business owner 40 13.3 194 16.17 
     Housewife, retired 30 10 24 2 
     Other 67 22.3 123 10.25 
Income
     0-20,000 / (less 10,000) baht 67 22.3 (535) (44.6) 
     20,001-35,000 / (10,001-15,000)  baht 7 2.3 (195) (16.2) 
     35,001-50,000 / (15,001-30,000)  baht 34 11.3 (292) (24.3) 
     50,001-70,000 / (30,001-45,000)  baht 20 6.7 (72) (6) 
     70,001-100,000 / (45,001-60,000)  baht 26 8.7 (60) (5) 
     upper 100,001 (upper 60,000)  baht 90 30 (46) (3.8) 
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Table 2. Loy Krathong trip information

Item Foreign respondents Thai respondents 
n = 300 % n = 1200 % 

Number of people with you 
     Alone 35 11.7 0 0 
     1-3 peoples 195 65 285 23.8 
     4-6 peoples 37 12.3 440 36.7 
     7-9 peoples 16 5.3 194 16.2 
10-12 peoples 12 4 133 11.1 
upper 12 peoples 5 1.7 148 12.3 
First time to visit 
     Yes 166 55.3 651 54.2 
     No 134 44.7 549 45.8 
Transportation 
     Motorcycle 20 7 65 5.4 
     Car 45 15.8 812 67.7 
     Bus 57 20.1 264 22 
     Train 28 9.9 11 0.9 
     Plane 134 47.2 48 4 
How long do you plan to stay this festival?  
     1 day 60 20 361 30.1 
     2 days 92 30.6 383 31.9 
     3 days 83 27.7 266 22.2 
     more than 3 days 65 21.7 190 15.8 
Accommodation 
     Hotel 137 45.7 331 27.6 
     Home stay 27 9 29 2.4 
     Resort 11 3.7 91 7.6 
     Rent room/Guesthouse 118 39.3 365 30.3 
     Friend/relative 7 2.3 187 15.6 
     not stay 0 0 197 16.4 
Why did you choose Loy Krathong in this province 
     Fame and advertisement 75 25 89 8 
     Visit friend and relatives  35 11.7 133 11.9 
     Self interest 101 33.7 494 44.6 
     Promotion and package tour 7 2.3 27 2.4 
     Religious and culture 38 12.7 97 8.7 
     Economy 41 13.7 95 8.6 
     Invitation and recommendation 3 1 123 11.1 
     Safety (Political issue, accident, natural 
disaster) 0 0 51 4.6 
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EMPIRICAL RESULTS 

The first step in the analysis was to 
describe the data. Table 1 presents 
demographic characteristic of domestic 
and foreign tourists. Of the 1,200 Thai 
respondents, and 350 foreigner respond-
ents, males are 46.4 percent and 59 
percent, and females 53.6 percent and 41 
percent, respectively. On age, around 60 
percent of Thai respondents and 55.4 
foreign respondents are lower than 35 
years of age. Of these, majority is between 
25-34 years old. Majority of the marital 

status of Thai and foreign respondents are 
single with 52.2 percent and 44 percent 
respectively. In terms of occupation, most 
of the Thai respondents are employee 
(47.42) and student (24.2), and most of the 
foreign respondents are employee (46.4) 
and business owner (13.3). Regarding 
education level, 53.4% and 37.4% of Thai 
and foreign respondents have bachelor 
degree. In terms of income, about 44.6% 
of Thai respondents had lower than 10,000 
baht, while about 22.3 of foreign 
respondents had lower than 20,000 baht. 

Table 3. Information sources 

Item Foreign respondents Thai respondents 
n = 300 % n = 1200 % 

     Friend/relative 117 39 905 43.9 
     TV advertisement 5 1.7 347 16.8 
     Internet 62 20.7 61 3 
     Newspaper 3 1 97 4.7 
     Radio advertisement 2 0.7 40 1.9 
     Guide Books 66 22 353 7.1 
     Flyer 5 1.7 82 4 
    Other 40 13.3 32 1.6 

Table 2 presents journey information. 
Of the Loy Krathong interviewees, 54.2 of 
Thai respondents and 55.3 percent of 
foreign respondents are first-time visitors 
to the Loy Karthong festival. Thai 
respondents do not prefer to travel alone 
while 11.7% of foreign respondents travel 
alone. The majority of numbers of people 
in the trip of Thai visitors are 4-6 members 
(36.7%), but of foreign visitors are 1-3 
members (65%). In terms of domestic 
tourism, the majority of Thai respondents 
are more likely to attend the festival by car 
(67.7%), while international tourists, 
foreign respondents are more likely to 
attend the festival by plane (47.2%). Both 
most Thai and foreign respondents plan to 
stay in this festival for 2 days (30.6% and 
31.9% respectively), which length of stay 

is short haul travel. In terms of 
accommodation, majority of Thai tourists 
choose to stay in rent room/guesthouse, 
while foreign tourists prefer to stay in 
hotel. The reason is that both hotel and 
room/guesthouse are established in central 
cities and close to the Loy Krathong 
tourist attraction. Since advertising is the 
most common form of promotion. The 
respondents were questioned ‘How did 
you find out about the festival?’  The first 
information source ranking of Thai and 
foreign respondents is ‘friend/relative’, the 
second and third for Thai respondents is 
‘TV advertisement’ and ‘Guide books’, 
while the second and third for foreign 
respondents is ‘Guide books’ and 
‘Internet’, respectively. 
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Table 4. Travel motivation and satisfaction evaluation 

Item Foreign respondents Thai respondents 
n = 300 % n = 1200 % 

The respondents’ motivations  
     Socialize with friends 48 6.6 28 3.86 
     Build relation with family 23 3.1 28 3.86 
     Be a family activity 22 3 25 3.45 
     Relax physically and mentally  45 6.1 34 4.69 
     Have good time with friends 35 4.8 51 7.03 
     Enjoy a special event 50 6.8 45 6.21 
     Bring out the youth in me 16 2.2 21 2.9 
     Enjoy the thrills 24 3.3 31 4.28 
     Enjoy the food 34 4.6 47 6.48 
     Have a sense of discovery 45 6.1 49 6.76 
     Attend a cultural event 47 6.4 54 7.45 
     Sound like fun 29 4 22 3.03 
     Explore new things 57 7.8 51 7.03 
     Experience customs and cultures different from 
my own 50 6.8 40 5.52 

     Increase knowledge of local culture 50 6.8 49 6.76 
     Enjoy variety of things to see & do 36 4.9 28 3.86 
     Reduce tension, anxiety and frustrations 15 2 19 2.62 
     Look at things that never seen before 42 5.7 26 3.59 
     Meet new people 25 3.4 29 4 
     Observe 22 3 20 2.76 
     Routine 10 1.4 16 2.21 
     Not by myself 7 1 12 1.66 
Satisfaction evaluation 
     Duration of the festival 1.82 1.53 3.95 0.734 
     Atmosphere and environment 2.30 1.78 4.16 0.754 
     Demonstration/performance   1.87 1.60 4.19 0.799 
     Display/exhibition 1.54 1.33 4 0.751 
     Safety 1.83 1.54 3.82 0.806 
     Transportation 2.03 1.66 3.52 0.917 
     Waste and garbage management 1.68 1.40 3.46 0.9 
     Ticket price 1.75 1.48 3.55 0.959 
     Information (sign, information booth) 1.71 1.18 3.9 0.821 
     Quality of goods and souvenir 1.79 1.09 3.8 0.816 
     Friendliness of residents 2.20 1.77 4.15 0.764 
     Entertainment 1.90 1.63 4.1 0.786 

Table 4 shows the travel motivations 
and performance evaluation. The top five 
motivations for Thai respondents are 
attending a cultural event, having good 

time with friends, exploring new things, 
having a sense of discovery, and 
increasing knowledge of local culture 
while for foreign respondents are explor- 
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ing new things, experiencing customs and 
cultures different from their own, enjoying 
a special event, increasing knowledge of 
local culture, and socializing with friends. 
In terms of satisfaction evaluation, the top 
five most satisfactions for foreign tourists 
are demonstration and performance, 
atmosphere and environment, friendliness 
of residents, entertainment, and display/ 
exhibition. Top five most satisfactions for 
Thai tourists are atmosphere and environ-
ment, friendliness of residents, transport-
ation, entertainment, and demonstration 
and performance.  

Table 5 shows understanding of 
attendees about legend and beliefs on Loy 
Krathong festival; material used for 
krathong making, and firework playing. 
From survey, the attendees realize legend 
and beliefs on Loy Krathong festival 
though they have learned from high school 
and their parents. Surprisingly, 56.7% of 
foreign attendees do not understand the 
legend and beliefs on Loy Krathong 
festival. The rest of them learned the story 
of Loy Krathong from internet and guide 
book.

Krathong is traditionally made from 
banana tree leaf and trunk. However, 

modern krathong are more often made of 
bread or Styrofoam. A bread krathong will 
disintegrate in a few days and be eaten by 
fish and other animals. The traditional 
banana stalk krathong are also 
biodegradable, but styrofoam krathongs 
are frowned on, since they are pollutants 
that may take years to disintegrate. 
Therefore, attendees were asked what kind 
of krathong did you purchase? This 
question reflects the environmental 
responsibility of attendee. The result from 
Table 5 shows that most of krathong 
material those attendees choose comes 
from banana leaf and trunk.  

In nocturnal festival, fireworks are 
used worldwide as a part of cultural 
celebration. However, every year, personal 
use of fireworks is associated with serious 
injuries. In case of Loy Krathong festival, 
fireworks have been widely used during 
the festival, which has resulted in injuries. 
Therefore, the respondents were asked 
‘Did you play firework?’. The answer of 
the most of respondents did not play 
firework, because it is very dangerous and 
lavish. However, they prefer to attend 
public firework displays conducted by 
professionals rather than engage in 
personal use of fireworks.

Figure 5. Types of krathong
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Table 5. Understanding in festival belief, material of Krathong and firework playing 

Item Foreign respondents Thai respondents 
n = 300 % n = 1200 % 

Belief or intuition behind Loy Krathong festival 
     No 170 56.7 131 10.9 
     Yes 130 43.3 1069 89.1 
Material of Krathong 
     Banana-leaf of natural material 290 64 994 82.9 
     Foam or plastic 4 1.3 9 0.8 
     Bread 3 1 178 14.8 
     Others 3 1 19 1.6 
Firework playing 
     No 224 74.07 1065 88.8 
     Yes 76 25.3 135 11.2 

CONCLUSION

Tourism is an increasingly widespread 
and complex activity that requires sophis-
ticated management to realize its full 
potential as a positive economic, environ-
mental, social and cultural force.  Festivals 
have become one of the fast growing 
tourist attraction activities. Loy Krathong 
Festival is one of the most important night 
festivals in Thailand. This festival has 
long history and represents a close bond 
between Thai people and river. It takes 
place annually throughout Thailand on the 
full moon night of the twelfth lunar month 
when the water level is fully high and the 
climate is cooler. During the full moon 
night, Thais float their Kratongs, con-
tainers traditionally made from banana 
leaves and carrying offerings of incense, 
lotus flowers and small money, over the 
river.

The objectives of this study are (1) to 
investigate the motivation, festival’s 
performance and visitor satisfaction of 
Loy Krathong Festival, (2) to study the 
relationship between festival participants’ 
motivation, performance evaluation, and 
visitor satisfaction, (3) to explore the 
differences between domestic and foreign 

participants, and (4) to analyze the 
environmental responsibility and firework 
safety awareness of Loy Krathong 
Festival. Data are collected from three 
provinces, namely Chiang Mai, Sukhothai 
and Tak. The total of 1,500 sample sizes 
was collected during the festival, from 
November 21 to November 23, 2010. Of 
these, 1,200 respondents were Thai 
visitors, and 300 were foreign visitors.

The empirical results showed that 
Thai visitors and foreign visitors are 
different in terms of the perception of 
travel information, motivations, perform-
ance evaluation, and satisfaction. The 
findings can be useful information for the 
tourism agents to improve the quality of 
products and services and use different 
marketing channels to market the festival 
to Thai visitors and foreign visitors. The 
result also indicated that friend, internet 
and guidebook are the best information 
sources. Parade, atmosphere and 
environment, friendliness of residents, and 
transportation are top satisfaction for both 
groups. Most visitors mainly concerned 
have the responsibility to the environment 
by making Kratongs from natural 
materials such as banana leaf or bread, and 
they believe that fireworks playing are  
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unnecessary for this festival. 
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ABSTRACT  

The main purpose of this paper is to explore the relationship between serious leisure 
and tourist satisfaction of aboriginal museums. The paper offers an invaluable perspective 
for the interdisciplinary knowledge of serious leisure and cultural tourism. This research 
adopts a quantitative approach and the authors collected data in three aboriginal museums 
in Taiwan using the purposive sampling technique. The sample comprises over 400 
tourists who have been to one of each aboriginal museum. The data are analyzed through 
structural equation modeling. The results show that a positive relationship exists between 
serious leisure and tourist satisfaction. Specifically, the stronger traits of serious leisure 
reflect, the higher tourist satisfaction on aboriginal museums responses. The findings have 
relevant implications for museum management team in assisting them in understanding 
tourist satisfaction by linking serious leisure theory to cultural tourism practice. The major 
contribution of this research is twofold. Firstly, research relating to serious leisure and 
tourist satisfaction in the setting of aboriginal museums has been scant. Secondly, this 
research is also focused on tourist characteristics and their demographic information. As 
such, this research provides a unique perspective of cultural tourism by examining 
relationship between serious leisure and tourist satisfaction of aboriginal museums. 

Key words:  Aboriginal tourism, serious leisure, tourist satisfaction, Taiwan 

INTRODUCTION
 

U.S. cultural and heritage tourism 
marking council reported 78% of domestic 
tours for Americans were involved in 
cultural or heritage tourism in 2009 and 
the average expenditure for getting 
involved in this sort of activities was 
US$994 per person. Similarly, the national 
survey of culture, leisure, adult and child 
sport report sponsored by UK statistics 
Authority indicated that 67.3% adults has 
at least twice attended cultural activities in 

2009. Taiwan is no exceptions. According 
to a domestic travel report provided by 
Taiwan Tourism Bureau (2010), Taiwanese 
tourists mostly enjoy watching scenery 
(45.3%), followed by eating out (26.1%) 
and cultural experiences (22.3%). As such, 
cultural tourism is an emerging global 
phenomenon worthy of more exploration. 
Among cultural experiences, museum 
visits not only fulfill the major functions 
of cultural tours but also satisfy leisure 
needs for local visitors. The functions of 
museums, by and large, include  preserv- 
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ation, display, and exhibition of various 
collections. Museums in modern terms 
have gradually moving from providing 
passive functions i.e. display toward 
indeed interactive functions such as 
learning, leisure, entertainment, excite- 
ment, and education (Thompson, 1993; 
Kotler and Kotler, 2000). While visiting 
museums, tourists tend to look for 
comfortable, peacefulness, rather than 
anxiety, frustration, and disorientation so 
as to be able to concentrate on exhibition 
or display (Goulding, 2000). 

Smith (1989) pointed out that the 
essence of aboriginal tourism is to market 
the unique culture of aborigines to the 
human being. Further, issues relating to 
aboriginal tourism and its development are 
important areas for conducting tourism 
research. The main purposes of attending 
aboriginal tourism activities are to observe 
aboriginal manifestation and life styles 
(McIntosh and Goeldner, 1995). In fact, 
visiting aboriginal museums have become 
one duly way of understanding aboriginal 
cultures. For instance, many aboriginal 
festivals have included museums as one of  
tourism spots for tourists to visit 
permanent or special exhibits. However, 
very limited research has studied 
aboriginal museums including satisfaction 
of visitors or tourists from various 
theoretical perspectives. 

Unlike people who are involved with 
activities of casual leisure- which requires 
little or no special training- possessing 
characteristics of short-lived, pleasurable, 
and temporary involvements (e.g., day 
dreaming or taking a tea), golfers, 
bird-watchers or even museum volunteers 
are seen as serious leisure participants 
(Stebbins, 2001). Moreover, Stebbins 
(2009) revealed that those who are 
interested in arts including visiting 
museums are recognized as key players of 
serious leisure. Serious leisure refers to 
any leisure activities acquires substantial 
interests from amateurs,  hobbyists,  or 

volunteers (Stebbins, 2007). Special skills, 
knowledge, and experience are pre- 
requisites for serious leisure. Museum 
visits, therefore, have been categorized as 
a form of serious leisure. 

Orr (2006) stated the motivations of 
volunteers, from the serious leisure 
perspective, providing services for 
historical heritage museums are in large 
part craving for leisure experiences and 
self-identities; in turn, volunteers have 
gained satisfaction. Nevertheless, relevant 
studies relating to tourist satisfaction and 
serious leisure in the context of aboriginal 
museums are scant. Therefore, the main 
purpose of this research aims to explore 
the relationship between serious leisure 
and tourist satisfaction of aboriginal 
museums. 

Literature review 

Literature review part is comprised of 
theoretical research for serious leisure, 
aboriginal tourism, and satisfaction on 
aboriginal museums. 

METHODOLOGY

Sampling and Pretest 

Prior to the pretest, all question items 
were proofread by hospitality experts and 
scholars so as to reach the face validity. 
The pretest was conducted in three of the 
most well-known aboriginal museums in 
Taipei in December, 2010 and a purposive 
sampling method was adopted. That is, 
respondents must be at least 18 years old 
(Waitt, 2000). At the same time, they must 
have visited one of aforementioned 
museums within one year. After 
researchers distributed 120 questionnaires, 
a satisfactory internal consistency was 
obtained by passing the reliability test. 
Afterwards, few wordings modification 
was done in an attempt to meet the content 
validity requirement.  
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Survey Instruments and Data 
Analysis

With reference to survey instruments, 
the scale of dimensions of serious leisure 
was drawn based on the researches of 
Stebbins (1982) and Liang and Tsaur 
(2008). In total, 21 items of six 
dimensions (i.e., perseverance, career, 
personal effort, long-lasting benefits, 
subculture, and identification) were 
presented including sample items such as: 
“If there is no visiting museum in my life, 
I will feel bored”; “I devote considerable 
effort and time to taking part in visiting 
museums”. As for tourist satisfaction, the 
survey instrument of research of Rojas and 
Camarero (2008) was adapted. Five items 
were covered including one sample item: 
“This is one of the best museums I could 
have visited” A five-point Likert scale was 
administered for all instruments, ranging 
from least agreeable (1) to mostly 
agreeable (5). In addition, demographic 
information and consumption behaviors of 
tourists such as source of information and 
re-visit intention are included. 

Regarding the data analysis, this study 
uses descriptive statistics to describe 
customers’ characteristics and distribution. 
Afterwards, reliability analysis is employ- 
ed to measure serious leisure and tourist 
satisfaction so as to figure out whether 
items have internal consistency for 
reliability in scale. In order to examine 
differences of basic personal information 
of tourists on serious leisure and customer 
satisfaction, one way ANOVA analysis is 
administered. Finally, a confirmatory 
factor analysis and a structural equation 
model will be adopted in an effort to 
testify the effectiveness of the model and 
the causal relationship between serious 
leisure and tourist satisfaction. 

    With respect to tourists’ 
characteristics of pretest, one hundred 
questionnaires were completed and valid.  

Most (97%) respondents were not 
aboriginal. A small majority (63%) were 
female. With respect to age, the largest 
group of respondents was 21-30 years old 
(47%). Most had a college degree (68%) 
and came from northern Taiwan (72%). A 
quarter was students (25%), followed by 
business (17%) and governmental 
employees (17%). Roughly, one third 
(32%) of respondents referred 
words-of-mouth as an information source. 
However, most traveled with friends or 
colleagues (39%) and they are inclined to 
use mass transportation vehicles such as 
MRT (Mass Rapid Trans) or buses (66%). 
The majority (53%) had been to other 
aboriginal communities. Thus, most had 
previous experience with and a basic 
understanding of the representation of 
aboriginal tourism. An overwhelmingly 
majority of respondents would like to 
re-visit the same museum (98%). 
Nevertheless, only two percent of 
respondents purchased souvenir such as 
accessories made of glass beads. 

EXPECTED RESULTS 

This study expects to discover the 
following findings: First, serious leisure is 
inclined to have positive influences on 
tourist satisfaction. Second, significant 
differences exist among tourists’ character- 
istics and demographic variables. This 
research provides a unique perspective of 
cultural tourism by examining relationship 
between serious leisure and tourist 
satisfaction of aboriginal museums. As 
such the findings of this study are likely to 
contribute to perspectives of both 
academics and industry practitioners in 
cultural tourism fields. 
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ABSTRACT 

The objectives of this study are: 1) understand the characteristics and attributes of 
tourist motivation, tourism image, experiential value and tourist satisfaction for tourists of 
Penghu Geology Park, 2) discuss relevance of tourist motivation, tourism image, 
experiential value and tourist satisfaction, and 3) provide information and suggestions for 
Penghu government and business entrepreneur to effectively promote Penghu Geology 
Park. The result of the study indicates that motivation is not a strong contributor to tourist 
satisfaction, which contradicts the literature. However, certain past research results do 
suggest poor relationship between motivation and satisfaction, which is a pre-visit part of 
behaviors. The expectations are subsequently tested against the tourism experiences and 
then contribute to the formulation of tourist satisfaction.

Two things can be derived from the above rationale. First, tourism motivation is often 
considered as an indirect antecedent of tourist satisfaction. Secondly, one must distinguish 
the difference between the importance and performance aspects of tourism motivation. 
The former helps to form expectation and the latter contributes to satisfaction. One other 
interesting fact is the relatively weak casual relationship between motivation and tourism 
image. As a form of expectation, tourism image is, without a doubt, partially affected by 
tourism motivation. However, imagination is less certain than experience, which may 
explain the weak relation. This fact takes the discussion back to the previous point that 
performance aspect of tourism motivation is what fuels tourism image. Simply put, 
imaginations must be consolidated with facts. Apart from hypothesis H3, all other 
hypotheses have been positively supported by the empirical data. Furthermore, the reason 
for the disproving of H3 has been explained. Since the questionnaire is not designed with 
performance part of tourism motivation, the study cannot verify the validity of the above 
rationale. Future study may include this finding in their questionnaire design. 

Key words: Tourist motivation, tourism image, experiential value, tourist satisfaction,
                     Penghu Geology Park 
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INTRODUCTION

Research problem 

The process of decision-making of 
tourists has been an important research 
topic in tourism domain. (Castro, Armario, 
& Ruiz, 2007; Chi & Qu, 2008). Sirakaya 
and Woodside (2005, p. 816) assert that: 

To explore and understand the 
variables exist in tourist destine 
decision-making process and to 
investigate the complex relation-
ships between the variables is future 
research direction for tourism 
industry.

The main theory proposed by this 
study is based on the assertion of scholars 
(Chi & Qu, 2008; Choi, Lehto, & 
Morrison, 2007) that tourist satisfaction is 
the most important attribute to understand 
tourist decision-making process. It is also 
the fundamental business objective for 
tourist and service industry.

Oliver (1980) defined satisfaction as 
‘‘a judgment that a product or service 
feature, or the product or service itself, 
provides pleasurable consumption related 
fulfillment’’. Satisfaction is thus conceived 
as a fulfillment response employed to 
understand and evaluate the consumer ex-
perience. Also, consumer satisfaction is an 
attitude change resulting from the 
consumption experience (Oliver, 1981). 
Once consumers are satisfied with a 
service and its associated products, they 
become more likely to re-purchase or shop, 
which then increases company profits 
(Gupta, McLaughlin, & Gomez, 2007; 
Heskett & Schlesinger, 1994). 

Scholars have explored many 
different perspectives of how customer 
satisfaction is achieved by meeting 
customer needs. Marketing scholars have 
also postulated that customer service 
encounters instill good customer impress-  

ions of a company (Grove, Fisk, & Dorsch, 
1998). In the literature on customer 
service encounters, Spark et al. (2008) 
investigated the correlation between 
customer value and satisfaction in the 
timeshare industry. Moreover, Spark et al. 
(2008) and Jensen and Hansen (2007) 
mentioned that future studies would 
empirically study the ‘‘relationship 
between customer value and satisfaction 
and related dimensions of customer value 
after customers receive service from 
tourism products.’’ 

Tourist motivation is the drive which 
causes the tourist to travel in order to 
satisfy the society or the psychological 
need (Gartner, 1993; Iso-Ahola & Allen, 
1982; Kim & Lee, 2002; Moutinho, 1987). 
Tourist motive is the control factor of 
tourism behavior. Along with past tourism 
experience, personal characteristics and 
tourism expectation, tourist motive drives 
different tourism behaviors. The most 
important element to understand tourist 
behavior is to study tourist motivation and 
satisfaction (Dunn Ross & Iso-Ahola, 
1991). Understanding the motivation is the 
only way to explain a behavior. The same 
way, only by understanding the motives 
and needs of tourists, to take 
corresponding measures and services can 
the tourist industry meet the needs of 
tourists. This study focuses on the motives 
of tourists who come to Penghu Basalt 
Geology Park. According to the study (R. 
W. McIntosh, Goeldner, & Ritchie, 1995), 
there are five different tourist motives. 
They are 1) Physiological motive, 2) 
Cultural motive, 3) Interpersonal motive, 4) 
Social Status motive and 5) Prestigious 
motive. However this study used the 
suggestion of Meng, Tepanon and Uysal 
(2008) that concludes 4 tourist motives: 1) 
Sightseeing, 2) Rest and relax, 3) Having 
fun with family and 4) Adventure and 
romantic. 

The topic of Image has been discussed 
for many years in the fields of Social  
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Study, Psychology Study, Marketing 
Study and Consumer Behavior Study. 
Tourism Image is the cognition and 
emotion appraisal of individual or 
association toward a specific place 
through multi-stratification concept of 
knowledge, impression, prejudice, imagi-
nation and emotion (del Bosque & Martín, 
2008; Lawson & Baud-Bovy, 1977). 
Baloglu and McCleary (1999) thought the 
tourism image is compiled from individual 
cognition with the emotion (affective), 
faith (beliefs) as well as the knowledge 
(knowledge) and pointed out that the 
tourism image has remarkable influence 
on destination choice and traveling 
behavior of tourists. Kotler, Bowen, and 
Makens (2003) thought the reason that 
many Tourist attraction place are unable to 
effectively plan marketing strategy is due 
to inability to recognize its special 
characteristic. Therefore, it is very 
important for a tourist spot to grasp its 
own unique image (image) to carry on the 
effective propaganda. 

Experiential Marketing has been the 
new trend for many industries. Companies 
have moved away from traditional 
“features-and-benefits” marketing toward 
creating experiences for their customers. 
This shift toward experiential marketing 
has occurred as a result of three simult-
aneous developments in the broader 
business environment: The Omnipresence 
of Information Technology, The supreme-
acy of the Brand and The Ubiquity of 
Communications and Entertainment 
(Schmitt, 1999). In the past, the product or 
service provided to customers emphasized 
only on the external effects. Most of them 
have a life span, once the life span of the 
product or service expire, the benefit or 
satisfaction the customer has vanished. 
Experiential marketing emphasized on 
customer service through product to bring 
customer unique personal experience and 
leave customer with lasting pleasant 
memory. This intangible experiential value 
creates even more economic benefit than  

product or service to the customer. The 
unique experiential value is what the 
tourist loves to pursue. 

After reorganizing amusement and 
tourism related documents, this study 
examines the relationships among Tourist 
Motivation, Experiential Value, Tourism 
Image and Tourist Satisfaction. This study 
also takes Penghu Basalt Geological Park 
as research focus area with thorough 
diagnosis and discussion. 

Research objectives 

Although Baloglu & McCleary (1999) 
and Chon (1991) once pointed out that the 
tourism image or tourist motive is the 
important attribute to affect tourist's 
traveling appraisal and the future intention 
(i.e. traveling once more), however, there 
are very few studies that discuss four 
subjects simultaneously in the past. Castro 
et al. (2007, p.178) and Lee, Lee & Lee 
(2005) pointed out that in the past 
although studies discussed the relationship 
between tourist satisfaction and the 
tourism image (Anderson & Sullivan, 
1993), or tourist motive and tourism image, 
for example the relationship between 
tourist psychology motive and 
emotionality tourism image (Baloglu & 
McCleary, 1999), but only very few 
studies actually verify and prove the 
hypothesis. Due to this fact, this study 
looks into the variables affecting 
satisfaction of tourists coming to Penghu 
Geological Park and examines the 
relationships among all the variables.  

The objectives of this study are: 

1. Understand the characteristics and 
attributes of tourist motivation, tourism 
image, experiential value and tourist 
satisfaction for tourists of Penghu Geology 
Park.

2. Discuss relevance of tourist 
motivation, tourism image, experiential 
value and tourist satisfaction. 
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3. Provide information and suggest-
ions for Penghu government and business 
entrepreneur to effectively promote 
Penghu Geology Park. 

Literature review 

The geology park 

The Geological Park is an action plan 
the United Nations Educational, Scientific 
and Cultural Organization (UNESCO) 
developed in 1997 in order to protect and 
develop not only the Earth with special 
geological terrain landscape but also 
includes the surrounding natural 
environment and cultural resources, to 
expand geological tourism (geotourism), 
create jobs, promote local economic 
development and to bring real and 
sustainable economic benefits. By helping 
people understand the geological evolution 
of the landscape, to enhance public 
awareness on the world heritage values , to 
use the Earth's resources wisely and finally 
to achieve harmony between people and 
the interaction of the Earth (UNESCO 
site). In this plan, from all over the world, 
UNESCO will select the recommended 
geological inheritance of iconic, special 
and important areas, to give "the United 
Nations Educational Scientific and 
Cultural Organization Geology Park 
Outstanding Markers "(UNESCO Geology 
Parks seal of excellence). 

 Tourist motivation 

Travel motivation is drives which can 
make tourists undertake trips in order to 
meet the social or psychological needs 
(Iso-Ahola & Allen, 1982; Kim & Lee, 
2002; Moutinho, 1987). Travel motivation 
also influences the choice of destination 
(Bansal & Eiselt, 2004). Thus, travel 
motivation is a basic drive which can 
dominate tourism behavior and drive 
different recreational activities from the 
following aspects which are demand, 
recreational experience, personal 

characteristics, personal experience and 
expectations of the recreational activities.  

In this study, travel motive refers to 
the reasons why tourists undertake 
geological (ecological) tourism activities 
in the Penghu Geopark. The concept of 
travel motivation put forward by McIntosh, 
et al. (1995) can be divided into: 1) 
physical motivation, 2) cultural motivation, 
3) interpersonal motivation, 4) status 
motivation, and 5) reputation motivation. 
For Crandall (1980), it can be divided into 
the need to: 1) enjoy nature, 2) flee from 
civilization, 3) be with family members, 4) 
experience excitement, 5) gain a sense of 
achievement, 6) meet challenges and 
fulfill competitive feelings, 7) kill time, 8) 
and avoid being bored. Knopf and Lime 
(1984) compared the responses of the 
people participating in the fast water 
rafting activity and divided the travel 
motivation into: 1) seeing the scenery, 2) 
achieving peace of mind, 3) learning new 
things, 4) developing skills, 5) avoiding 
crowds, 6) doing sports, and 7) combating 
loneliness.

Beerli and Martín (2004) divided 
travel motivation into four different 
factors, namely a 1) knowledge factor, 2) 
rest factor, 3) recreation factor, and 4) 
reputation factor. Finally, Meng, Tepanon 
and Uysal (2008) investigated why 
families went on short vacations and 
divided travel motivation into 4 different 
factors, 1) a specific tourism activity, 2) 
relaxation, 3) family togetherness, and 4) 
novelty and romance. 

Tourism image 

Tourism image is the cognition or 
emotional evaluation formed by some 
comprehensive concepts, such as the 
knowledge, impressions, prejudices, 
fantasies and emotions related to certain 
destinations (del Bosque & Martín, 2008; 
Lawson & Baud-Bovy, 1977). Tourism 
image is thus very subjective, based on 
both cognition with regard to the  
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destination and an emotional view. 
Tourism image is the integrations of 
different ingredients. The cognition 
implication refers to the evaluation of the 
entity environmental characteristics. And 
the emotion implication represents the 
evaluation of certain emotion 
characteristics induced by the environment 
(Echtner & Ritchie, 2003; Prebensen, 
2007).

According to the study of Gunn (1988) 
and Fakeye & Crompton (1991), both 
concluded three kinds of Tourism Image: 
1) Organic Image, which is the 
accumulation of one’s daily experience. 2) 
Induced Image, which is the modification 
of the organic image through data search, 
3) Complex Image, which is the 
compound image after actual visit. In the 
study of Baloglu & McCleary (1999), they 
pointed out that tourism image is the 
combination of cognition and emotional 
viewpoint, which reflects customer’s 
positive or negative evaluation and 
influences tourist’s choice of destination 
and behavior. 

Moutinho (1987) thought that the 
tourism image has three main ingredients: 
1) knowledge: the tourism information 
consumer has; 2) Attitude: the feeling and 
faith consumer holds; 3) Expectation: the 
advantage consumer desires to gain. 
Echtner & Ritchie (2003) pointed out there 
are 8 elements in tourism image. They are: 
1) Comfort and Safety; 2) Interest and 
Adventure; 3) Natural Scenic; 4) 
Amusement Facility; 5) Atmosphere and 
Climate; 6) Culture Difference; 7) Cheap 
Price; 8) No Language Barrier. Pike and 
Ryan (2004) proposed that there should 
also be a third key factor (behavior or 
conation) to indicate how the tourists 
respond or behave on the basis of their 
original cognition and emotion with regard 
to the destination. 

In conclusion, this study has defined 
tourism image as: the point of view or  

attitude a tourist holds toward a tourism 
destination driven from his or her 
knowledge, impression, past experience, 
updated information and personal feeling 
of such destination.

Tourist experiential value 

“Experience " comes from the Latin 
word "Exprientia", meaning exploration 
and trial. According to Aristotle’s 
interpretation: Experience is produced by 
the sense of memory; many times the 
same memories together. Holbrook and 
Hirschman (1982)  thought that experience 
came from the pursuit of imagination, fun 
and emotional of consumer. Experience 
involves a consumer, to participate in the 
activities, because of activities in the 
consumer mind, and then change the 
perception of the event itself. Pine and 
Gilmore (1999) proposed the so-called 
experience, is the company to serve as the 
arena to business and product as a prop 
around consumers to create memory for 
consumer. That is, with tangible product 
and intangible service to create an 
unforgettable memory for customer.   

Unlike in the past, the goods and 
services to consumers are external. But the 
experience is the existence within the 
hearts of every person. It is the gain of 
individual physically, emotionally and 
intellectually participated in events .No 
one will have exactly the same experience, 
because experience comes from the 
interaction between personal feelings and 
events (McLuhan, 2000). Holbrook (2000) 
divided consumer experience into 
fantasies, feeling and fun, as 3Fs. That 
consumers experience came from the 
pursuit of fantasy, feeling and fun, hoping 
through consumptions to bring pleasure 
and emotional satisfaction. 

Customer request to be treated as an 
individual entity, consumer not only 
concerned about products and services but 
more concerned about quality of life.
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Therefore, this study suggests that: 
experience is personal experience after a 
period of time or activities, a physical and 
mental feeling. This feeling is not 
necessarily true, but the memories are 
deep and unforgettable. 

Contemporary studies of value 
consistently define value as derived from 
using a product or service. For instance, 
Holbrook (1999) defined consumer value 
as an ‘‘interactive relativistic preference 
experience’’, which emphasizes the 
transaction between product and user from 
which value is derived. Experiential value 
perceptions are based on interactions 
involving either direct usage or distant 
appreciation of goods or services. These 
interactions provide the basis for the 
preferences of the individuals involved. 
Mathwick et al. (2001) devised an 
experimental value scale (EVS) for 
measuring these four sub-dimensions of 
customer experiential value. The EVS 
measures consumer return on investment, 
service excellence, escapism and aesthetic 
appeal. 

Previous studies of customer value 
use "rational point of view" to define and 
discuss customer value. Experiential point 
of view not only makes up the deficiencies 
of rational point of view, but explains 
problems rational point of view cannot 
explain. Experience value stresses 
customer evaluation is base on consumer 
experiences. Dodds et al. (1991) studied 
the relationships of perceived price, 
perceived quality, perceived sacrifice, 
perceived value and purchase willingness 
and presented a model for the formation of 
perceived value.

Traditional Experience Value is 
divided into internal and external; internal 
Spiritual value is obtained by the fun 
gained in the process; external material 
value comes from the completion of the 
task. Mathwick et al. (2001) thought value 
is the perception and preference 

consumers experience form product 
attributes and services performed. 
Mathwick basing on Holbrook’s (1994) 
architecture of experience value, divided 
experience value into four types, namely: 
Customer Return on Investment, Service 
Excellence, Aesthetics and Playfulness. 

Tourist satisfaction 

In the consumer behavior domain, 
regards the customer satisfaction as the 
comparison of anticipated reward and the 
invested cost (Churchill Jr & Surprenant, 
1982). In other words, consumer 
satisfaction is the evaluation or comments 
consumer has after purchasing of goods or 
use of services (Woodside & Lysonski, 
1989). Consumer satisfaction is the 
cognition regarding the function of a 
product or the difference of expectation 
consumer has for that product. If the 
product function characteristic conforms 
to the expectation, then the customer is 
satisfied. Otherwise, the customer is not 
satisfied (Kotler, et al., 2003; Oliver, 
1980). The tourist satisfaction of this study 
refers to the psychological feeling and 
emotion condition of a tourist after 
traveling. 

Undoubtedly, satisfaction has been 
playing an important role in planning 
marketable tourism products and services. 
Satisfaction is often used as a common 
and useful indicator to measure consumer 
behavior and to measure the awareness of 
tourism products, academic work, quality 
of life and outdoor recreation. Tourist 
satisfaction is important to successful 
destination marketing because it 
influences the choice of destination, the 
consumption of products and services, and 
the decision to revisit (Kozak & 
Rimmington, 2000). Some researchers 
have also looked at comparison of 
standards used in service quality and 
satisfaction and provided different 
measures of service quality and 
satisfaction (Ekinci, Riley, & Chen, 2001).
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An understanding of satisfaction must be a 
basic parameter used to evaluate the 
performance of destination products and 
services. Among the tourism literature, an 
assessment of tourist satisfaction has been 
attempted using various perspectives and 
theories. Most of the studies conducted to 
evaluate consumer satisfaction have 
utilized models of expectation/ 
disconfirmation (Oliver, 1980), equity 
(Fisk & Young, 1985), norm (Cadotte, 
Woodruff, & Jenkins, 1987), and 
perceived overall performance (Tse & 
Wilton, 1988). The following section 
presents the models that are commonly 
used for assessing consumer satisfaction. 

First of all, according to the 
expectation-disconfirmation model con-
tributed by Oliver (1980), consumers 
develop expectations about a product 
before purchasing. Subsequently, they 
compare actual performance with those 
expectations. If the actual performance is 
better than their expectations, this leads to 
positive disconfirmation, which means 
that the consumer is highly satisfied and 
will be more willing to purchase the 
product again. If the actual performance is 
worse than expectations, this leads to 
negative disconfirmation, which means 
that the consumer is unsatisfied and will 
likely look for alternative products for the 
next purchase.

Chon (1989) found that tourist 
satisfaction is based on the goodness of fit 
between his/her expectation about the 
destination and the perceived evaluative 
outcome of the experience at the 
destination area, which is simply the result 
of a comparison between his/her previous 
images of the destination and what he/she 
actually sees, feels, and achieves at the 
destination.

Oliver and Swan (1989) were 
interested in equity theory. Consumer 
satisfaction can be seen as a relationship 
between the costs of what the consumer  

spends and the rewards (benefits) he/she 
anticipates. Here, price, benefits, time, and 
effort are major factors in determining 
satisfaction (Heskett, Sasser, & 
Schlesinger, 1997). Thus, it can be said 
that if tourists receive benefits or value 
based on their time, effort, and money for 
travel, the destination is worthwhile.  

Latour and Peat (1979) suggested the 
norm theory. Norms serve as reference 
points for judging the product, and 
dissatisfaction comes into play as a result 
of disconfirmation relative to these norms. 
Several authors replaced ‘norm’ with 
‘ideal standard’ in the literature (Sirgy, 
1984). Francken and van Raaij (1981) 
hypothesized that leisure satisfaction is 
determined by the consumers’ perceived 
disparity between the preferred and actual 
leisure experiences, as well as the 
perceptions of barriers (both internal and 
external) that prevented the consumer 
from achieving the desired experience. 
This theory uses some form of 
‘‘comparison standard’’. Consumers 
compare a product they have purchased 
with other products. Tourists can compare 
current travel destinations with other 
alternative destinations or places visited in 
the past. The difference between present 
and past experiences can be a norm used 
to evaluate tourist satisfaction. Therefore, 
comparing current travel destinations with 
other, similar places that they may have 
visited can assess the satisfaction of 
tourists (Yoon & Uysal, 2005).

Therefore, a model that integrates the 
approaches may be most effective in 
assessing tourist satisfaction. Kozak and 
Rimmington (2000) pointed out that 
tourist satisfaction come from many 
different sources, such as services quality, 
natural environment of the landscape, 
recreation facilities, amusement activities 
and psychological experience. This study 
also utilized the concept of multiple 
sources to measure tourist satisfaction. 
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Content of the theoretical 
framework 

Relations of tourist motivation and 
the tourism image 

Baloglu and McCleary (1999) in the 
study of tourism image formation model 
found tourism image by the following two 
factors: Personal factors, including values, 
motives, personal characteristics, age, edu-
cation level and occupation; and incent-
ives factors, including travel information 
sources, tourism and marketing and cir-
culation experience. Beerli and Martín 
(2004) empirically studied tourists to 
Lanzarote Island in Spain, and found that 
travel motivation significantly influenced 
tourism image. This finding was also 
supported by San Martín and del Bosque 
(2008). In his research of the destination 
image of scenic locations in Spain he 
concluded that travel motivation affects 
tourism image.  

Travel motivation has a significant 
positive influence on the evaluation of 
feelings and cognition with regard to the 
travel destination. Tourist image of 
country winery discovered that different 
tourist’s travel motivation influences the 
image cognitions degree of tourist. The 
above listed researches all suggested that 
tourist motivation and tourism image are 
relevant; the formation of tourism image is 
under the influence of motivation. 
Therefore, this study suggests that the 
assumption: H 1: Travel motivation will 
have a positive effect of tourism image 

Relations of experiential value and 
tourism image 

Gartner and Hunt (1987) measured of 
Utah's image change over the past twelve 
years. Study found that Utah's tourist 
image tourists have significantly improved. 
The tourists with more traveling 
experiences give higher image score and 
have better impression of the state. Type of  

tourist experience has the remarkable 
influence to tourism image. Experience 
has remarkable positive influence to 
tourism image. The above research 
literatures concluded experiential value 
and tourism image is relevant. Therefore, 
this study suggests that the assumption: 
H2: Experiential Value has positive effect 
on Tourism Image. 

Relations of tourist motivation and 
tourist satisfaction 

Scholars in various countries have 
found that travel motivation can influence 
travel satisfaction (Prebensen, 2007; Yoon 
& Uysal, 2005). It is clear that recreational 
motivation has a significantly positive 
influence on overall satisfaction. Meng et 
al. (2008) proved that good service has a 
significantly positive influence on the 
overall satisfaction, while family 
togetherness motivation has a non-
significantly positive influence on it. This 
study thus proposes that the higher the 
travel motivation is, the more likely it is to 
have a significantly direct positive 
influence on travel satisfaction with regard 
to the environmental attribute, activity 
equipment and commentary services. 
Therefore, this study suggests that the 
assumption: H 3: Tourist Motivation has a 
positive effect on Tourist Satisfaction. 

Relations of tourism image and 
tourist satisfaction 

Bigne et al. (2001) thought tourism 
image positive effect on tourist satisfaction, 
and willingness to revisit and recommend. 
In their study of tourism image and 
purchase behavior tourist image quality 
positively affect recreation satisfaction and 
revisit intention. The discussion suggests 
that tourism image and tourism 
satisfaction are relevant. Therefore, this 
study suggests that the assumption: H 4: 
Tourism Image has positive effect on 
Tourist Satisfaction. 
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Relations of experiential value and 
tourist satisfaction 

Mano and Oliver (1993) proposed 
that emotional experience of consumers 
has positive impact on satisfaction. Cronin, 
Brady, and Hult (2000) pointed out that 
customer value will affect satisfaction and 
customer behavior intention. Gallarza and 
Gil-Saura (2006) proposed that perceived 
value is a direct antecedent of consumer 
satisfaction. Moreover, Shieh and Cheng 
(2007) tested a consumer behavioral 
model of adolescent and young adult 
online gamers and proposed that 
experiential value (social function, 
empathy and escapism) positively impact 
satisfaction. Furthermore, Sparks et al. 
(2008) found that consumer experiential 
values positively and significantly 
correlate with satisfaction with timeshare 
product. The above research literatures 

concluded, experiential value and tourist 
satisfaction is relevant. Therefore, this 
study suggests that the assumption: H5: 
Experiential Value has positive effect on 
Tourist Satisfaction. 

Content of the conceptual 
framework 

This study will examine the 
characteristics of tourists to Penghu 
Geology Park, and use Tourist Motivation, 
Tourism Image, Experiential Value and 
Tourist Satisfaction as the measure 
dimensions. This study will study the 
relationships among Tourist Motivation, 
Tourism Image, Experiential Value and 
Tourist Satisfaction. Based on the above 
literature review and hypotheses, this 
study proposes an integrated research 
model (Figure 1) 

Figure 1. Conceptual framework 

METHODOLOGY

Locale of the study 

This study chose six initiated sites of 
Penghu National Geology Park as local of  

study: in Magong County the Tongpengyu, 
in Husi County the QuibiShan and Chiyu, 
in BaiSha County the Jibeiyu, in Xiyu 
County the Xiaomenyu, in Wangan 
County the Tiantaishan and Qime North 
east Coast. 
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Population and sampling 
procedures 

The study took visitors who come to 
visit Penghu Geology Park as the subject 
of this study target population. Study 
group consisted of two parts: Pre-test 
sample and Study sample. They are 
described as: 

Pre-test Sample: This study took 
visitors who visit Penghu geological park 
as the questionnaire pre- test subjects, 
using “purposive sampling”. 150 pre-test 
questionnaires were passed out from 
August 15, 2010 to August 31, 2010. 
Discriminate analysis, Confirmatory factor 
analysis and Reliability and Validity tests 
were done to items responses by subjects. 

Study Sample: Based on the limitation 
of human, financial and other practical 
conditions, this study use purposive 
sampling as sample method to interview 
tourists of 15 years and older at Penghu 
Geology Park. Questionnaires were 
distributed and collected by research 
personnel between September 15 and 
November 15, 2010(2 Month). Research 
personnel will ask tourists to complete the 
questionnaire after visiting the Penghu 
Geology Park.

Measurement of variable 

Tourist motivation 

This study defines Tourist Motivation 
as drive which causes the tourist to travel 
in order to satisfy the society or the 
psychological demand (Gartner, 1993; Iso-
Ahola & Allen, 1982; Kim & Lee, 2002; 
Moutinho, 1987; E. Sirakaya, McLellan, 
& Uysal, 1996). Four dimensions were 
used to measure Tourist Motivation: 
“Knowledge”, “Relaxation” and 
“Recreation” three dimensions were 
referred to tourist motivation scale study 
of Beerli and Martin (2004). The fourth 
one “Interpersonal Dimension” referred to  

tourist motivation study of Mclntosh and 
Gupta (1977). Taking into consideration 
the special natural resource characteristics 
of Penghu National Geology Park, 19 
questions were included in the 
questionnaire. They are: (a) Knowledge: 
01. Want to gain new knowledge, 02. Want 
to go places never been, 03. Conduct 
research, investigation or observation, 04. 
Attracted by festival, 05. Enrich your 
travel experience; (b) Relaxation: 06. Want 
to relax the body and mind, 07. Relieve 
stress and tension, 08. You want to rest, 09. 
Slow down the pace of life, 10.Want to 
escape from urban hubbub; (c) Recreation: 
11. The pursuit of adventure, 12. The 
pursuit of entertainment, 13. Want to 
engage in exciting activities, 14. Want to 
Enjoy the natural geological landscape; (d) 
Interpersonal: 15. New place no friend has 
ever been, 16. To share the travel 
experience with others, 17. To pursuit  pop 
and fashion, 18. To take this opportunity to 
make new friends, 19. Take this 
opportunity to work on relationship with 
friends.

Tourism image 

This study has defined tourism image 
as: the point of view or attitude a tourist 
holds toward a tourism destination driven 
from his or her knowledge, impression, 
past experience, updated information and 
personal feeling of such destination. Five 
dimensions were used to measure Tourism 
Image: “Cultural Resources”, “Tourism 
and Leisure Facilities”, “Atmosphere” and 
“Social Environment” were referred from 
tourist image scale study of Beerli and 
Martin (2004) and 25 questions were 
included in the questionnaire. They are: (a) 
Natural Cultural: Resources 01. Diverse 
wildlife and marine life, 02. Interesting 
history and culture, 03. A special way of 
life, 04. With traditional architecture, 05. 
Shopping Facilities; (b) Tourist Facilities: 
06. Public Service Facilities: Restroom, 07. 
A variety of local food, 08. To provide 
opportunities for outdoor activities, 09.  
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Surrounding residential convenience, 10. 
Have adequate travel information; (c) 
Atmosphere: 11. Joyful Atmosphere, 12. 
Feeling of being in Paradise, 13. The 
whole atmosphere is relaxing, 14. A 
romantic feeling; (d) Social Environment: 
15. Clean tourism environment, 16. Local 
residents Friendly, 17. Tourism environ-
ment is safe, 18. Low level of crowdies, 
19. Suitable for Family and Friend; (e) 
Natural Landscape: 20. Great Sun Shine, 
21. Good beach, 22. Attractive Ocean view, 
23. Countryside scenery, 24. Fresh and 
Pleasant Air, 25. Beautiful scenery; 
magnificent columnar basalt landscape 

Experiential value 

This study defines Experiential Value 
as an overall evaluation of customer, after 
comparing the benefit and cost through 
experience, preference and perception 
toward a product and service. Four 
dimensions were used to measure 
Experiential Value, mainly referred to the 
study of Mathwick et al. (2001): 
Consumer Return on Investment, Service 
Excellence, Aesthetics and Playfulness. 19 
questions were included in the 
questionnaire. They are: (a) Return on 
Investment: 01. Arrangements for this 
event are consistent with my time 
management, 02. This event let I enjoy the 
simple life, 03. The activities are in line 
with my original plan 04. Geology Park 
overall spending worthwhile, (b) Service: 
05. Overall, I am very satisfied with the 
price of Geological Park, 06. Geological 
park's tourism products are worthless, 
07.Remind me of excellent service quality, 
08.I think Geology Park provides very 
professional product; (c) Aesthetic: 
09.Geology Park attractions are very 
attractive, 10.Geology Park attractions are 
aesthetic appealing, 11.I like the shaping 
of Geology Park, 12.I think the activities 
in Geology Park are very interesting, 13.I 
like the atmosphere of Geology Park, 
14.Geo Park makes me Joyful; (d)  

Playfulness 15.In Geology Park I feel like 
in a different world, 16.In Geology Park I 
feel like I have fled from reality, 17.In 
Geology Park I temporary forgot all 
troubles, 18.I did not buy anything just 
enjoy the atmosphere, 19. I enjoyed the 
process of touring Geology Park 

Tourist satisfaction 

This study defines Tourist 
Satisfaction as physical and psychological 
evaluation or comments consumer has 
after purchasing of goods or use of 
services. Three Dimensions were used to 
measure tourist satisfaction: Landscape 
Attraction dimension in reference to Gunn 
(1988). The dimensions proposed are: (a) 
Landscape Attraction: 01.The natural 
landscape of Geological Park, 02.Special 
flavor of local food (such as: cactus ice), 
03 The reputation of Geology Park, 
04.Experience of participating in activities 
of Geological Park, 05.Overall travel costs 
(including transportation, accommodation, 
dining, activities, etc.); (b) Environmental 
Facilities: 06. Animal and plant resources 
of Geo Park, 07. Special geology, topo-
graphy and landscape of Geo Park, 
08.Geological Park recreation areas 
shaded situations, 09. Sanitary cleanness 
of Geo Park, 10.Geological park facility 
maintenance, 11.Geological Park facility 
security, 12.Quantity of Public Facilities, 
13.Public Facilities of Geological, 
14.Sanitary Facilities of Geological Park; 
(c) Service Facilities 15. Customer service 
Center, 16.The attitude of staff, 
17.Geological Park Catering Service, 
18.Geological Park Activity Map, 19. 
Tourist Guiding Facilities of Geological 
Park

Research variables scales 

This study use Likert-type Five Point 
Scale to measure the variables. Each item 
has five choices: Strongly Disagree, 
Disagree, No Preference, Agree and 
Strongly Agree. Data collected from  
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tourist’s input will be analyzed to 
understand the motivation, image, 
experiential value and satisfaction of 
tourists who come to Penghu National 
Geology Park.

Data gathering 

Based on the limitation of human, 
financial and other practical conditions, 
this study use purposive sampling as 
sample method to interview tourists of 15 
years and older at Penghu Geology Park. 
Samples chosen will take into account the 
convenience of measuring or closeness. To 
avoid bias, tourists will be randomly 
chosen by Research Personnel. Research 
personnel will ask tourists to complete the 
questionnaire after visiting the Penghu 
Geology Park. Tourists will be asked their 
willingness to participate in the research 
first. Questionnaires will be passed out to 
those who are willing to take part in the 
research. Questionnaires will be collected 
after tourists finish answering all questions. 
Sampling scope will be Penghu Geology 
Park 6 initiated sites: in Magong County 
the Tongpengyu, in Husi County the 
QuibiShan and Chiyu, in BaiSha County 
the Jibeiyu, in Xiyu County the 
Xiaomenyu, in Wangan County the 
Tiantaishan and Qimei North east Coast.  

Analysis of data 

This study used SPSS 12.0 (Statistical 
Package for the Social Science) software 
to conduct basic analysis of the variables. 
The properties of the four research 
constructs: Motivation; Tourism Image. 
Experiential Value and Tourist satisfaction 
in the proposed model will be tested with a 
AMOS procedure of Structural Equation 
Modeling (SEM) (Jöreskog & Sörbom, 
1996), and the Maximum Likelihood (ML) 
method of estimation and the two-stage 
testing process were adopted. Correlation 
matrices and standard deviations will be 
used to test a hypothesized model in  

Structural Equation Modeling. Finally, 
completely standardized solutions will be 
utilized in reporting the results.  

SEM is designed to evaluate how 
well a proposed conceptual model that 
contains observed indicators and 
hypothetical constructs explains or fits the 
collected data (Bollen, 1989a, 1989b; 
Hoyle, 1995; Yoon, Gursoy, & Chen, 2001) 
It also provides the ability to measure or 
specify the causal relationships among sets 
of unobserved (latent) variables, while 
describing the amount of un-explained 
variance (Davies, Goode, Mazanec, & 
Moutinho, 1999; Turner & Reisinger, 
2001). The SEM procedure was an 
appropriate solution for this proposed 
hypothetical model. 

Sample characteristics 

The survey was able to collect 593 
responses, albeit some of the responses 
were incomplete. The sample consist of 
307 (51.8%) males and 284 (47.9) females. 
Approximately 81% of the respondents are 
under 25 years old, which contribute to the 
fact that 80.3% of them are not married. 
There are 204 first time visitors, 171 
second time visitors, 51 third time visitors, 
and 164 fourth time visitors. There are 
very few respondents who reported visit 
the site for more than 5 times. About half 
of the respondents reported visiting other 
geology parks. Most of the respondents 
(57.3%) accompanied by one companion. 
About 11% of the respondents reported 
visiting the site in a group of five. There 
were 163 respondents (27.5%) visit the 
site for one day, 283 respondents (47.7%) 
stay overnight, and 141 respondents 
(23.8%) stay for two nights.

Factor analysis 

Before the structural equation 
modeling, the study adopts factor analysis 
to examine the four research constructs.
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The analyses were employed to categorize 
the items of the constructs into a few 
meaningful underlying dimensions. The 
factor analysis offered by the SPSS 
software is for exploratory purpose only, 
but one can compare the result manually 
with the pre-determined dimensions as a 
way to perform confirmatory analysis. 

Tourist motivation 

Table 1 below is a factor analysis of 
tourist motivation where the items are 
categorized into four dimensions namely 
interpersonal, knowledge, relaxation, and 
recreation. The categorization is consistent 
with the proposed dimensions made by the 
researchers. The cumulative percentage of 
variance explained is 65.76 which indicate  

that the factors are reprehensive of the 
original items.

Tourism image 

The factor analysis of tourist image 
yields six dimensions. Albeit the number 
of dimensions is consistent with the 
researchers’ own categorization, some of 
the items are not where they are supposed 
to be. For example, the item “a romantic 
feeling” was classified in the atmosphere 
dimension by the researchers, but is now 
in the social environment dimension. 
Nevertheless, the cumulative percentage 
of variance explained is 70.73%, which 
indicate the effectiveness of the factor 
analysis. 

Table 1. Factor analysis of tourist motivation

Factor One: Interpersonal
New place no friend has ever been .933    
To share the travel experience with others .925    
To take this opportunity to make new friends .830    
To pursuit pop and fashion .726    
Opportunity to work on relationship with friends .602 .481   
Factor Two: Knowledge
Want to gain new knowledge  .756   
Want to go places never been  .715   
Attracted by festival  .688   
Conduct research , investigation or observation  .627   
Enrich your travel experience  .439   
Factor Three: Relaxation
Want to escape from urban hubbub   .915  
Slow down the pace of life   .697  
You want to rest   .639  
Want to relax the body and mind   .623  
Relieve stress and tension  .426 .623  
Factor Four: Recreation
The pursuit of entertainment    .937 
Want to engage in exciting activities    .905 
The pursuit of adventure    .681 
Want to Enjoy the natural geological landscape    .564 
Eigenvalues 6.84 2.22 2.06 1.38 
Cumulative % of Variance Explained 36.01 47.68 58.52 65.76 
Extraction Method: Maximum Likelihood Analysis. Rotation Method: Varimax with Kaiser 
Normalization. 
a Rotation converged in 6 iterations. 
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Experiential value 

The factor analysis of experiential 
value yields three dimensions, which is 
inconsistent with the authors’ estimation. 
The three new dimensions were 

subsequently named good quality, leisure,  
and return on investment based on the 
characteristics of the items in the factors. 
Even though the number of factors is few, 
the cumulative percentage of variance 
explained is quite high (74.29%).

Table 2. Factor analysis of tourism image

Factor One: Natural Cultural
With traditional architecture .901      
A special way of life .883      
Diverse wildlife and marine life .752      
Interesting history and culture .737      
Shopping Facilities .542      
Factor Two: Tourist Facilities 
Public Service Facilities: Restroom  .943     
To provide opportunities for outdoor activities  .833     
Surrounding residential convenience  .766     
A variety of local food  .746     
Factor Three: Social Environment
A romantic feeling   .810    
Clean tourism environment   .803    
Local residents Friendly   .689    
The whole atmosphere is relaxing   .518    
Factor Four: Natural Landscape
Beautiful scenery, magnificent landscape    .938   
Fresh and Pleasant Air    .745   
Countryside scenery    .735   
Attractive Ocean view    .652   
Factor Five: Atmosphere
Have adequate travel information     .969  
Joyful Atmosphere     .865  
Feeling of being in Paradise .407    .863  
Factor Six: Attractions 
Great Sun Shine      .720 
Good beach      .602 
Suitable for Family and Friend   .518   .563 
Low level of crowdies      .520 
Tourism environment is safe .425     .478 
Eigenvalues 8.96 2.39 2.12 1.64 1.41 1.15 
Cumulative % of Variance Explained 35.85 45.41 53.90 60.47 66.11 70.73 
Extraction Method: Maximum Likelihood Analysis. Rotation Method: Varimax with Kaiser 
Normalization. 
a Rotation converged in 7 iterations. 
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Table 3. Factor analysis of experiential value 

Factor One: Good Quality
I think the activities in Geology Park are very interesting .863   
I like the shaping of Geology Park .855   
Geological park's tourism products are worthless .774   
I like the atmosphere of Geology Park .764  .469 
I am very satisfied with the price of Geological Park  .725   
I think Geology Park provides very professional product .700   
Geology Park attractions are aesthetic appealing .691   
Geology Park attractions are very attractive .655   
Remind me of excellent service quality .652   
Factor Two: Leisure 
I did not buy anything just enjoy the atmosphere  .891  
In Geology Park I temporary forgot all troubles  .773  
In Geology Park I feel like I have fled from reality  .697  
Geo Park makes me Joyful  .696 .490 
In Geology Park I feel like in a different world  .616  
I enjoyed the process of touring Geology Park .487 .588 .555 
Factor Three: Return on Investment
Attend this event is consistent with my time management   .906 
The activities are in line with my original plan   .813 
Geology Park overall spending worthwhile   .812 
This event let I enjoy the simple life   .483 .652 
Eigenvalues 10.89 1.73 1.50 
Cumulative % of Variance Explained 57.30 66.42 74.29 
Extraction Method: Maximum Likelihood Analysis. Rotation Method: Varimax with Kaiser 
Normalization. 
a Rotation converged in 6 iterations. 

Tourist satisfaction 

The factor analysis of tourist 
satisfaction yields four dimensions, which 
is one more than the authors’ estimation. 
The four new dimensions were 
subsequently named facilities satisfaction, 
environment satisfaction, information 
satisfaction, and extra flavor satisfaction. 
The cumulative percentage of variance 
explained is 65.11%, which indicate 
adequate representativeness of the factors. 

The factoring offered by the SPSS 
software is similar to the authors’ 
classification of the items based on the 
literature review. There are some small 
inconsistencies between the factorings. In 
the attempts to achieve better model fit, 
the SPSS version of factoring was used to 
assist the SEM analysis. 

Structural Equation Modeling 

Structural equation modeling (SEM) 
was conducted to test the hypotheses, 
which is through the use of computer 
software AMOS 16.0. The first step of the 
testing is to ensure model fit. The study 
assess the model fit based on the criterion 
set forth by various researchers (Bagozzi 
& Yi, 1988; Bagozzi, Yi, & Singh, 1991; 
Fornell & Larcker, 1981a, 1981b; Kline, 
2005; MacCallum, Browne, & Sugawara, 
1996) and presented in Table 5. 

As indicated in Table 5, AGFI is the 
only index that did not meet the proposed 
criteria. The RMSEA index is adequate, 
but not ideal, which can be the result of 
relatively large sample size (Hair, 
Anderson, Tatham, & Black, 1998; 
Loehlin, 1992). Large sample size makes  
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the chi-square very sensitive and as the 
calculation of RMSEA is based on chi- 

square, it is reasonable to assume that 
sample size also affects it.

Table 4. Factor analysis of tourist satisfaction

Factor One: Facilities Satisfaction
Quantity of Public Facilities .822       
Public Facilities of Geological .781       
The attitude of staff .768       
Sanitary Facilities of Geological Park .742       
Customer service Center .684       
Geological Park facility security .567       
Factor Two: Environment Satisfaction
Sanitary cleanness of Geo Park  .650   
Special geology, topography and landscape of Geo Park  .636   
Overall travel costs   .615   
Geological park facility maintenance  .600   
Geological Park recreation areas shaded situations .431 .527   
Activities of Geological Park  .519  .473 
Animal and plant resources of Geo Park  .499  .444 
Factor Three: Information Satisfaction
Geological Park Catering Service   .783  
Geological Park Activity Map   .763  
Tourist Guiding Facilities of Geological Park  .495 .700  
Factor Four: Extra Flavor Satisfaction
The reputation of Geology Park    .761 
The natural landscape of Geological Park    .755 
Special flavor of local food (such as: cactus ice)    .462 .523 
Eigenvalues 8.50 1.60 1.22 1.04 
Cumulative % of Variance Explained 44.76 53.21 59.64 65.11 
Extraction Method: Maximum Likelihood Analysis. Rotation Method: Varimax with Kaiser 
Normalization. 
a Rotation converged in 6 iterations. 

Table 5. Model fit of the study 

Indices Acceptable Ideal Result Assessment 
GFI >0.8 >0.9 0.844 Acceptable 
RMSEA <0.08 <0.05 0.076 Acceptable 
AGFI >0.8 >0.9 0.790 Barely  
CFI >0.8 >0.9 0.855 Acceptable 
TLI >0.8 >0.9 0.860 Acceptable 

The result of SEM indicates that 
experiential value greatly contributes to 
tourism image (0.71, p<0.001) and tourist 
satisfaction (0.59, p<0.001). Motivation, 
on the other hand, is not significant in 
terms of affecting both tourism image 
(0.063, p=0.002) and satisfaction (0.011, 

p=0.574). Based on the fact, the study tests 
a new model where motivation dimension 
is removed. The new indices are: 
GFI=0.888, TLI=0.886, AGFI=0.835 and 
CFI=0.910. All the fit indices increase 
when tourism motivation is removed from 
the model. 
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Figure 1. Structural Equation Modeling 

Due to the fact that the regression 
weight between motivation and tourism 
image is still significant (p=0.002), the 
study than conclude that the only 
hypothesis that is not supported is H 3. 
Therefore, the study proposes that 
motivation can only affect satisfaction 
indirectly through tourism image.  

CONCLUSION 

The result of the study indicates that 
motivation is not a strong contributor to 
tourist satisfaction, which contradicts the 
literature. However, certain past research  

results do suggest poor relationship 
between motivation and satisfaction 
(Meng, et al., 2008) The rationale for the 
phenomena is discussed here. One may 
argue that motivation helps to form 
expectation (Gnoth, 1997; Rodríguez del 
Bosque, San Martín, & Collado, 2006; 
Zabkar, Brencic, & Dmitrovic, 2010), 
which is a pre-visit part of behaviors. The 
expectations are subsequently test against 
the tourism experiences and then 
contribute to the formulation of tourist 
satisfaction.

Two things can be derived from the 
above rationale. First, tourism motivation  
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is often considered as an indirect 
antecedent of tourist satisfaction. Secondly, 
one must distinguish the difference 
between the importance and performance 
aspects of tourism motivation. The former 
helps to form expectation and the later 
contributes to satisfaction.

One other interesting fact that worth 
noted is the relatively weak casual 
relationship between motivation and 
tourism image. As a form of expectation, 
tourism image is, without a doubt, 
partially affected by tourism motivation. 
However, imagination is less certain than 
experience, which may explain the weak 
relation. This fact takes the discussion 
back to the previous point that 
performance aspect of tourism motivation 
is what fuels tourism image. Simply put, 
imaginations must be consolidated with 
facts.

Apart from hypothesis H3, all other 
hypotheses have been positively supported 
by the empirical data. Furthermore, the 
reason for the disproving of H3 has been 
explained. Since the questionnaire is not 
design with performance part of tourism 
motivation, the study cannot verify the 
validity of the above rationale. Future 
study may include this finding in their 
questionnaire design.
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ABSTRACT 

The Puerto Princesa City (PPC), in Palawan province, Philippines is home to the 
Puerto Princesa Underground River (PPUR). The Underground River is one of theUnited 
Nations Educational, Scientific and Cultural Organization (UNESCO) World Heritage 
listed sites in the Philippines. In 2007, the City Government of Puerto Princesa, under the 
leadership of Mayor Edward Hagedorn, launched a campaign to make the PPUR one of 
the New Seven Wonders of Nature (N7WN).This paper examined the perceptions of 
Puerto Princesa residents, divided into students and other sector, about the immediate 
impact of the N7WN recognition of the Puerto Princesa Underground River on their 
quality of life. The results indicated a very high level of awareness about the PPUR and 
the N7WN award and equally very high expectations that the award would lead to 
increased tourist arrivals. It was also found that prior to the N7WN campaignonly about 
half of the respondents felt involved with tourism but the attitude improved significantly 
after the N7WN listing was won. Overall, students hadhigher expectations of tourism 
which made them see it in a better light than the other sector respondents. The two groups 
of respondents thought that the N7WN award would be good for Puerto Princesa City 
residents. The reasons behind this positive outlook were mostly based on economic 
motivations. Consequently, the residents’ recommendations to the local government 
focused on economic strategies. Environmental and social measures were given very low 
importance by the residents. The paper concludes with the recommendation that given the 
character of the PPUR as a nature- and to some extent culture-based attraction, Puerto 
Princesans could have a stronger influence on policies and programs for the PPUR if they 
had higher levels of social and environmental consciousness. 

Key words:  Residents’ perceptions, quality of life, impact of international recognition 
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INTRODUCTION

 The Puerto Princesa City (PPC), in 
Palawan province, Philippines is home to 
the Puerto Princesa Underground River 
(PPUR). The Underground River is one of 
theUnited Nations Educational, Scientific 
and Cultural Organization (UNESCO) 
World Heritage listed sites in the 
Philippines. In 2007, the City Government 
of Puerto Princesa, under the leadership of 
Mayor Edward Hagedorn, launched a 
campaign to make the PPUR one of the 
New Seven Wonders of Nature. According 
to the Italian speologicalgroup La Venta, 
PPUR deserved to win for six main 
reasons: (1) it is the only underground 
river that flows out to the sea, (2) it is one 
of the most complex karstsystems in the 
world, (2) it has a very high amount of 
energy, (4)  it has scientifically and 
aesthetically unique cave formations, (5) it 
hosts unique micro and macro cave 
formations or karstmorphologies, and (6) 
for the unique discovery (one in a billion 
chance) of a 20-million-year-old Miocene 
age fossil of a sea cow in perfect condition 
inside it (PPUR promotional CD). 

On April 21, 2012, PPUR was 
officially inaugurated as one of the New 7 
Wonders of Nature. The publicity 
generated by the global poll has resulted in 
a dramatic increase in tourist arrivals to 
PPC, from 176,000 in 2007 to more than 
515,000 in 2011 (Hagedorn quoted by 
Cuarto, 2012).The influx has placed 
pressure on the City’s supply capacity. 
The airport, designed to handle a 
maximum of five flights a day is now 
receiving 18 flights daily. Already, a 
minor mishap happened when the pilot of 
Cebu Pacific miscalculated and hit the 
wingtip of the parked Zest Air plane as he 
was maneuvering his aircraft to get in line 
for take-off (news reports).  Waiting time 
to get entrance permit to the cave is now 
two weeks (City Tourism Officer Labit 
quoted by Mendoza, 2012). Mayor 
Edward Hagedorn considers this 

development a “welcome problem” 
(Batalla, 2012).

Hagedorn has always been a firm 
believer in tourism as a path to 
development, attributing much of the 
City’s progress tothe industry. Tourism 
founded on environmental conservation 
has transformed Puerto Princesa from 
being a “backward place known mainly as 
an exile for convicts and environmental 
disaster” back in 1992 into a first class 
partially urbanized city (Hagedorn, n.d.). 
As noted by Andriotis (2000), tourism is a 
strategy adopted by governments to 
improve residents’ welfare and reduce 
poverty and attain a position of 
‘wealth’.But do Puerto Princesans share 
this positive outlook? 

The aim of this paper therefore is to 
examine what Puerto Princesa City 
residents perceive would be the immediate 
impact of winning the N7WN recognition 
of the PPUR. The study is useful in 
contributing to tourism perception 
literature and is significant in the sense 
that there is scant tourism-related 
published material onany place in the 
Philippines. Furthermore, owing to the 
novelty of the award, there have been no 
studies yet about a N7WN listed site. 
Specifically, this research sought to 
answer the following questions: 

1. What do Puerto Princesa residents 
regard as the most popular attraction in 
their city? What award was won by that 
attraction? How do they think this award 
will affect tourist arrivals to Puerto 
Princesa?
2. How has tourism affected them as 
residents of Puerto Princesa so far (before 
the award)? 
3. What do they think will be the impact 
of the award on their personal lives in the 
next two years? 
4. How will winning the New7Wonders 
of Nature title affect the lives of Puerto  
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Princesa residents in the next two years 
and how? 
5. What should the local government do 
in anticipation of increased arrivals due to 
the N7WN award? 

Literature review 

The New Seven Wonder of Nature 
listing by the Swiss-based foundation of 
the same name is a recent development. 
As such, no studies on residents’ 
perceptions of tourism’s impacts in a 
N7WN-listed site have been carried out 
yet. The closest thing  would be studieson 
residents’ perceptions of tourism impacts 
in World Heritage-listed sites, such as the 
one carried out by Jimura (2011) in 
Ogimachi, Japan; by Ryan, Zhang and 
Deng (2011) in Kaiping, China, by 
Buckley (2004) in Australia; and by 
Nicolas, Thapa and Ko (2009) in the 
Piton’s Management Area, St. Lucia.  

Residents’ perception has constituted 
an important area of tourism research. It is 
important to consider the reaction to 
tourismof the host community, of which 
residents are a major part of, because the 
greatest impacts of tourism are felt within 
the host system (Andriotis, 2000). 
Furthermore, among all stakeholders, it is 
the residents who remain in the destination 
long after the tourists, government 
officials, and even investors, have gone. 
They tend to bear the brunt of any wrong 
decisions made by the powers that be. 
Byrd (2007) in Nicholas, Thapa and Ko 
(2009) argued that it is crucial to involve 
stakeholders in any tourism plan in order 
to reduce conflict. 

Understanding how residents think 
and feel about tourism is crucial in 
increasing the probability of success of 
any tourism enterprise (Ap, 1992; Allen, 
Long, Perdue & Kieselbach, 1988; 
Lankford, 1994 in Brunt & Courtney, 
1999; Maddox, 1985 in Cruz & Bersales, 
2007). Pearce, 1990 in Jimura (2011)  

wrote that an examination of residents’ 
attitudes to tourism is an important 
barometer of public support for tourism 
and therefore can influence policy, 
planning and management by local 
authorities. Andereckand Vogt (2000) in 
Jimura (2011) also believed that it is the 
local people who decide which tourism-
induced changes are acceptable and which 
are not. In his study of Antalya, Turkey, 
Korça (1998) determined that residents 
acknowledged that tourism brings both 
benefits and costs but still predominantly 
supported tourism. In addition, the study 
provided empirical evidence that residents 
with higher levels of education, lived far 
from the city's central tourist area, used 
tourism facilities more frequently, earned 
money from tourism related activities and 
were directly employed in tourism 
indicated the highest overall level of 
support for tourism expansion in the resort 
town.

Doxey (1975 in Jimura, 2011) in his 
Irridex (Irritation Index) model maintained 
that residents’ attitudes towards tourism 
deteriorate over the sector’s product life 
cycle. Ap(1992 in Cruz & Bersales, 2007), 
usingsocial exchange theory as a 
framework, concluded that responses to 
tourism tended to differ among different 
groups of people depending on the 
perceived benefits they derive from it. 
Separate studies established that tourism 
concentration (Madrigal, 1993; Pizam, 
1978); length of residency (Liu & Var, 
1986; Um & Crompton, 1987); and being 
native-born (Canaan &Hennessy, 1989; 
David, Allen & Cosenza, 1988), result 
tonegative perceptions of tourism (Cruz & 
Bersales, 2007). On the other hand, 
economic reliance (Madrigal, 1993; 
Milman & Pizam, 1988), proximity to the 
tourism core (Belisle & Hoy, 1980), and 
those who value economic growth 
(Lindberg & Johnson, 1997) tend to view 
tourism in a positive light (Cruz & 
Bersales, 2007). Jurowski, Uysal & 
Williams (1997) also found that potential  
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for economic gain, use of the tourism 
resource, eco-centric attitude, and 
attachment to the community determines 
resident support for tourism.Using value-
attitude models, Lindberg and Johnson 
(1997) concluded that the intensity of 
resident values about economic gain is a 
better predictor of attitudes toward tourism 
than do values related to disruption within 
the community. Based on expectancy-
value models they also found that 
perceived economic and congestion 
impacts have a greater effect on attitudes 
than do perceived crime and aesthetic 
impacts. 

Several researches described the ways 
by which tourism impacts a destination. 
Examples of these are the ones carried out 
by Ashley, Roe & Goodwin (200l) and 
Robinson and Picard (2006) which 
explained tourism’s advantages as an 
economic option. These advantages 
included the generation of employment 
and income by providing market access to 
locally produced goods and services, and 
promotinglinkages with other economic 
sectors that increase the proportion of 
tourismrevenue that is retained in the host 
country.[In Puerto Princesa for example, 
tourists support the fishing industry by 
buying fresh seafood for pasalubong
(coming-home present) just before 
boarding their flights to Manila.]  
Robinson and Picard (2006) enumerated 
some of tourism’s benefits to the 
economy; its being labor intensive and 
relatively clean industry as it does not 
cause as much damage as logging or 
mining. Moreover, tourism fosters 
economic diversification and facilitates the 
redistribution of wealth from the wealthier 
countries to poorer ones. Tourism may be 
the only viable industry for resource-poor 
countries like North Korea, where the 
mountainous terrain renders the land 
difficult for farming (Cruz, 2009).The 
infrastructure associated with tourism 
development provides essential services to 
rural communities. On the other hand,

Roe, Ashley, Page, & Meyer (2004) also 
criticized tourism for its tendencyto attract 
outside investors which makes it difficult 
to maximize local economic benefit. In the 
process, local people may even be dis-
placed (Sawkar, Noronha, Mascarenhas, 
Chauhan, & Saeed, 1998). International 
visitor arrivals are also vulnerable to civil 
unrest, crime, political instability and 
natural disaster in the destination. Several 
other authors observed that tourism also 
exact social and environmental costs: the 
acquisition of materialistic values in 
indigenous communities, which corrupts 
traditional concepts of hospitality, and the 
increase incidence in crime, drugs, and 
prostitution (Cruz, 2009). Furthermore, 
natural settings tend to be overrun by 
unplanned development which leads to 
resource depletion (United Nations 
Environmental Programme, 2005), 
pollution, disturbance of wildlife, congest-
ion, and overcrowding (Cruz, 2009). Liu 
and Var (1986) found that respondents 
strongly agree that tourism provides many 
economic and cultural benefits, but are 
ambivalent about environmental positive 
impacts, and are unwilling to attribute 
social and environmental costs to tourism. 
Furthermore, the residents regard environ-
mental protection as being more important 
than economic gains but are hesitant to 
lower their standard of living to achieve 
the former goal. 

METHODOLOGY

To answer the questions posed at the 
beginning of this article, the researchers 
conducted a surveyon the first week of 
January 2012, using a questionnaire 
containinga combination of closed- and 
open-ended questions. A purposive 
sampling of Puerto Princesa City residents 
was carried out. The sample population 
consisted of 65 tourism and hotel and 
restaurant management students from the 
Palawan State University and another 52 
respondents, referred in this study as the  
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“other sector”, which were composed of 
workers, housewives, employees and 
retirees. From 167 questionnaires, the 
researchers were able to retrieve 117 
completed questionnaires for a response 
rate of 70%. 

FINDINGS 

Because of the disproportionate 
sampling (the number of students 
exceeded the other groups combined), the 
researchers decided to present the findings 
separately for the two groups of 
respondents, the students on one side and 
the other sector on the other. 

Profile of the student respondents.
Out of the 87 questionnaires distributed, 
65 completed forms were collected for a 
response rate of 75%. Sixty-one of the 
respondents were females (94%). This 
composition reflects the dominance of 
female enrolment in tourism and HRM 
courses in the Philippines as these are 
regarded as careers for women in the  

country. Age ranged from 16 to 23; 
average age was 17.89 years. Of the 65, 29 
or 45% were native-born while the rest 
were migrants from other places in 
Palawan and the Philippines. The average 
length of residency in PPC of the migrants 
was 4.67 years. Six or just 9% had 
relatives working in the tourism industry. 

Profile of the other sector 
respondents. Out of the 80 questionnaires 
distributed, 52 completed forms were 
collected for a response rate of 65%. Of 
this number 29 were females (56%), 
reflecting a more representative gender 
distribution. Age ranged from 18-79; 
average age was 33.15 years. Just 16 or 
31% were native-born. This is an 
indication of the extent of immigration to 
the City which has been created by the 
tourism boom over the last two decades. 
The average length of residency of the 
migrants was 14.22 years. A mere three 
respondents or just 6% had relatives 
working in the tourism industry. The 
distribution of the respondents in terms of 
employment was as follows: 

 
Table 1. Other Sector’s Employment Profile 

Government employee 7 13% 
Housewife 7 13% 
Tour guide 5 10% 
Teacher 4 8% 
Businessman 4 8% 
Banker 3 6% 
Cargo checker 3 6% 
Travel agent 2 4% 
Others 10 19% 
Unspecified  7 13% 
 52 100% 
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Responses to questions 

1. What is the most popular 
attraction in Puerto Princesa City? What

award was won by that attraction? How 
will this award affect tourist arrivals to 
Puerto Princesa? 

All of the students and 94% of the 
other sector respondents identified the 
Puerto Princesa Underground River as the 
City’s most important tourist attraction. 
Almost all (97%) of the students and 87% 
of the other sector were aware that the 
PPUR won the New Seven Wonders of 
Nature award. Eighty-six percent (86%) of 

the students and 92% of the other sector 
expected that the award would lead to 
significant increase in tourist arrivals to 
the City. 

2. How has tourism affected you as a 
resident of Puerto Princesa so far (before 
the award)? 

Sixty percent (60%) of students and 
48% of the other sector indicated that even 
prior to the N7WN accolade, tourism in 
Puerto Princesa has created a better quality 
of life for them. Only one student said 

tourism worsened his quality of life. 
Thirty-eight percent of the students and 
fifty-two percent (52%) of the other sector 
had no opinion. 
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The main reasons cited by 27 students 
for the improvement in the quality of life 
werethe presence of job opportunities 
(48% of the 27), local pride in being a 
resident of a famous city (19%), cultural 
understanding and better lifestyle (11%), 
and investment opportunities (7%). 
Sixteen of the other sector respondents 
came up with these reasons for the 
improvement in their quality of life:  

abundance of job opportunities (38%), 
income/livelihood generation (19%), 
investment opportunities (13%), and local 
pride, having more trips/flights to Puerto, 
and having a sustainable ecotourism 
program at 6% each. 

3. What do you think will be the 
impact of the award on your personal lives 
in the next two years? 

Sixty-five (100%) of the students 
believed that the award would lead to a 
betterlife but only (31) 60% of the other 
sector shared this optimism. Three 
respondents from the other sector (6%) 
indicated that they thought their lives 
would be worse off, citing fears of 

inflation and potential damage to nature 
that would arise from the deluge of 
tourists. Significantly, 13 (25%) of the 
other sector felt that the increase in 
tourism volume would not change their 
lives in any way. Five (10%) did not 
answer this particular question. 
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Fifty-four (83%) of the students 
provided reasons for their positive 
outlook, citing job opportunities (81% of 
the 54) and local pride (6%) as the primary 
reasons.The other sector was lukewarm in 
terms of their engagement with tourism, 
with just 12 people (39% of the 31) giving

reasons why their lives would be better. 
These were investment opportunities 
(42%), job opportunities (33%), and 
infusion of new knowledge (8%).

4. Will winning the New7Wonders of 
Nature title help improve the lives of 
Puerto Princesans in the next two years?

Fifty-seven (88%) of the students 
were of the opinion that the award would 
help improve the lives of Puerto 
Princesans. Those who thought the award 
would not be good for the residents, or did 
not know, were tied at four (6%) each.

Among the other sector respondents, 37 
(71%) thought the award would be good 
for PPC residents; 5 (10%) said it would 
be bad; and 10 (19%) were not sure of 
what the implication of the award would 
be.
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The top three reasons cited by 45 of 
the 57 students wereincreasein job 
opportunities (26 or 58%); instilling local 
pride (10 or 22%); and increase in 
investment opportunities (2 or 4%). Those 
who answered in the negative or had no 
opinion provided no explanations for their 
answers. The major reasons given by 31 of 
the 37 respondents from the other sector 
why they thought it would be good were 
increasein job opportunities (42%), 
increase in investments (23%), increase in 
income and livelihood opportunities 
(16%), increased local pride (6%) and 
environmental consciousness (3%). Those 

who thought that the award would be a 
bane to the city residents mentioned 
potential dependence on tourism, damage 
to nature, inflation and overcrowding as 
the reasons.Donesa(2012), one of the 
researchers of this study, who is a native 
of theCity, observed that “Our father used 
to let us roam at night without fear 
because everyone knew each other. But 
now, things have changed because there 
are so many strangers.” 

5. What should the local government 
do to prepare for increased 
arrivals due to the N7WN award? 

 

25%
19%

17%
17%

14%
14%

8%
8%

3%
28%

4%
19%

0%
13%

14%
3%

Increase accommodation capacity
Expand roads and other infra

Provide more facilities
Carrying capacity & environmental protection

Increase number of licensed tour guides
Safety & security

Upgrade airport
Improve customer service

What  should the Local Government do to prepare for 
increased arrivals

Other Students

Thirty six students (55%) offered 
suggestions. The top recommendations 
were to increase accommodation capacity 
(9 or 25%); expand roads and other 

infrastructure (7 or 19%); provide more 
facilities, amenities and alternative  
destinations (6 or 17%); promote carrying 
capacity, environmental protection,  
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cleanliness and beautification (6 or 17%); 
increase the number of licensed tour 
guides (5 or 14%); improve safety and 
security for tourists and residents (5 or 
14%); upgrade the airport (3 or 8%); and 
improve customer service quality (3 or 
8%). Also mentioned was the need for 
improved technology, measures to 
maintain prices, and local employment 
program.    

Thirty-two from the other sector 
suggested the following measures to be 
carried out:  expand roads and other 
infrastructure (9 or 28%); promote 
carrying capacity, environmental protect-
ion, cleanliness and beautification (6 or 
19%); upgrade the airport (4 or 13%); 
improve safety and security (4 or 13%); 
provide more facilities, amenities and 
alternative destinations (2 or 6%); increase 
accommodation capacity (1 or 3%), and 
improve customer service quality (1 or 
3%). Other concerns aired werethe need to 
enhance law enforcement, anti-corruption 
measures and crisis management. 

CONCLUSION AND 
RECOMMENDATIONS 

Virtually all Puerto Princesa residents 
(students and the other sector) 
acknowledged that the Puerto Princesa 
Underground River is the most important 
attraction of the City. Most of them were 
aware that the PPUR won as one of the 
New Seven Wonders of Nature and that 
they expect this award to result ina 
significant increase in tourist arrivals. The 
results indicate a very high level of 
awareness about the PPUR and the N7WN 
award; and equally very high expectations 
that the award would lead to increased 
tourist arrivals. This expectation has been 
validated by the near threefold increase in 
arrivals over the period from 2007 to2011. 

 
        Before the award, only about half of 
the residents (60% of students and 48% of 
the other sector) felt that tourism has led to 
improvement in the quality of their lives. 
There was a significant proportion of the 
respondents who had no opinion on the 
impact of tourism on their lives prior to 
the award. Except for one student, nobody 
categorically stated that tourism worsened 
his or her quality of life.What the results 
imply is that prior to the N7WN campaign, 
tourism in Puerto Princesa was not at the 
levelthat made everyone feel involved. 
Another way to put it is that there was an 
ambivalent attitude about tourism’s 
capacity to uplift their personal lives. 

This attitude would change 
significantly after the N7WN listing was 
won by PPUR. From 60% before the 
award, 100% of the students believed that 
the future would be good for them. The 
other sector had a slightly better 
expectation with60% (compared to 48%) 
now thinking that the next two years 
would be good for them personally. This 
result supports previous research by 
Jurowski, et al. (1997) which found that 
sectors who look forward to economic 
gain from tourism would tend to have a 
better perception of tourism. 

An important finding of this study is 
that 25% of the other sector respondents 
felt that tourism would not change their 
lives in any way even after winning the 
award. Doxey (1975) in his Irritation 
Index theory predicted that the attitude of 
residents toward tourism would deteriorate 
over time (from euphoria in the 
introductory stage, apathy in the growth 
stage, annoyance during the maturity 
stage, and antagonism in the decline 
phase).It may be inferred that the 
difference in the attitude between the 
students and the other sector was based on 
the shorter exposure of the students to 
tourism, which in a sense, made them see 
tourism as if it was in the introduction  
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stage. This then resulted to euphoric 
anticipation of tourism benefits. On the 
other hand, the other sector respondents 
have, on the average, lived much longer in 
Puerto Princesa and have been exposed to 
tourism for a longer period of time. As 
such, the other sector would have 
perceived tourism as if it was in the 
growth or even mature stage when the 
negative impacts of tourism would start to 
manifest or had already become 
pervasive.Finally, although there is an 
almost inaudible voice of dissent, soaring 
property prices, air fares, and hotel 
ratesand the phenomenal deluge of tourists 
wanting to see the Underground River 
provide enough basesfor all stakeholders, 
especially the local government to guard 
against  tourism-induced inflation and 
environmental degradation.  

In general, the two groups of 
respondents thought that the New7 
Wonders of Nature award would be good 
for Puerto Princesa City residents. The 
reasons behind this positive outlook were 
mostly economic in nature, such as 
increased job and investment opport-
unities.

The residents’ recommended govern-
ment measures were focused on aug-
menting tourism supply to meet anti-
cipated increase in arrivals. These 
involved accommodation, roads, airport 
and other infrastructure, facilities, ameni-
ties and alternative destinations, and 
licensed tour guides. These may be 
considered as economic strategies. 
Environmental and social measures like 
promoting carrying capacity, environ-
mental protection, cleanliness and 
beautification; and improving safety and 
security for tourists and residents were 
seldom mentioned by the residents, 
indicating a general lack of consciousness 
about those issues. 

There was relatively little mention 
about social and environmental reper 

cussions. This finding is consistent with 
Liu and Var’s (1986) study which found 
that respondents strongly agree 
that tourism provides many economic 
benefits… but are ambivalent about 
environmental positive impacts.This is 
quite alarming since the comparative 
advantage of the PPUR lies in its pristine 
natural beauty and the cultural richness of 
the communities bordering it. As noted in 
the literature review, Pearce (1990 in 
Jimura, 2011) posited that how residents 
feel about tourism is an important measure 
of public support for the industry and can 
therefore influence policy, planning and 
management by local authorities. More-
over, local people can decide which 
changes will be acceptable or unacceptable 
(Andereck and Vogt, 2000 in Jimura, 
2011). But how can Puerto Princesans 
influence the Government to tread the path 
of sustainable development if their social 
and environmental consciousness is at best 
latent? 

Given the inherent limitations of the 
study due to its sampling design, it is 
recommended that the study be conducted 
in a bigger scope and a more represent-
ative sample be studied.  Environmental 
and social measures were given very low 
importance by the residents.   Given the 
character of the PPUR as a nature- and to 
some extent culture-based attraction, 
Puerto Princesans could have a stronger 
influence on policies and programs for the 
PPUR if they had higher levels of social 
and environmental consciousness.  Thus, 
the government or non-government 
organizations could initiate community 
awareness programs to increase the level 
of social and environmental consciousness 
of the local people.  It would also be 
interesting to conduct a comparative 
analysis of the perceptions of migrants and 
non-migrants, those employed in tourism 
and those who are not, as well as, a 
longitudinal study that can establish or 
monitor the evolution of 
residents’perception of tourism in a place  
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that is experiencing a phenomenal tourism 
boom.  

REFERENCES 

Andriotis, K. (2000). Local community 
perceptions of tourism as a 
development tool: The island of Crete. 
(PhD Dissertation). Bournemouth 
University.Retrieved from 
www.angelfire.com/ks/andriotis/PhDt
hesis.html. 

Batalla, B. (2012 March 23). Ekonomya
ng Puerto Princesa patuloy sa 
paglago dahil sa turismo - Hagedorn
(Puerto Princesa’s economy continues 
to grow due to tourism –Hagedorn). 
Philippine Information Agency. 
Retrieved from 
http://www.pia.gov.ph/news/index.ph
p?article=1851332486237. 

Buckley, R. (2004). The effects of World 
Heritage listing on tourism to 
Australian national parks. Journal of 
Sustainable Tourism, 12(1), 70-84. 

Cruz, R. (2009). Principles of travel and 
tourism: Introduction to tourism 
theory. Quezon City: Self-published. 

Cruz, R. & Bersales, L. (2007). Tourism 
as political platform: Residents’ 
perceptions of tourism and voting 
behavior. In: Burns, P. & Novelli, M. 
(Eds.), Tourism and Politics: 
GlobalFrameworks and Local 
Realities. Oxford: Elsevier. 

Cuarto, P. (2012 March 24). PPUR 
campaign boosts Puerto Princesa 
tourism. Philippine Information 
Agency. Retrieved from 
http://www.pia.gov.ph/news/index.ph
p?article=2111332491888. 

Hagedorn, E. (n.d.). The Puerto Princesa 
experience (slide presentation). 13th

Poverty and Environment Partnership 
Meeting. Retrieved from
http://ppp.gov.ph/wpcontent/uploads/
2011/06/Puerto-Princesa-Airport-
Updated-FS_Vol-II_Part2.pdf.

Jimura, T. (2011). The impact of World 
Heritage Site designation on local 
communities: A case study of 
Ogimachi, Shirakawa-mura, Japan. 
Tourism Management, 32, 288-296.

Jurowski, C., Uysal, M. & Williams, D. 
(1997). A theoretical analysis of host 
community resident reactions to 
tourism. Journal of Travel Research,
36(2), 3-11. Retrieved from 
http://jtr.sagepub.com. 

Korça, P. (1998). Resident perceptions of 
tourism in a resort town. Leisure
Sciences: An interdisciplinary 
journal, 20(3), 193-212. Retrieved 
from 
http://www.tandfonline.com/doi/abs/1
0.1080

Lindberg, K & Johnson, R. (1997). 
Modeling resident attitudes toward 
tourism. Annals of Tourism Research,
24(2), 402-424. Retrieved from 
http://www.sciencedirect.com/science
/article. 

Liu, J. & Var, T. (1986). Resident attitudes 
toward tourism in Hawaii. Annals of 
Tourism Research, 13(2), 193–214. 
Retrieved from 
http://www.sciencedirect.com/science
/article. 

Mendoza, N.V. (2012 March 4). Palawan 
Underground River tourists asked to 
secure permits early. Retrieved from 
http://www.puertoprincesa.ph/articles.

Nicholas, L. N., Thapa, B., Ko, Y.J. 
(2009). Residents’ perspectives of a 
World Heritage site: The Pitons 
Management Area, St. Lucia. Annals



183

International Journal of Agricultural Travel and Tourism              ISSN: 1906-8700 
Vol. 3 (2):  171-183, September, 2012 
Residents’ perceptions on Quality of Life after Receiving the International Recognition as 
New Seven Wonders of Nature: The Case of Puerto Princesa City, Palawan, Philippines       R. G. Cruz and L. U. Donesa 

of Tourism Research, 36(3), 390-412. 

Robinson, M. & Picard, D. (2006). 
Tourism, culture and sustainable 
development. UNESCO. Retrieved 
fromhttp://unesdoc.unesco.org/images
/0014/001475/147578e.pdf.

Roe, D., Ashley, C., Page, S., & Meyer, D. 
(2004, March). Tourism and the poor: 
Analysing and interpreting tourism 
statistics from a poverty perspective. 
PPT Working Paper No. 16. London: 
Pro-Poor Tourism Partnership. 

Ryan, C., Chaozhi, Z., & Zeng, D. (2011). 
The impacts of tourism at a UNESCO 
heritage site in China – a need for a 
meta-narrative? The case of Kaiping 
Diaolou. Journal of Sustainable 
Tourism. 19(6), 747-765. 

Sawkar, K., Noronha, L., Mascarenhas, 
A., Chauhan, O. S. & Saeed, S. 
(1998). Tourism and the environment: 
Case studies on Goa, India and the 
Maldives. The International Bank for 
Reconstruction and Development/ 
The World Bank. Retrieved  
fromhttp://siteresources.worldbank.or
g/WBI/Resources/wbi37134.pdf.

United Nations Environmental 
Programme. (2005). Tourism 
expnsion: Increasing threats or 
conservation opportunities? Environ-
ment alert bulletin. Retrieved from  
http://www.grid.unep.ch/products/3_
Reports/ew_tourism.en.pdf. 

 



184

International Journal of Agricultural Travel and Tourism            ISSN: 1906: 8700 
Vol. 3 (2):  184-191, September, 2012 
The Impact of Tourism Activities Management as Perceived by Chinese Community in 
Mae-Ngon Sub-district, Fang District, Chiang Mai Province, Thailand       F. F. Yang 

THE IMPACT OF TOURISM ACTIVITIES MANAGEMENT AS 
PERCEIVED BY CHINESE COMMUNITY IN MAENGON 

SUB-DISTRICT, FANG DISTRICT, CHIANG MAI 
PROVINCE, THAILAND 

Fang Fei Yang*

Received: June 20, 2012 
Accepted: July 21, 2012 

*School of Tourism Development, Maejo University, Thailand

ABSTRACT 

This study aimed to 1) understand local residents’ degree of perception on tourism 
impacts, attitude toward tourism activities, expectations toward tourism activities, and the 
degree of participation in tourism activities; 2) examine the effects of local residents’ 
attitude toward tourism activities and expectations toward tourism activities on 
participation to tourism activities; and 3) analyze the effects of demographic and socio-
economic variables and participation in tourism activities on perceived tourism impacts. 
Descriptive research design was used in this study in which local residents from a Chinese 
community in Maengon Sub-district, Fang District, Chiang Mai province, Thailand were 
the participants. Survey questionnaires were used to collect information. A total of 200 
questionnaires were distributed to the local residents in which 163 valid responses were 
collected.

The results of the study showed that 1) all of the households in the target locality had 
a moderate level of participation in tourism activities, 2) local residents have a positive 
perception to the four types of positive tourism impacts, 3) local residents have a neutral 
view on the four types of negative tourism impacts, 4) attitudes toward tourism activities 
do not have a significant effect on local residents’ participation in tourism activities, while 
the expectations toward tourism activities have a significant positive effect on 
participation in tourism activities, 5) local residents’ participation in tourism activities are 
positively related to perceived positive tourism impacts, and 6) local residents’ 
participation in tourism activities are negatively related to perceived negative tourism 
impacts. These results may contribute to sustainable tourism development initiatives of 
Thailand addressing economic, social, cultural, and environmental impacts. 

Key words: Tourism impact, economic impact, social impact, culture impact,  
                     environmental impact, tourism development 

INTRODUCTION

Tourism has been regarded as an 
economic and social development tool 

since it results in several economic and 
social benefits for communities. 
Governments have been adopting and 
supporting tourism development initiatives  
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to maximize these benefits. 

The effects of tourism may be 
favorable but may also represent a 
disadvantage for local people. The social 
and cultural nature of tourism leads to 
socio-cultural change in local com-
munities. Therefore, it is important for 
planners to gather information about the 
impacts of tourism from the local 
community’s perspective when planning 
for the industry. (Monterrubio, Juan 
Carlos and Bello, Anallely) 

Recognizing the active participation 
of the local community is an integral part 
of sustainable tourism (Nunkoo, R., & 
Ramkissoon, H., 2011). Moreover, the 
success of tourism depends on the active 
support of the local population, without 
which the sustainability of the industry is 
threatened. Local residents  should 
therefore be  the  focal  point  of the  
tourism decision  making  process. 

Understanding the impacts of tourism 
and the factors that may influence local 
residents’ attitude, participation, and 
reaction toward tourism activities have 
become an important topic for tourism 
development research. These impacts have 
been studied extensively by tourism 
researchers (Andriotis & Vaughan, 2003; 
Draper, Woosnam, & Norman, 2011; 
Wilson, Fesenmaier, Fesenmaier, & Van 
Es, 2001; Yoon, Gursoy, & Chen, 2001).

This research study focused on the 
context of the community specifically 
investigating the impacts of tourism 
activities on local residents’ attitude, 
perceptions, and participation. 

Hypotheses 

H1: Attitude toward tourism activities is 
positively related to participation in 
tourism activities. 

H2: Expectations toward tourism activities 
is positively related to participation in 
tourism activities. 

H3: Participation in tourism activities is 
positively related to the four types of 
perceived positive tourism impacts. 
H3a: Participation in tourism activities is 
positively related to perceived positive 
economic impacts. 
H3b: Participation in tourism activities is 
positively related to perceived positive 
social impacts. 
H3c: Participation in tourism activities is 
positively related to perceived positive 
culture impacts. 
H3d: Participation in tourism activities is 
positively related to perceived positive 
environment impacts. 

H4: Participation in tourism activities is 
negatively related to four types of 
perceived negative tourism impacts. 
H4a: Participation in tourism activities is 
negatively related to perceived negative 
economic impacts. 
H4b: Participation in tourism activities is 
negatively related to perceived negative 
social impacts. 
H4c: Participation in tourism activities is 
negatively related to perceived negative 
culture impacts. 
H4d: Participation in tourism activities is 
negatively related to perceived negative 
environment impacts. 

METHODOLOGY

The purpose of this study was to 
examine the effects of attitude and 
expectation toward tourism activities on 
participation in tourism activities. In 
addition, the effects of demographic 
variables, socio-economic variables, and 
participation in tourism activities on 
perceived tourism impacts were also 
examined. 
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Figure 1. Research framework

Locale of the study 

The study was conducted at Maengon 
Sub-district, Fang District, Chiangmai 
Province, Thailand. 

Population

The population of this study was the 
local residents of a Chinese community 
located at Maengon Sub-district, Fang 
District, Chiangmai Province, Thailand. 
The Chinese community consisted of 275 
households.

Sampling technique 

Simple random sampling technique 
was used to identify the respondents. 

Sampling framework 

The local residents living in the 
Chinese community were the sampling 
framework of this study. 

Research instrument 

This study utilized survey question-
naires to collect data. The questionnaire 
was divided into 5 parts. The first part 
consisted of the basic information of 
respondents which includes demographic 
and socio-economic variables. The second 
part consisted of items on Perceived 
Tourism Impacts. The third part consisted 
of items on Attitude toward Tourism 
Activities. The fourth part consisted of 
items on Expectations toward Tourism

Demographic and Socio-Economic Variables 
Gender  
Age
Status in the Household 
Marital Status 
Educational Attainment 
Size of the Family  
Length of Residency  
Main Occupation  
Annual Household Income 
Household Participation in Tourism Activities 

Perceived Tourism Impacts
Economic Impacts  
Social Impacts  
Culture Impacts 
Environmental Impacts 

Participation in Tourism Activities 
Participation in the planning of tourism activities 
Participation in the operation of tourism activities 
Participation in tourism benefits 
Participation in the evaluation of tourism operations and 
results

Attitudes Toward Tourism Activities 
Expectations Toward Tourism Activities



187

International Journal of Agricultural Travel and Tourism            ISSN: 1906: 8700 
Vol. 3 (2):  184-191, September, 2012 
The Impact of Tourism Activities Management as Perceived by Chinese Community in 
Mae-Ngon Sub-district, Fang District, Chiang Mai Province, Thailand       F. F. Yang 

Activities. The fifth part consisted of items 
on Participation in Tourism Activities.

Measurement of variables 

This study employed survey question-
naires to collect data. The questionnaires 
were designed following the Likert-type 
scale consisting of 5 degree criteria to 
measure the respondents’ intention for 
each question (5= Strongly Agree, 4= 
Agree, 3= Neutral, 2= Disagree and 1= 
Strongly Disagree).

The criteria used to analyze degrees of 
agreement or disagreement is as follows:  

Point between 4.21 – 5.00:
 strongly agrees with the argument 

Point between 3.41 – 4.20:
 agrees with the argument 

Point between 2.61 – 3.40:
 neutral with the argument 

Point between 1.81 – 2.60:
 disagrees with the argument 

Point between 1.00 – 1.80: 
 strongly disagrees with the 
argument.  

Perceived tourism impacts 

Questionnaire items that seek to 
identify Perceived Tourism Impacts were 
based from the works of Thongma and 
Umnat (2004), Duangsaeng (2000), 
Andriotis and Vaughan (2003), Wilson, 
Fesenmaier, Fesenmaier and Van (2001), 
Yoon, Gursoy and  Chen (2001). 

Attitude toward tourism activities  

Questionnaire items that seek to 
identify Attitudes toward Tourism 
Activities were based from the works of 
Thongma and Umnat (2004). 

Expectations toward tourism 
activities

Questionnaire items that seek to  

identify Expectations toward Tourism 
Activities were based from the works of 
Duangsaeng (2000). 

Participation in tourism activities 

Questionnaire items that seek to 
determine the degree of Participation in 
Tourism Activities were based from the 
works of Thongma and Umnat (2004) and 
Duangsaeng (2000). 

Pretesting of instrument 

Pilot runs of the questionnaire were 
conducted among 30 local residents in the 
target community in early October, 2011. 
Corrections and adjustments on the 
wording and structure of the questionnaire 
have been made in response to respondent 
suggestions and item factor loading. 

Data gathering 

Survey questionnaires were distri-
buted and collected by the researcher 
between October 17 and October 29 of 
2011. The researcher seeks the voluntary 
participation of the local residents. A total 
of 200 questionnaires were distributed 
among study participants and 163 valid 
questionnaires were collected. 

Analysis of data 

Descriptive statistics was used to 
analyze the basic information of sample 
respondents. The proposed hypotheses 
were examined using simple regression 
analysis. SPSS 11.5 for Windows was 
used for the descriptive analysis and 
simple regression analysis. 

RESULTS AND DISCUSSION 

Basic information of respondents 

The respondents’ profile is 
summarized in Table 1.
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Table 1. Respondent profile 
Demographic Characteristics Percentage (%)        Frequency 

Gender
  Male 
  Female 
Total

57.7
42.3
100

94
69

163
Age
 1-30 
 31-40 
 41-50 
 51-60 
 60+ 
Total

1.8
11.0
39.3
23.3
24.5
100

3
18
64
38
40

163
Marital Status 

Single
Married 
Divorced
Widowed

Total

8.0
68.1
4.9

19.0
100

13
111

8
31

163
Educational Level 

Un-educated
Elementary School 
High School 
College/University

Total

51.5
6.7
6.7
1.8
100

84
11
11
3

163
Family Size 

1-2 persons 
3-4 persons 
5-6 persons 
7-8 persons 
8+ persons 

Total

27.0
27.6
32.5
9.8
3.1
100

44
45
53
16
5

163
Length of Residency (Year) 

10 or less 
11-20
21-30
31-40
40+

Total

3.7
10.4
11.0
13.5
61.3
100

6
17
18
22

100
163

Occupation
Agriculture
Vendor
Public Servant 
Laborer
Private Enterprise 
Others 

Total

48.5
13.5
1.2

21.5
6.7
8.6
100

79
22
2

35
11
14

163
Annual Household Income (Thai Baht) 
Less or equal to 30,000 
 30,001-50,000 
 50,001-70,000 
 70,001-90,000 
 90,001-110,000 
 110,000+ 
 Total 
Household Participation in Tourism Activities

No
Yes

Total 

11.7 
26.4 
15.3 
11.7 
10.4 
24.5 
100 

80.4 
19.6 
100 

19
43
25
19
17
40

163 

131 
32

163 
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Means of perceived tourism impacts The means of perceived tourism 
impacts are shown in Table 2. 

Table 2. Means of perceived tourism impacts

Impacts n Minimum
Value

Maximum
Value Mean Standard 

Deviation 

Positive Economic Impacts 163 1.80 5.00 3.48 0.54 

Negative Economic Impacts 163 1.20 4.20 2.70 0.59 

Positive Social Impacts 163 1.00 4.67 3.38 0.58 

Negative Social Impacts 163 1.57 5.00 3.11 0.70 

Positive Culture Impacts 163 1.67 5.00 3.52 0.50 

Negative Culture Impacts 163 1.75 5.00 2.99 0.68 

Positive Environment Impacts 163 1.75 5.00 3.58 0.52 

Negative Environment Impacts 163 1.67 5.00 3.31 0.77 

Based from Table 2, it was found that 
(1) the means of perceived positive 
impacts is higher than perceived negative 
impacts (2) because the mean is higher 
than 3, the local residents normally have 
better positive perceptions on the four 
types of positive impacts (3) because the 
mean is nearly equal to 3, the local 
residents normally have a neutral view on 
four types of negative impacts. Analyses 
of the results showed the following: 

The relationship between attitude 
toward tourism activities and 
participation in tourism activities  

The local residents’ attitudes toward 
tourism activities do not have a significant 
effect on participation in tourism 
activities. On the other hand, expectations 
toward tourism activities have a 
significant positive effect on participation 
in tourism activities. 

The relationship between inhabit-
ants’ participation in tourism 
activities and perceived tourism 
impacts 

The local residents’ participation in 
tourism activities are positively related to 
perceived positive economic impacts, 
positive social impacts, positive culture 
impacts, and positive environment 
impacts. On the other hand, the local 
residents’ participation in tourism 
activities are negatively related to 
perceived negative economic impacts, 
negative social impacts, negative culture 
impacts, and negative environment 
impacts. 
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CONCLUSION AND 
RECOMMENDATIONS  

Conclusion

1.  The local residents normally have a 
positive perception on the four types of 
positive tourism impacts. 
2. The local residents normally have a 
neutral view on the four types of negative 
tourism impacts. 
3. Attitudes toward tourism activities do 
not have a significant effect on 
participation in tourism activities, while 
expectation toward tourism activities has a 
significant positive effect on participation 
in tourism activities. 
4. The participation of local residents in 
tourism activities are positively related to 
perceived positive tourism impacts. 
5. The participation of local residents in 
tourism activities are negatively related to 
perceived negative tourism impacts. 

Recommendations 

1. The Tourism Authority of Thailand 
should maintain and develop positive 
perceptions on the four types of 
positive tourism impacts among local 
residents. Additionally, negative 
perceptions on the four types of 
negative tourism impacts should be 
minimized. 

2. Building positive attitudes toward 
tourism activities and positive 
expectations toward tourism activities 
will be beneficial to boost the degree 
of local residents’ participation in 
tourism activities. 

3. Encouragement of local residents to 
actively participate in tourism 
activities will be helpful in creating 
positive perceptions on tourism 
impacts. 
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ABSTRACT 

The goal of this article is to present a survey of Chiang Mai Wall in order to analyze 
current problems and provide resolutions towards conservation and interpretation plan.  
The framework of study based on five gates and four corners of the wall, as follows: 
Chang Puek Corner, Sri Phoom Corner, Tha Pae Gate, Ka Tam Corner, Chiang Mai Gate, 
Suan Prung Gate, Goo Heung Corner, Suan Dok Gate and Hua Rin Corner.  Data are 
collected by observational techniques and literature review.  Moreover, questionnaires and 
interview methods are also applied to gather additional data. From literature reviews, 
comparisons of archeological sites and their management in foreign countries, data gained 
from questionnaires and interviews with participants in management and with concerned 
people, it is crucial to provide effective management and suitable plans for the Chiang Mai 
Wall whose outcomes can be monitored and measured.  The local people must attend to 
the management at all levels to build the people’s awareness.  The interpretation needs to 
be developed for better effective communication and an information center should be 
established. Furthermore, modern technologies are also very important for both the 
interpretation and development of the site.  Therefore, the progress of both conservation 
and interpretation of the Chiang Mai Wall requires the participation of advanced 
technology to address the ancient remains. 

Key words: Conservation, Interpretation, Chiang Mai, City Walls 

INTRODUCTION

Many tourists specifically seek to 
understand and experience different 
cultures by engaging in activities that are a 
part of those cultures, which is considered 
“heritage tourism” (Li, 2003). Heritage 
tourism is classified as a subclass of 
cultural tourism (Richards, 1996), and is 
the tourism industry’s fastest growing 
sector in recent years (Ashworth, 2000; 

Ryan & Dewar, 1995). It offers new 
opportunities for economic growth in 
historical cities (Jansen-Verbeke, 1997). 
Cultural and heritage tourism comprises 
important sectors of global tourism 
(Silberberg, 1995; Richards, 2000). 
According to the World Tourism Organi-
zation (WTO), 37 percent of international 
tourism is culturally motivated, and the 
demand is estimated to be growing at 15 
percent annually (Richards, 2000). 
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Chiang Mai, which means “new city”, 
has retained the same name for over seven 
centuries, with official celebrations of its 
700th anniversary in 1996. Founded by 
King Mengrai of the Lanna Thai kingdom 
in 1296 (Wyatt,1988). Chiang Mai is one 
of the most interesting ancient living cities 
in Thailand that is of interest to 
archeologists, city planners, and architects 
alike. Chiang Mai is unique, in that 
although it has existed for more than 700 
years, the city still has a moat and the 
obvious remains of a fortified city wall.  
Moreover, there are many uniquely 
valuable ancient historical sites and 
monuments, as well as a great many 
artifacts.  Such archaeological potential, 
although hidden in abandoned or ruined 
locations or modified to fit modern needs, 
tastes, or desires, have recently begun to 
be restored on a massive scale by 
historical conservation efforts and by the 
efforts of professional archaeologists and 
concerned citizens alike.

Cultural heritage is a valuable 
resource for Chiang Mai tourism industry, 
and gives tourists the opportunity to 
experience the remnants of ancient 
civilizations, to see examples of past 
accomplishments, to develop cross 
cultural relationships, and to exchange 
knowledge and ideas among people with 
different perspectives. At the same time, it 
must be remembered that the negative 
impacts of cultural tourism can destroy 
both the tangible and the intangible 
aspects of culture.  From this standpoint, 
we can see that there must be an effort to 
find a balance between tourism, 
conservation, authenticity and economic 
development, and raise the concept of 
sustainable tourism. 

While tourism does bring benefits, the 
local communities living in the vicinity of 
popular tourist destinations must evaluate 
its outcomes in terms of both costs and 
benefits. Therefore, it is important that all 
stakeholders understand both the positive  

and the negative impacts made by tourism 
on heritage locations, the local environ-
ment, and the social fabric of traditional 
societies. It is important that the 
communities affected be aware that, while 
tourism may offer short-term financial 
rewards, it is only the perpetuation of 
vulnerable historic and cultural resources 
that will ensure a sustainable future for the 
people of the community. 

In order to ensure that future 
generations are able to access their 
authentic heritage and, at the same time, to 
provide a reason and motivation for 
visitors to continue to visit, stakeholders 
should work in concert in order to 
safeguard the wide range of heritage 
resources that exist in the region.  Tourism 
has the potential to become both a driving 
force for and an economic enabler of the 
conservation of the tangible and intangible 
cultural and natural heritage resources.  If 
tourism cannot contribute to the 
preservation of a region’s environments, 
cultures and traditions, then there is no 
place for the development of tourism in 
that region.

Chiang Mai city wall is the one of the 
famous and significant buildings of 
Chiang Mai. It is an outstanding example 
of a historical site which is representative 
of the culture, architecture and the history 
of the city; it has become especially 
significant as it has become vulnerable 
under the impact of social change. This 
wall lies within a two kilometer square 
moat surrounding the old city. Sections of 
the wall remain at the gates and the 
corners. The site can be characterized in 
terms of the values that it represents, as 
follows: 

1. Historical Values 

The city walls were constructed at the 
same time as the foundation of Chiang 
Mai City by the order of Phaya Mangrai in 
1296. Each of the four city walls has gates



194

International Journal of Agricultural Travel and Tourism            ISSN: 1906: 8700 
Vol. 3 (2): 192-201, September, 2012 
The Conservation and Interpretation Plan for Chiang Mai City Walls        N. Lerdkanjanporn 

measuring four wah in width. These city 
gates were restored in 1801, during the 
reign of Phra Chao Kawila, and were 
rebuilt once again between 1966 and 1969. 

2. Aesthetic Values 

The city walls have been conserved 
and renovated several times since they 
were first built. However, the combination 
of the architectural styles of the walls is 
significant in terms of finding a measure 
of harmony between the ancient and the 
modern styles. The walls have their own 
character and should have been better 
managed to provide a resource for 
exhibition to the public. 

3. Interpretative Values

The walls surround the old city of 
Chiang Mai, which is now the center of 
the modern city. Hence it is easy to be 
viewed and reached by the wider public 
and the local community. This means that 
stakeholders can also use it as a learning 
resource beyond the normal education 
system. 

Conservation and Interpretation 

“Conservation” means to maintain the 
state of something in a stable and un-
changing manner (not an exact translation) 
according to the Royal Institute dictionary 
(1982).  The Thai Fine Arts Department 
defines conservation as the preservation of 
value, as well as protection, reservation, 
restoration, and repair.  Catanese & 
Snyder (1979) provide different meanings 
of conservation as follows: First, 
restoration is to repair the building by 
rebuilding or demolishing the damaged or 
lost parts or adding new parts. Second, 
rehabilitation and renovation is to repair 
the old building to be able to be used 
again. The interior architecture may be 
modified in order to meet the current 
demands.  Conservation is to conserve the 
resources for use in the future and the 

present. (Phiromruen, S., 2005: 47 as cited 
in  Iamsakulwiwat, A., 2007 : 34 - 35) 

The Fine Arts Department of Thailand 
is responsible for the conservation of 
historic sites, so the department issued 
regulations for conserving historic sites in 
1985. The objective is to rectify the 
conservation methods of the historic 
places according to the international 
methods and Thai economy, society, 
tradition, and culture. The referred 
international method is the Venice Charter 
1964, which has been the principle used to 
draft the Fine Arts Department’s 
regulations for conserving the historic 
places. Conservation is classified into 
three categories: first, there is conservation 
to maintain the site.  Second, rehabilitation 
is to restore a site to a working condition.  
Third, restoration is to repair a site in an 
aesthetic manner (which may or may not 
include restoring to a usable condition, 
depending on the site), but also to clearly 
show the differences between the original 
and repaired parts. 

Freeman Tilden (1977), a member of 
the US Parks Service, and considered the 
founding father of interpretation, 
established six fundamental principles for 
the discipline in his 1957 book, 
"Interpreting Our Heritage".  These tell us 
that interpretation must be relevant to what 
is displayed or else run the risk of being 
meaningless for the visitor, that inform-
ation is not the same as interpretation 
because it does not, by itself, promote 
understanding, and that interpretation must 
address the whole of what is being 
interpreted to a person.  Further, Tilden 
describes the creative principles of 
interpretation as an art combining many 
disciplines, but which can be taught to 
some degree, and states that the chief aim 
of interpretation is to provoke thought 
rather than instruct action.  He concludes
by mentioning that interpretation intended 
for children should be fundamentally 
different from interpretation for adults, but
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that this difference should not simply 
dilute the interpretation presented to 
adults, and he last suggests that separate 
interpretation programs should be created 
for children and adults.

The interpretation and presentation of 
cultural heritage sites must respect the 
basic tenets of authenticity in the spirit of 
the Nara Document (1994).  Authenticity 
is a concern relevant to human com-
munities as well as material remains.  Any 
interpretation and presentation should 
contribute to the conservation of the 
authenticity of a cultural heritage site by 
communicating its significance without 
adversely impacting its cultural values or 
irreversibly altering its fabric-even inter-
pretive  infrastructures  (such as kiosks, 
walking paths, and  information  panels) 
must  be  sensitive  to  the  character,  
setting  and  the  cultural  and natural 
significance of a site, while remaining 
easily identifiable.   

Heritage interpretation is an edu-
cational activity which aims to reveal 
meanings and relationships through the 
use of original objects, by firsthand 
experience, and by illustrative media, 
rather than simply to communicate factual 
information.  In nearly all cases in this 
writing, history and heritage are con-
sidered separate and distinct; history is 
used to refer primarily to a base technical 
knowledge of what happened, how and 
when it happened, who it happened to, and 
whether, in some instances, it might have 
been avoided.    

Heritage, on the other hand, is used to 
refer exclusively to those parts of history 
that are deliberately remembered, celeb-
rated, and handed on to future generations.

A major challenge for heritage 
tourism is the “…existence of the inherent 
contradiction between conservation and 
change associated with the process of 
tourism development” (Li, 2003).  While 

they are being developed, in other words, 
the authenticity of heritage sites often is 
debated. Seeking a balance between the 
authenticity and popularity of a heritage 
site has often been an issue. With regards 
to the idea of ‘experiencing authenticity’, 
it is important to realize that it is not an 
issue of whether or not the individual 
actually has an “authentic” experience, but 
rather that their experience is characterized 
by authenticity in their own view (Cohen, 
1988).

Frequently, tourists are prevented 
from experiencing cultural events and 
traditions because of a lack of amenities or 
by the unforgiving surroundings of the 
heritage destinations (Li, 2003). Li has 
suggested a balanced approach that takes 
into account the management of tourist 
experiences and conservation of heritage 
sites. The suggested approach is centered 
on the following main ideas: First, that 
authenticity should be evaluated in terms 
of whose narrative heritage tourism is 
presented and what has been left out; 
Second, that tourists’ interests should be 
considered and satisfied based upon their 
willingness to consume; and finally, that 
government and local communities should 
collaborate to develop laws that promote 
heritage tourism in order to protect and 
foster heritage sites for the future. The 
economic effects brought by tourists 
eventually benefit the development of 
heritage sites and the local residents 
financially.

Today, the remaining ruins of the 
ancient city wall which are clustered 
around the centre of Chiang Mai city, are 
potent reminders of the city’s and the 
Lanna kingdom’s past glory. Therefore, 
Chiang Mai city walls are a significant site 
that should to be subject to protection and 
conservation from the effects of social and 
economic globalization with its threats of 
commodification and exploitation by a 
suitable conservation and interpretation 
plan that will encourage the stakeholders  
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to value and appreciate local heritage in
the right way and lead to a successful  

regime of sustainable tourism.                

         N 

Figure 1 : Chiang Mai Old City, scope of study 
Source ; the author on  november 2009 

The scope of study 

The study of Chiang Mai’s city walls 
presents the concerns to be held of a 
significant historic site.  The area of study 
will especially include the city’s five gates 
(Chiang Mai Gate, Chang Phuak Gate,  
Suan Dok Gate, Tha Phae Gate and  Suan 
Prung Gate) and the four corners (Sri 
Phum Corner, Hua Lin Corner, Ku Ruang 
Corner and  Ka Tam Corner), which are 
the most significant standing portions of 
the walls.  

The population to be observed in the 
study was classified into four categories of 
people with a stake in the condition and 
preservation of the Chiang Mai city walls: 
local people who live around the city walls 
(including local businesses and develop-
ers, which according to Thai law must be 
Thai citizens), tourists or visitors who visit 
the site, the officers of the city’s local 
government, and concerned people from 

outside agencies and academics. The 
research will examine and analyze the 
history, physical structure, changes and 
heritage management of the Chiang Mai 
city walls. 

Research question 

The overall interest of the study is in 
the present state of the city walls and how 
they can be presented to a sophisticated, 
educated public.  Hence there are several 
(sub) questions that have to be 
investigated:

1. What still survives of the ancient 
walls, and what is the history that can still 
be read from both the overall form of the 
walls and each of its significant remnants? 

2. How have modern changes 
compromised the integrity of the overall 
form and significant remnants of the 
walls?  What does the present state of the  
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walls tell the educated, sophisticated 
observer about the processes and values 
that underlie these changes?  The issue 
here is the causes and impacts of 
demolition, alteration and encroachment – 
both directly physical and visual – on the 
walls.  Both this and the preceding 
question imply the need for a detailed and 
sensitive survey of the surviving walls and 
a detailed account of the history of their 
demolitions, changes and encroachments. 

3. In the light of what the walls can 
tell us of the ancient past of Chiang Mai 
and the Lanna civilization, what can they 
also tell us of the modern transformations 
of the city at both a macroscopic and a 
microscopic scale?  What might be a 
proper conservation and interpretation 
plan for Chiang Mai’s city walls in the 
opinions of various stakeholders?

Research objectives 

In view of the overall interest and 
guiding question(s) set out above, there 
are three objectives to be addressed: 

1. It is necessary to undertake a 
detailed physical survey of the present 
situation of the walls, backed by a survey 
of the literature on Chiang Mai generally 
and on the city walls in particular. 

2. A further survey is needed to 
ascertain the views of stakeholders on (a) 
the current condition of the walls, (b) 
actions that could/should be taken to 
improve the integrity, physical condition 
and visual aspect of the walls and (c) what 
should constitute a plan for conservation 
and interpretation of the walls and their 
present context.  Disagreement among 
stakeholders regarding these three points 
is expected. 

3. These two forms of data must then 
be brought together as a basis for some 
concluding observations on the objectives
and form of a conservation and interpret- 

ation plan for the Chiang Mai city walls. 

METHODOLOGY

1. Documentary Research 

A wide range of both primary and 
secondary sources of information will be 
consulted. These will relate to the history 
of Chiang Mai and more specifically of its 
city walls, archaeological surveys, local 
government and other public agency 
records, accounts of controversies 
concerning the walls and/or building 
developments impacting on them. 

2.  Physical survey

Direct observation will be made of the 
buildings, sites and landscape around 
Chiang Mai City Wall to ascertain their 
history and the story of their occupants, in 
order to establish an understanding of the 
place and of the processes that have 
underlain their present condition. At the 
same time it will be necessary to observe 
tourist behavior at the historic sites in 
order to collect another form of 
information about the tourists, such as the 
way the tourists make sense of and derive 
meaning from a visit to Chiang Mai city 
wall, their behavior concerning the search 
for information on the site, and the time 
they spend to read the signs and how they 
came to the site.  

3.  Interviews

Interview methods will be used to get 
some understanding of opinions and 
impressions from targeted respondents, 
specifically the officers of the local 
government and other public agencies who 
have a responsibility for Chiang Mai city 
walls and from the tourists who visit the 
site. The aim is to identify their 
expectations, and to find any correlation 
between expectations and acquired 
experiences or new knowledge. 
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RESULTS 

The results are obtained from direct 
fieldwork by the author and from 
interviews with several government 
agencies related to the management of the 
Chiang Mai walls and to participation in 
issues relating to the walls.  The compiled 
information is, in part, derived from the 
following agencies: Chiang Mai Provincial 
Office of Tourism and Sports, Tourism 
Authority of Thailand, Chiang Mai Office, 
The 8th Regional Office of Fine Arts, 
Chiang Mai, Chiang Mai Provincial 
Administrative Organization, Chiang Mai 
Municipality, Chiang Mai Tourism 
Business Association, Chiang Mai 
Cultural Office and Office of Public 
Works and Country Planning, Chiang Mai 

Additional data are gathered from 
opinions and suggestions given by tourists 
travelling to Chiang Mai, the local 
residents living near the walls and  

respondents on the Internet expressing 
their opinion via e-mails and on topics on 
local websites.  The above information is 
assembled and illustrated by the author as 
below.

The following section was mostly 
written on the basis of the author’s field 
survey of physical conditions at nine 
locations.  The circumstances and their 
analysis were provided by the author 
aiming at presenting the current situation 
and conditions of the Chiang Mai Wall.  
Additionally, what the author had seen 
during the main field survey at the end of 
2011 to the early period of 2012, 
additional available data have also been 
inserted, to yield an account starting from 
the survey report and the analysis of 
Chang Phuak Gate, followed by Sri Phum 
Corner, Tha Phae Gate, Ka Tam Corner, 
Chiang Mai Gate, Suan Prung Gate, Ku 
Ruang Corner, Suan Dok Gate and Hua 
Lin Corner, with a clockwise rotation. 

Figure 1. Ku Ruang Corner, Chiang Mai City Wall,
by the author on 19th March 2012 
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Table 1.  Present condition of Chiang Mai City Walls 

Site 
Position in 

Ancient Chiang 
Mai City 

Astrological
Significance of the 

City
Interpretation Sign 

1.Chang Phuak 
Gate 

 Northern part  The power  1. A brass plate giving the name of the gate with 
dimensions 80cm x 120cm. 
2. A white marble plate contains important information 
and history of Chang Phuak Gate, both in Thai and 
English. 
3. A small cement place identifies the name of Chang 
Phuak Gate in Thai 

2.Sri Phum 
Corner

Northeastern  part  The Luck/Fortune  1.A metal plate giving the name of the corner 
screened in black 
2, and 3 are two metal plates installed at the inner 
face of the fortress 
4.White marble plates on brick bases around Sri 
Phum Corner demonstrate the meaning of important 
trees

3.Tha Phae 
Gate 

Eastern part The Property  1.The brass plate screened with black text and 
attached to the northern part of the gate slightly above 
head level 
2.The white marble plate consists of information on 
the significance and history of Tha Pae Gate, in both 
Thai and English.   

4.Ka Tam 
Corner

Southeastern part  The Perseverance 1.The metal plate identifying the name of this corner is 
screened in black. 
2.The white marble plate consists of important data, 
both in Thai and English 

5.Chiang Mai 
Gate 

Southern Part The Patronage 1.The metal plate indicating the name “Chiang Mai 
Gate” is screened in black on orange background.   
2.The white marble plate contains important data, 
both in Thai and English 

6.Suan Prung 
Gate 

Southern Part - 1.The metal plate indicating the gate’s name is 
screened in black on an orange background. 
2.The white marble plate conveys significant 
information such as the origin of the name and the 
history of Suan Prung Gate, in both Thai and English. 

7.Ku Ruang 
Corner

Southwest Part The Misfortune 1.The metal plate identifying the corner’s name is 
screened in black.  It is affixed to the fortress about 3-
4 meters above ground level. 
2.The white marble plate contains important 
information such as the name’s origin and history of 
Ku Ruang Corner, both in Thai and English. 
3.There is a concrete plate to communicate the 
meaning of the wall.  It is attached in front of the 
fortress near the outer road. 

8.Suan Dok 
Gate 

Western Part   The Retainer 1.The metal plate indicating the name “Suan Dok 
Gate” is screened in black on an orange background.    
2.The white marble plate contains essential data, both 
in Thai and English, such as the  origin of the name 
and the history of the Suan Dok Gate   

9.Hua Lin 
Corner

Northwest  Part The Age 1.The metal plate identifying the corner’s name is 
screened in black.  It is affixed to the fortress about 3-
4 meters above the ground surface.         
2.The white marble plate contains important 
information such as the name’s origin and the history 
of Hua Lin Corner, both in Thai and English.                   

   Source: the author on  August, 2012 
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DISCUSSION 

1. Conservation Plan for Chiang 
Mai City Walls 

There are two primary suggestions 
which will briefly be explained here in 
regards to the conservation of the Chiang 
Mai city wall: reconstruction and 
retention.  By reconstruction, it is meant 
that a section (and not more than a single 
section) of the city walls should be 
reconstructed to their original specifi-
cations, accretions to the inside of the 
walls removed, and the walls made to look 
exactly as they did during some specific 
time period.  Retention refers to making an 
effort to retain the walls in their present 
condition for as long as is practically 
possible before taking steps to either 
modify the composition of the walls 
themselves or the surrounding environ-
ment (for example, sheltering the walls 
from wind and rain or injecting glue into 
the interior portions of the wall and 
surrounding soil, so that soil erosion does 
not affect the structural integrity of the 
walls. 

2. Interpretation Plan for Chiang  
Mai City Wall 

There are only three suggestions that 
can be made for a better interpretation of 
the Chiang Mai walls.  First, an effort at 
actual interpretation be made, because no 
such effort worth acknowledging has yet 
been made.  Second, an effort to help 
outsiders understand at least some of the 
context of the historical Thai culture that 
shaped the walls and colored the events 
surrounding them be made.  Third, and 
finally, an effort be made to leverage the 
increasing variety of communication tech-
nology in order to not only transmit 
information about the walls themselves, 
but to also make the walls more well 
known.
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