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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 fi fth volume (number 1) that publishes original research papers, invited review articles, 
and short communications (scientifi c publications) include the following: 1) The Potential of 
Community-Based Tourism Management in Luang Namtha District, Luang Namtha Province, Lao 
People’s Democratic Republic, 2) Chinese Hotel Guests and their Perceptions of Corporate Socially 
Responsible Policies, 3) Research and Development of A Farm System For Student Learning in 
Agricultural and Technological Colleges in the Northern Region of Thailand, 4) MICE Management 
Strategies in Chiang Mai Province, Thailand, 5) The Relationships among Tourism Image, Perceived 
Quality, Place Attachment, Tourist Satisfaction, and Revisit Intentions–A case of International 
Tourists in Thailand Tourism Night Market, 6) Strategy of Community Tourism Marketing and 
Tourist’s Behaviors in Luang Prabang District, Luang Prabang Province, Lao People’s Democratic 
Republic (Lao PDR), 7) Tourists Buying Behaviors at Entertainment Venues in Chiang Mai 
Regarding the Service Marketing Mix, 8) The Effects of Price Promotions Type and Promotion 
Depth of Travel Products on Consumers’ Behavior, 9) The Relationships among Theatrical 
Components, Experiential Value, Relationship Quality, and Relationship Marketing Outcomes–
A Case of Theme Park in Taiwan, and 10) Conservation Tourism Management at ToeyNgam Beach, 
Nawigayothin Bay by the Royal Thai Marine Corps, Sattahip District, Chonburi Province, Thailand.

April, 2014
Editor-in-Chief
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ABSTRACT 

The community-based tourism management in Luang Namtha District, Luang Namtha Province 
in Laos has been greatly developed until it has become the prototype of the other tourism areas. 
The objective of this study was to explore the potential of community-based in tourism management 
by using mix method. Twenty four tourism and environmental academic offi cers, tourism experts, 
and general members were in-depth interviewed to collect data in four areas; namely, nature and 
culture, community organization, management, and community learning and sharing. Then, the 
results were proved by focus group in the village. Four hundred questionnaires of tourists’ opinion 
for the potential of community-based tourism management were collected from the tourists while 
visiting in the villages. Finding from qualitative research and quantitative research shows that Luang 
Namtha district is abundant in term of natural resources and diversifi ed tradition and culture because 
the community’s committee was very strong. Villagers live peacefully together. For tourism 
management, there were many tour program such as ecotourism, culture tourism, archaeological 
tourism, and etc. which the community was willing to be part of decision making by setting activities, 
participating in tour program to preserve natural resource in the long-run and to learn and share the 
knowledge to youth members and tourists. From the study found that the environmental issue, 
undeveloped touring site, and ineffi cient tour staff in some areas were very important problem 
which must be solved in this area. The potential in Tourism Management in Luang Namtha District 
from Tourists’ opinion showed level score of 3.7562 (SD=0.51417) toward the potential of 
community, toward the management with the score of 3.7500 (SD=0.55972), learning of 3.8262 
(SD=0.49350).

Keywords: Community-Based Tourism, Tourism Management, Potential, Luang Namtha Community
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INTRODUCTION

Nowadays tourist industry has become one 
of the key factors toward world economy and 
the industry itself has shown the sustainable 
growth. It has become the key sector of many 
countries. Community-based tourism is expected 
to be one of the potential tourism management. 
Community-based tourism management focuses 
on the developmental process that involves the 
community in tourism management. This not 
only responses to tourists’ needs but also 
improves the community’s potential; i.e., 
entrepreneurs, employees and other relevant 
organizations. The community or the locals 
would take part in tourism management with the 
goals of maintaining and restoring natural 
resource while balancing local’s intellect and 
cultural identity. Apart from this, the act of 
tourism management requires the locals to learn 
of tourism management, income management, 
and income distribution to community equally. 
Nevertheless, tourism has greatly affected 
natural resource, society, and culture. The 
community must be aware of this coming change 
to the community. In 2002, the United Nations 
has announced to be year of Ecotourism. With 
this regards, the UN requested to international 
organizations, government and private sectors 
to take part in supporting activities with the 
assumption that community owns the natural 
resource and the community is the major 
stakeholders from tourism industry. That is, the 
local resources-natural resources, history, 
tradition and culture are considered to be the 
cost or input of tourism management. In addition, 
the community has developed its own potential 
in order to take important role in decision-
making, planning, operational process, 
knowledge creating accompanying with focusing 
on sustainable growth.

Laos is one of many countries in Southeast 
Asia that tourist industry has become the major 
role in developing the economics of the country. 
Its government has announced development and 
supporting plan in tourist industry by focusing 

on its culture, natural resource and history. Roads 
have been constructed between provinces around 
the country and with its neighbour countries 
including the expansion of border routes. The 
exempt of visa has been granted to ASEAN 
countries. Also, there has been the increasing 
number of airlines from and to Laos.

As the results, the percentage increase of 
tourists to Laos from 1993-2012 is 20.07% and 
in 2012, there are 3.3 million tourists to Laos 
Tourism Development Department (2012: 5). In 
2013, Laos was awarded the world best tourist 
destination by EU Tourism Counselor and 
Commerce ASEAN Secretariat News (2013: 
online)

Luang Namtha Province has attracted many 
tourists. In 2011, there were 201,522 tourists 
which were 4 times in creased when compared 
to those in 2001. The annual increase is 9.5% 
from 2001 to 2011. Luang Namtha community 
took part in tourism resource which result edit 
awareness of the community about the problem 
and effect by taking in these tourists. The 
community has attached to the environment as 
pert other income report by village, it is found 
that each village gained USD 1.6 million per 
year Luang Namtha Provincial of Information, 
Culture and Tourism Department, Laos (2011: 7) 

The purposes of this study are to 1) to study 
the tourist resource context in Luang Namtha 
District, Luang Namtha Province 2) to explore 
the community potential in tourism management 
in Luang Namtha District, Luang Namtha 
Province that is suitable with geographical 
context 3) to study the community potential in 
tourism management in Luang Namtha District, 
Luang Namtha Province.

LITERATURE REVIEW

Community-Based Tourism 
Management Concept

The term as “tourism activity that give 
priorities to environmental, social and cultural 
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sustainability directed, managed and owned by 
community; hoping to provide knowledge to 
tourists. “Factors affecting community tourism 
management are 1) abundant natural resource 
and unique culture 2) Concrete community 
organization 3) trustworthy management; 
namely, rules in managing environment, culture 
and tourism activities including related 
organization, fair distribution of income, funds 
in development of economics and society aiming 
to be knowledge society, activities supporting 
understanding of diversity in way of life and 
culture, build in realization of environmental 
and cultural preservation.

Principles in tourism management comprises 
of community ownership, enhancing self-
actualization, community participation, 
increasing quality of life, preservation of 
environment and culture, enhancing learning 
within and between community and tourists, 
showing respects to one another and fair 
distribution of benefi ts.

Potential of Tourism Point of Interest

The Thailand Community Based Tourism 
Institute (2003: online) defines the term as 
tourism activity concerning the sustainability 
and the preservation of environment, society and 
culture, directed, managed and owned by the 
community. There are 4 aspects determining 
factors in tourism management which are:

1. Nature and culture refers to community 
is abundant with natural resources and habit of 
utilizing natural resource and local unique 
culture.

2. Community organizat ion is  the 
community which understands one another, there 
are experts in several skills and community has 
the sense of ownership so that the development 
can be implemented.

3. Managerial  aspect refers to the 
community has its own code of conducts, and 
rules including related organizations in arranging 
tourism activities and the ability to connect 
related industry to tourism industry. The benefi ts 

are equally distributed and the ample fund to 
develop economic and social aspect in the 
community.

4. Learning aspect refers to the aspect in 
which it can enhance learning and comprehension 
in the community’s way of life and various 
cultures. Learning can be done between the 
locals and tourists. Consciousness in preserving 
nature and culture in both to the local and the 
tourists is built.

Information of Luang Namtha

Luang Namtha is one of the regions located 
in the North-Western of Laos connected to 
Yunnan of China and the west connected to 
Myanmar. The south is connected to Bokeo and 
the east is connected Oudomxay Region. The 
total area is 9,325 square kilometers. 85% of the 
geography is mountainous. There are 162,747 
inhabitants from 355 villages, 17 hill tribes from 
5 provinces which are Luang Namtha, Sing, 
Long, Vieng Phouka, and Nalae. The major 
products are corn, rubber, sugar cane, coal and 
copper. 

Luang Namtha consists of abundant natural 
resource and diversified culture located in 
National Reserved Forrest with 222,4000 hector 
(The Forest Land of 550,000 hectors). Luang 
Namtha is connected to NamKan National 
Reserved Park of BoKeo Province and Ssangyong 
National Reserved Park of China. The land 
consists of coal, copper, gold, iron mines with 
more than 70 currents. There are more than 228 
bird species and the area itself was announced 
the ASEAN Heritage Site in 2003; this has 
enhanced the tourism business. Regarding to 
cultural perspective, there are various cultures 
such as Buddhism in SibsongPunna, Boon Poi 
Festival of Lua tribe in Sing District, Boon 
KinJiang of Mong-Yao tribe, Boon krua of 
Kummu tribe, Mahoran Festival of TaiDum tribe. 
This has created ten well diversifi ed and united 
culture in Luang Namtha.
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METHODOLOGY

This study applied qualitative and quantity 
research methodology. The data collection was 
primary data, i.e., printing media, and online 
media, and qualitative data from interviewing 
24 persons comprising of 1) representative from 
government sector, i.e., press conference, 
cultural and tourism department from Luang 
Namtha in the number of 3 persons, village head 
and committee from each village in the number 
of one person (Ban Namdee, Ban NamHa, Ban 
Jaroensuk and Ban Piang-Ngam) in the total of 
11 persons 2) representatives from private sector; 
i.e., companies providing tourism services and 
tour companies in the number of 8 persons and 
3) representative from population both adults 
and youths in the number of 5 persons. The in-
depth interview technique has been used to 
collect data in four areas; nature and culture, 
community organization, management, and 
community learning and sharing. The 35 
representative groups were interviewed selecting 
by purposive sampling method. Those 
representatives were leaders who were considered 
to be major stakeholders in community-based 
tourism management. The data collection 
method was by focus group and observation to 
analyze important content and synthesized the 
results as per to each issue which later on was 
summarized to be the research study. And 
quantity data from sampling 400 tourists by 
using questionnaire.

RESULTS AND DISCUSSIONS

It is found that Luang Namtha District 
classifi es tourism aspects as follows:

The tourism resources context

Luang Namtha Province located in the 
Northwest of Laos. The road transportation is 
connected to other northern districts and 
neighboring country. There is also boat 

transportation with other countries in upper 
Khong River part; i.e., the northeast connected 
with Yunnan, the west connected with Myanmar, 
the south connected with Bokeo Province and 
the east connected with Oudomxay Province. 
The area of Luang Namtha Province is 9,325 
square kilometers. There is one airport which 
transports tourists to the area dailies. 85% of the 
area comprises of mountains. There are 162,747 
populations in 355 villages from 17 tribes. The 
province comprises of 5 districts which are 
Luang Namtha district, Singh district, Long 
district, Vieng phoukha district, and Nalae 
district. The major exporting products are corn, 
sugar cane, rubber tree, coal and copper.

Luang Namtha district comprises of natural 
resource and diversifi ed cultures. The area is 
located in the Nam Ha National Protected Area 
with 222,400 hectare with the forest area of 
550,000 hectare. In addition, it is connected to 
NamKan National Reserved Park of BoKeo 
Province and Ssangyong National Reserved Park 
of China.

Many medical herbs can be found in this 
area. Moreover, there are coal mine, copper 
mine, golden mine. There are more than 70 rivers 
where is the habitat of 288 bird species. In 2003, 
Nam Ha National Conserved Forest has been 
announced to be ASEAN Heritage site which 
has enhanced the potential of Luang Namtha 
District to be ecotourism destination. The 
tradition and culture is varied. For example, 
Buddhists in the area regularly participated in 
Boon poi (Lue Tribe) in Sing District which is 
taken place in April and May or Boon KinJiang 
of Mong-Yao tribe, Boon krua of Kummu tribe, 
Boon mahoran of TaiDam tribe (in January to 
February). This has brought Luang Namtha 
District to be cultural and eco-tourism. 

Luang Namtha community has realized the 
importance of natural reservation and its cultures 
as ecotourism has become the major source of 
income for the community. The income is in the 
form of touring guide, accommodation, food 
services, handicraft products, and souvenirs. The 
touring routes have been expanded to the other 
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part of Luang Nantha Province with the 
cooperation with other 27 tourism businesses 
such as bike renting, 130 touring programs by 
community, 177 villages, 271 touring guide. 
There were 30,058 tourists which has brought 
in the income of USD 16,436 Luang Namtha 
Provincial of Information, Culture and Tourism 
Department, Laos (2011-2020: 13) The program 
comprises of 

1. Agro-tourism: The activities are trekking, 
kayak, long-tailed boat, biking, Tuk-Tuk, cave 
and water sightseeing. During the activity the 
tour guide explains to the tourists about 
vegetables, trees, herbs, various types of animal 
when seen. The example of touring program is 
as follows: 

 Kayak (1 day trip), Starting from Luang 
Namtha district, Jaroensuk Village which takes 
55 minutes or 20 kilometer. Before taking kayak, 
tourist would enjoy the beauty of nature and 
having breakfast. While kayaking, they can enjoy 
the community’s way of life. 

 For 2 day trip, the fi rst day starting from 
Luang Namtha district, Maipasak Village, 
Sobtud Village and Huayluang Village. The 
second day, the trip starts from Huangluang 
Village to Had Yong, Sin U-dom, Had Nalueng. 
On this second day, tourist will enjoy seeing 
Kummu tribe or home stay in Huaylueng. 

 Trekking takes 4 hours; where tourists 
experience forest adventure, trekking up to 
Mountain, learn how to hunt technique, enjoy 
local meal. If tourist can walk for another 2 
hours, he/she would see the biggest tree in the 
forest. For 2 days trekking trip, Kummu tribe 
tour guide would bring tourists to the heart of 
the Nam Ha National Protected Area. Tourists 
can enjoy the beauty of bird, wildlife, and trees. 
And during the night time, tourist can have a 
sound sleep in the camp. In every program, the 
local participates in setting up activities to ensure 
the reservation of the natural resource and in 
case of emergency, leader of community is 
available for consulting and taking action to 
solve all the problems. 

2. Cultural tourism: Tourist lives with the 
local in the village to learn the local’s way of 
life including cooking class is provided. 
Following is the example of the program, seeing 
handicraft product village, seeing Laos preserved 
design village, Tadnamdee Waterfall, LuangKhon 
Temple. 

3. Archaeological tourism: Comprises of 
visiting PraThat Temple (temple which has 
Buddha’s Relic in Chedi), Rock Forest which 
was built by ancestors. 

A problem found in this study was the 
unfavorable odor from rubber factories in Luang 
Namtha District, undeveloped touring sites and 
ineffi ciency of tour guide to explain historical, 
cultural and natural knowledge to tourists. 

As a result, in 2001 Laung Namtha Province 
was awarded from the United Nations to be the 
best ecotourism which has cured the poverty in 
the area. In 2002, British Airlines awarded to 
Nam Ha National Protected Area as the best 
ecotourism and in 2007 Equator Prize provided 
biological book in curing the poverty of the 
community. The book also provides the 
ecotourism format which has been used in other 
17 districts in Laos. There are 141 activities 
provided which are trekking, river tour, rafting, 
biking, homestay, caving, waterfall sightseeing, 
purchasing handicraft products, agro-tourism, 
archaeological tourism and cultural tourism.

  
The community potential in tourism 
management in Luang Namtha 
District

1. Nature and Culture. Luang Namtha 
District is comprised of nature and culture and 
is considered as the major aspects of tourism. 
There is national reserved park containing of 
various types of plants and animals such as tiger, 
bear, and rare bird species. The park is abundant 
with big trees and it is the major attractions for 
tourists to study the nature. The local way of life 
also induces tourists to the area. As the community 
gains from tourism sectors, the community is 
well-aware of nature preservation. This gives 
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precedence to nature protection from investors-
trying to change the community way of life and 
by destroying the beauty of nature in the area. 
Tourists may blend in with the community and 
can enjoy shopping the local cloths to be 
souvenir. Tourists can travel to Luang Namtha 
by themselves. 

 Luang Namtha comprises various tribes; 
each tribe has his own culture. This diversity has 
made the community attractive to tourists and it 
should be preserved to ensure the sustainability 
of tourism business. Community still wears its 
cultural clothing and tourists can enjoy cultural 
dancing if they would like to. Apart from this, 
women are normally responsible for weaving 
and growing mulberry used as the coloring 
process. In sum, it is considered to be the 
important city in attracting tourists to Laos.

2. Community organization: Several 
tourism-related groups have been set up to 
enhance tourism activities. The distribution and 
preservation of cultural aspect are communicated 
to tourists. The locals can take part in trekking 
activities; as the tour guide. The guide is 
knowledgeable of community history, culture 
and environment so he/she can provide enough 
knowledge of that community to tourists in 
preserving the environment and culture of the 
community. These are some working group in 
the communities; The arts group is responsible 
for arranging cultural performance by recruiting, 
practicing and performance to tourists. Handicraft 
product group produces hand-made products 
which is normal in the community. Homestay 
group looks after tourists in lodging and 
providing meals for tourist. 

3. Management: Community cooperates 
well to increase the physical beauty such as 
cleanness in the area, setting up feeding areas 
for household ducks, roosters and geese. The 
village head and the community collaborate to 
ensure that the environment is desirable 
including providing health-related knowledge 
to people to ensure that they follow the 
guidelines. New tourism programs are introduced 
from times to times including new tourist’s 

attractions. The guidelines for tourists are 
introduced such as how to trek. In sum, the 
management seems to be the major advantages 
as there are collaborations with private and 
government sectors to improve the tourism 
business. 

4. Learning and sharing: Luang Namtha 
Province is licensed to build the only National 
Tourism Center- which ensures the community’s 
participation and providing knowledge to 
interested people or anyone who would like to 
experience the local way of life. The center has 
been set up in 1999 with 8 villages and 6 tourist’s 
programs, 8 tour guides such as kayak one day 
one night. The program starts at Luang Namtha 
to Jaroensuk which takes 55 minutes or 20 
kilometers. Before sailing, tourists can enjoy 
breakfast then enjoy the beauty of nature along 
the riverside and wild life. 

Luang Namtha Tourism Management has 
improved the economics condition in the 
community and been used as the mean to the 
preservation of culture and nature in the 
community. This ensures the sustainability of 
tourism business in Luang Namtha. The Tourism 
Development Project has taken part in tourism 
management that gives precedence to local 
community. It can be seen clearly that the 
community is able to manage tourism-related 
activity efficiently. They also maintain and 
develop the tourist attractions in their best 
conditions. The program can be divided into 2 
categories which are cultural program, nature 
program and historical program. There are 8 
activities as follows: trekking which includes 
nature sight-seeing and the tour guide explains 
the details of plants, herbs, insects and wildlife 
in the area, kayaking, sailing on tailed-boat, 
biking, Tuk-tuk riding, cave sight-seeing and 
waterfall sight-seeing, living in homestay and 
learning how to cook. 
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The potential in tourism management 
in Luang Namtha District from 
Tourists’ opinion

It is found that the majority of respondents 
are female (56.5%), married (77.3%). The 
highest level of education group is bachelor 
degree (71.8%), diploma (11.3%), and only 8.8% 
has master degree. They work in private 
company (35%) and 30.8% work as government 
servant. 20.5% are self-employed and 10% are 
students. The respondents are between 18-60 
years old with the average of 35 years old. The 
lowest income is USD 50.00 per month and the 
highest is USD 8,000 with the average of USD 
2116. The potential in tourism management in 
Luang Namtha District from Tourists’ opinion 
showed level score of 3.7562 (SD=0.51417) 
toward the potential of community, toward the 
management with the score of 3.7500 
(SD=0.55972), learning of 3.8262 (SD=0.49350). 
For the reason for improving the potential of 
tourism management found that 20.1% of 
tourists prefer to improve safer environment and 
18.7% of tourists prefers to improve such 
tourist’s place to be preserved. The rest to be 
enhanced are 15.7% (communication), 14.0% 
(related tourism documents), 13.4% (tourism 
staff), 9.2% (cleanliness), 5.8% (lodging) and 
3.1% (street). 

CONCLUSION AND 
RECOMMENDATION

This study of the potential of community 
based tourism management, Laos is essential as 
it has started since 1999 and its success has 
brought worldwide attention more than 10 years. 
The success includes bringing the community 
to be part of the growth. One factor of the success 
is the abundant of nature –National Reserve Park, 
ASEAN heritage Nam Ha which comprises 
various types of forest and plants. There are 
waterfall and caves, beautiful natures around the 

area including cold climate which is preferable 
to tourists.

Apart from this, historical sites and 
diversifi ed and unique culture is considered to 
be the strength. The distinctive managerial aspect 
between private and governmental has increased 
the effectiveness in tourism management in 
preserving culture, tradition and environment. 
This knowledge also assists the other communities 
in developing tourism management. 

From the tourist’s point of view, tourists’ 
opinion for the potential of community-based 
tourism management which was collected while 
visiting in the villages confi rmed the potential 
of community-based tourism management in 
Luang Namtha. It ensured the sustainability of 
tourism business in Luang Namtha District.
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ABSTRACT

This paper draws upon two sets of textual data relating to the perceptions of hotel guests staying 
in Chinese hotels and their views of Corporate Social Responsibility. In 2011 the Chinese Government 
commenced a series of initiative relating to its ‘Green Hotel’ policies in an attempt to further the 
cause of environmental protection and to increase awareness of the need to adopt sustainable policies. 
The reasons for this are not diffi cult to discern, with yet again major cities in China being subjected 
to very poor air quality in the early part of 2013, while there remain continuing problems as to the 
quality of water, food and other aspects of daily life.

In addition to the ‘Green Hotel’ policy the China National Tourism Administration has sought 
to encourage even wider views of sustainability to be adopted, by encouraging hotels to benchmark 
themselves against international best practice and where possible to adopt ISO standards and their 
equivalencies. In the last two years the nature of the debate in China has increasingly swung to 
considerations of Corporate Social Responsibility (CSR) which have wider implications for hotels. 
CSR covers not simply environmental good practice but also best practice as employers, corporate 
members of a wider society and in being truthful in promises to clientele. 

The ability to successfully adopt such policies depends in part on guest knowledge as western 
research implies a linkage between guest satisfaction, repeat patronage and higher levels of hotel 
effi ciency that include reduced labour turnover, more effective marketing and fi nally greater 
profi tability.

The research fi ndings presented here are derived from a preliminary stage of a research project 
with 19 respondents but also draw on the responses of 624 interviewees who responded to open-
ended questions on a self-completion questionnaire. The data were analysed both by thematic 
analysis that originally identifi ed classifi cations of responses, and then through the use of textual 
analysis software programs, namely Cat Pac and Leximancer.

These programs permit the development of perceptual maps as illustrated and the paper will 
describe the results.

Keywords: Corporate Social Responsibility, Green Hotel
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INTRODUCTION

Issues of sustainability are a subject for a 
lively blogosphere in China as concerns about 
food safety, poor quality goods and distrust of 
retailers are often to be found. One of the 
cathartic moments related to the quality of milk 
powder and the deaths of 6 babies and the 
hospitalization of an estimated 54,000 babies in 
2008. Prior to these issues becoming public 
Chinese milk powder suppliers had over 70% of 
the market, and yet even today, some 5 years 
later, foreign suppliers now hold 50% of the 
market according to press reports.

Concerns over wider environmental issues 
are also not uncommon. The Chinese government 
is well aware of these issues and is adopting 
several different methods to encourage and 
regulate for good environmental and business 
practices. In the Chinese hotel industry it has 
taken to both regulation and encouragement 
through the Green Hotel Scheme which extends 
beyond simply good environmental management 
into wider issues of corporate social responsibility 
that seeks to both better protect hotel guests and 
staff, and also to encourage socially benefi cial 
action in local communities, It also seeks to 
encourage the adoption of best managerial 
practices by encouraging benchmarking against 
international organizations. Such policies are 
consistent with the ideology of the current 
government, which is the achievement of social 
harmony in ways consistent with Chinese 
socialist market systems based on scientifi c 
methods (Ryan & Huang, 2013).

Given this the subject of hotel guests’ 
perceptions of hotel corporate socially 
responsible policies is an appropriate subject for 
analysis. An added reason is that while the 
international branded hotel chains such as 
Novotel or Marriot account for a comparatively 
small proportion of the total number of hotels 
and hotel rooms in China, the fact of their 
presence, especially in major cities, represents 
for all stakeholders (guests, managers, owners 

and government) ease of access to benchmarking 
by comparing practices. 

LITERATURE REVIEW

The importance of the Green Hotel initiative 
is indicated by the 2009 announcement that 
China sought to develop 10,000 such hotels 
between 2009 and 2011. According to ChinaCSR.
com, Han Ming, a director of the China Hotel 
Association, told a 2009 conference that a 
national green hotel working commission had 
been established by the Ministry of Commerce, 
the National Development and Reform 
Commission, the Ministry of Environmental 
Protection, the State-owned Assets Supervision, 
the Administration Commission of the State 
Council, the National Standards Commission 
and the China Hotel Association. The criteria for 
a ‘Green Hotel’ were that water consumption 
would be reduced by 20 per cent, electricity 
consumption by 20 per cent, and carbon dioxide 
emissions by 45,000 tons over four years (Hasek, 
2009).

As indicated, from that initial concept, the 
emphasis has slowly switched to a wider 
consideration of corporate socially responsible 
programmes. Some of the leading hotel chains 
in China such as Green Tree Hotels have adopted 
this approach to varying degrees in their over 
900 hotels. Equally Hong Kong based chains 
operating in China such as Empire Hotels have 
adopted such programmes and use their existence 
for marketing purposes as shown in Figure 1.
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It is not the purpose of this paper to examine 
the various defi nitions and issues about CSR, 
but suffi ce to say that CSR seeks to place guests, 
employees and social and natural environments 
within the planning regime of a company when 
determining its policies. A wider debate relates 
to the business implications of CSR, but claims 
have been made that CSR adoption leads to better 
operational effi ciencies by:

a. Reducing labour turnover staff are both 
valued and empowered;

b. Satisfi ed staff generate better customer 
relations;

c. More satisfi ed customers have higher 
degree of loyalty in terms of both repeat 
patronage and a greater willingness to recommend 
a hotel to others;

d. Environmental programmes can lead to 
cost reductions due to lower energy bills, waste 
reduction programmes, grey water systems and 
other operational gains;

e. CSR programmes can lead to better 
supplier relationships through transparency and 
integrity.

f. Social connectedness with local 
communities attracts both local business and 
eases issues relating to supply of labour.

A significant literature exists on these 
subjects, including within the Chinese context, 
and sample literature can be found in Qu (2007), 

Gu and Ryan (2007) and Gu, Ryan, Li & Gao 
(2013).

The purpose of this paper is to assess to 
what degree are Chinese hotel guests actually 
aware of a hotel’s CSR policies, and what impact 
might this awareness have on their booking 
behaviours.

METHODOLOGY

The research approach selected for this 
study was qualitative and was based on 
interviews conducted with 19 respondents who 
were users of hotels for both business and leisure 
purposes, and who had stayed in a hotel within 
the previous 12 months more than once. 
Purposeful sampling was used to identify the 
individuals. Basically, in order to identify 
dimensions that underlie perceptions about a 
given topic, it is generally suggested that 15 to 
25 initial interviews should be conducted. For 
example Dolničar (2004) suggested that “a 
sample size of 15 to 25 within a population will 
frequently generate sufficient constructs to 
approximate the universe of meaning regarding 
a given domain of discourse (p. 50).” Table 1 
provides some basic data about the interviewees. 
Such numbers are usually premised on personal 
construct theory that is associated with 

Figure 1. Example of Chinese Chain Use of CSR in promotional website
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psychologists such as George Kelly. In this study, 
a total of 19 respondents were interviewed by 
being asked the 10 questions listed in Figure 2 
below. 

The analysis was undertaken in three stages. 
First the text was subjected to conventional 
thematic analysis by the fi rst author. The second 
author independently analysed the data using 

Table 1. Table of Interviewees

Respondent No. Gender Age Frequency of Hotel Stays

1 Male 32 Not very often, 4-6 times a year

2 Female 30 Quite often, about 15 times for last year

3 Male 28 Not often, 3-4 times a year

4 Female 32 Note so often, 3-4 times a year

5 Male 35 Often, more than 10 times a year

6 Female 33 Not often, no more thank 5 times a year

7 Male 33 Often, normally more than 20 times a year

8 Female 26 Not often, less than 10 times a year

9 Female 28 Not often, about 5-6 times a year

10 Male 38 Very often, around 20 times a year

11 Male 29 Yes often, more than 10 times a year

12 Female 30 Not often, no more than 5 times a year

13 Female 31 Occasionally, 5 or 6 times a year

14 Male 34 Not often, around 2 or 3 times a year

15 Female 30 Not very often, less than 10 times a year

16 Female 29 Not often, 6 times of last year

17 Female 31 Yes often, more than 15 times a year

18 Male 34 Not often, no more than 4 times last year

19 Male 31 Not often, about 6 or 7 times for last year

two software packages, namely CatPac and 
Leximancer, and then the three sets of results 
were compared in order to identify the key 
themes and statements within the text of the 
interviews. It is this process that is now 
described with reference to the different 
fi ndings.
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RESULTS AND DISCUSSIONS

The fi rst question related to the frequency 
with which respondents stayed in hotels. Of the 
respondents thirteen indicated that they did not 
stay that often in hotels, but in saying this the 
majority of such respondents indicated that they 
may make one to three bookings a year, while 

one indicated seven to eight such stays. Including 
that respondent it appears that at the other end 
of the scale that six stayed quite frequently at 
hotels in a year, that is from fi ve to twenty times 
or more. Hence approximately 1 of the stayed 
very occasionally at a hotel, six were frequent 
stayers and the remainder stayed between two 
to six times a year in a hotel.

Figure 2. Interview Questions and Facts to be Revealed
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This was supported by the reasons for such 
stays. For four respondents the majority of their 
stays seemingly arose from trips that were 
primarily motivated by leisure and recreation 
reasons, while a further four indicated the 
primacy of business travel. The remainder 
indicated various mixes of both recreational and 
business travel.

In terms of the classifi cation of hotel that 
was selected a clear distinction between leisure 
and business determined travel began to emerge 
allied to a degree of price sensitivity. Six of the 
respondents specifically drew a distinction 
whereby on business travel they tended to stay 
in branded budget hotels because that was the 
company policy, but went on to state that when 
making their own arrangements for leisure travel 
they preferred to stay at better star classifi ed 
hotels. For example respondents 14 and 15 
commented:

Respondent 14 

It depends, for business trip, due to cost 
control, I would normally choose budget hotels 
or economy hotels, for leisure travel, I will prefer 
a more comfortable one.

and Respondent 15 similarly stated:

It depends, for leisure travel, I normally stay 
in a budget hotel, for business trip, because of 
company policies, I would stay in a four star 
hotel.

While this view was also supported 
by Respondent 7 who commented:

For business purposes, I normally would 
stay in a chained budget hotel. For leisure travels, 
I prefer a hotel that is very comfortable

Other respondents who nominated that they 
tended to stay primarily in budget hotels also 
added the statement that they were complying 
with company policies. In two cases where 
leisure travel was referred to the respondents 

indicated a preference for budget hotels and 
Respondent 1, who had indicated travel for both 
leisure and work reasons, specifi ed that he tended 
to stay in 7 Days Inn accommodation.

Respondents were then asked what were 
the major factors that infl uenced their decisions 
and the data were then analysed with the help of 
the textual analysis program, CatPac. This 
program allocates locations to the text and then 
uses a derivative of nearest neighbourhood 
analysis to develop patterns of text that can be 
interpreted as attitudinal, perceptual or neural 
dimensions in people’s thinking. Among the 
outputs are frequency counts, dendograms and 
perceptual maps. Figure 3 below shows the 
frequency count and indicates that location, 
price, service, ambience and comfort are the 
major determinants, with the fi rst accounting for 
a signifi cant part of the whole. This emerges 
along with price from the business travel sector, 
while service, ambience and comfort, while 
having some overlap with business travel, tended 
to dominate in the responses that relate to leisure 
travel. Examples of the quotes are listed below.

Figure 3.  Frequency Count of Words in Textual 

Analysis of Reasons for Hotel Choice
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Respondent 7 

For business purposes, I normally take 
location and cost performance into my 
consideration. For leisure travel, comfort and 
safety are my major concerns.

Respondent 9

For business trip, normally location and 
price; for relaxation, normally facilities, for 
example if they have spa, nice bed or swimming 
pool, etc.

Respondents were also asked about their 
level of knowledge of CSR, and seven indicated 
that knew very little about the topic, or indeed 
had not considered it. A further three stated that 
they too had little knowledge but suggested that 
it was about:

Respondent 9:

Not much. I think it is involving safety, 
quality, charity, achievements for communities.

And Respondent 16:

I haven’t paid special attention on it, in my 
mind; it should be around environment protection 
and charity.

And Respondent 18:

No really, my understanding on this topic 
is quite limited … it is about hotel making 
contributions to the society. 

On the other hand other respondents had 
much more specifi c insights with one respondent 
commenting:

Respondent 14:

I know about it from my company, and I 
think for a company, it should have such kind of 
responsibilities, and to carry on this work is a 
good usage of the social utilities.

While another noted:

CSR is the responsibilities that a company 
should assume other than economy responsibility, 
for example, environmental protection, taking 
people as the foremost, infl uence of corporate 
culture on the whole society. 

Again using CatPac the key terms that 
appeared in the defi nitions being offered were 
based upon societal and environmental issues. 
In terms of the frequencies of words being used, 
the most frequent related to individuals indicating 
their degrees of thought and knowledge about 
the subject matter, but the societal and 
environmental concerns can be clearly shown in 
Figure 4 that illustrated the dendogram generated 
by the software. The right hand ‘ring’ circles the 
combinations of text that relate to ‘responsibility, 
society and welfare’ while the left hand circles 
words that relate to ‘environment, protection, 
community and charity’. It can be argued that 
these combinations show a public appreciation 
of core values inherent in CSR policies and 
arguments as discussed in the literature review, 
although as stated it should be noted that such 
awareness was not demonstrated by the whole 
sample.

To broadly summarize the data it can be 
said that about one-third of the sample had little 
or no knowledge, one-third had awareness of the 
outlines of CSR and one-third were able to 
provide quite detailed assessments of what CSR 
included.

The respondents were also asked about the 
degree to which CSR policies were being 
adopted by the Chinese hotel industry, and in 
this respect one respondent felt unable to offer 
an opinion, but the others did so and the views 
fell into reasonably distinct categories. The fi rst 
classifi cation was that the industry did very little, 
and here comments were quite succinct. For 
example Respondent 13 simply stated ‘Not very 
good’. There were two respondents who added 
a qualifying phrase such as:
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Respondent 5:

They barely have any social responsibility.

Figure 4. Genogram on CSR Concepts held 

by Respondents

While Respondent 6 stated:

Current hotels in China almost don’t care 
about the CSR status in my opinion. What they 
want normally is profi t. 

And Respondent 7 argued:

They never pay attention on it, and I never 
hear any news of it from the hotels, (and) it seems 
like they never market and exhibit this concept 
actively.

Views might be said to be representative of 
fi ve of the respondents. Four respondents argued 
that the adoption of these policies were ‘quite 
average’ but from the context of these comments 
‘average’ was in a scale wherein the overall 
record for China generally was not good, and 

Respondent 2 argued there was a really a need 
for better leadership in this area of work.

The remaining respondents indicated that 
they did indeed see progress, but drew a clear 
distinction between different classifi cations of 
hotels, with the international chains tending to 
take the leadership and the larger domestic 
branded hotels following suit, but with smaller 
Chinese hotels basically lagging behind. 
Examples of such comments would include:

Respondent 11 stated:

As far as I know, it differs according to the 
types of hotels, for western hotels, it is better, 
for national brand, it is average.

And Respondent 17 saw a distinction between 
realization and subsequent implementation of 
policy thus:

Some big hotels in several major cities have 
already realized the importance of implementing 
CSR, but just quite few have started to carry out 
such policies.

In short the position can be summarized as, 
according to these interviewees, there is a 
growing realization of the importance of CSR 
policies, but it is not yet widespread throughout 
the whole industry, and the leadership seems to 
be spreading from larger and branded hotels and 
chains, especially in larger cities, to a larger 
group of laggards, but even so as yet policies 
seem to be patchy in implementation. Of interest 
none of the respondents made an unprompted 
reference to the Chinese government’s ‘Green 
Hotel’ policy. 

It might be said that hotel adoption of 
policies may be in response to a demand, and 
hence there were a series of questions pertaining 
to potential future behavior by the respondents. 
The fi rst of these questions asked if interviewees 
would be prepared to sacrifi ce convenience of 
location if the hotel offered a good CSR 
programme. The overwhelming response was 
‘no’ with respondents stating the convenience 
of the location was a major reason for the choice 
of the hotel, and thereby confi rming the initial 
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analysis with reference to the determinants of 
choice. Some added to this stating for example, 
that any other arrangements would add to costs 
or to time, especially when on business trips. 
Only one respondent positively stated that he or 
she would consider that option, while others just 
dismissed it out of hand. Three respondents did 
offer the suggestion that they would consider 
such an option if:

a. There was an additional personal benefi t 
in it for them, such as additional comfort, or

b. The nature of the CSR programmes were 
thought to be specifically beneficial to a 
community or other stakeholder,

But as initially indicated there was little 
enthusiasm for the suggestion. The next question 
posed the choice of paying a little more for a 
hotel that had a CSR programme. The answers 
were similar to those just reported. One 
respondent bluntly stated that he/she was 
uninterested in CSR and thus would not, one 
respondent stated that they would wish to support 
such an initiative, but would need to be reassured 
that that the premium would support a viable 
CSR programme, while the remainder fell into 
two groups. The fi rst stated that price was an 
important factor and that budgets are limited, 
and hence there was little enthusiasm for making 
such a payment. The second group could be 
persuaded dependent on three factors:

a. The premium was relatively small
b. There was evidence of a CSR programme 

of which they could approve and, to a lesser 
extent

c. There could be some benefi t to the guest.

Examples of such responses included:
Respondent 2:

If this hotel can delight the customer and 
has good service, then I would like to pay for it. 

Respondent 14

It depends on what types of CSR programs 
that the hotel offer and if it is worthy.

Respondent 15:

I would choose if these CSR program could 
bring benefi ts to me, for example, better comfort, 
safety, etc.

Finally the respondents were asked whether 
the existence of CSR programme would 
encourage them to recommend a hotel to another 
person.

In terms of the methods of analysis, 
Leximancer utilises a somewhat different 
approach to that of CatPac, which is primarily 
based upon nearest neighbour analysis neural 
network theory. Smith and Humphreys (2006, 
p.262) explain the principles of Leximancer thus:

A unifi ed body of text is examined to select 
a ranked list of important lexical terms on the 
basis of word frequency and co-occurrence 
usage. These terms then seed a bootstrapping 
thesaurus builder, which learns a set of classifi ers 
from the text by iteratively extending the seed 
word defi nitions. The resulting weighted term 
classifi ers are then referred to as concepts. Next, 
the text is classifi ed using these concepts at a 
high resolution, which is normally every three 
sentences. This produces a concept index for the 
text and a concept co-occurrence matrix. By 
calculating the relative co-occurrence frequencies 
of the concepts, an asymmetric co-occurrence 
matrix is obtained. This matrix is used to produce 
a two-dimensional concept map via a novel 
emergent clustering algorithm. The connectedness 
of each concept in this semantic network is 
employed to generate a third hierarchical 
dimension, which displays the more general 
parent concepts at the higher levels.

Another issue is that Leximancer is also 
case sensitive and thus a further editing of the 
text took place to ensure that conformity existed 
in this regard.
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The two sets of analysis tend to confi rm 
each other. It has been noted that in the CatPac 
dendogram the role of consumers acted as a link 
between sets of environmental and wider societal 
responsibilities and that emerges in the perceptual 
map generated by Leximancer which places 
‘consumers’ at the centre of the map–while the 
linking statistics indicate that consumers have a 
100% connection with the other themes. 
Environmental responsibility is clearly identifi ed, 

Figure 5. Leximancer Analysis of CSR Text

while consumers also link with concepts of 
responsibility to a wider public and interestingly 
the need for the protection of labour emerges 
also.

Leximancer has a second mode of analysis 
where in a ‘cloud’ is generated where links are 
shown spatially and also by shared colours for 
different words, and this form of analysis was 
also utilised. Figure 6 shows the output.
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The diagram is uncluttered due to the text 
cleansing described above but the light grey text 
links the words ‘development’, ‘concept’ 
‘responsible’, ‘communities’, ‘labour ’, 
‘communities’, ‘companies’ and ‘create’ to form 
a societal element to the perceptions expressed 
by respondents even as spatial proximity links 
environmental responsibility, consumers profi t, 
concern and contribution as another spatial 
proximate grouping, while public quality, energy 
and safety form another grouping. It is thus 
tempting to offer a hierarchical analysis of 
Chinese views of CSR that place at the apex a 
sense of societal well-being which fi ts well with 
State policy of a harmonious society. Beneath 

that there is the concern about the natural 
environment while that links with subsequent 
issues of employment rights, responsibilities to 
consumers and somewhat more peripherally 
more altruistic support in the private sector such 
as charitable initiatives.

These fi ndings demonstrate that among 
those who have considered the notion of CSR, 
which is approximately three-quarters of the total 
sample, their notions are relatively well defi ned 
and generally consistent with the understandings 
of CSR as defi ned in the management literature. 
It may be argued that this is not surprising as 
CSR fi ts well with some aspects of contemporary 
as well as classical notions of Chinese cultural 

Figure 6. Leximancer ‘Cloud’ Analysis of the Text
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thinking. For example Fulin (2010) has identifi ed 
that the central theme of what he terms the 
second transition of the Chinese economy is 
‘equality and sustainable development’ within 
which there are four key messages, namely 
‘Consumption’, ‘Innovation’, ‘Green’ and 
‘Equality’. On page 255 Fulin writes that a ‘Low 
carbon economy is the basic requirement for 
sustainable development in China’, but even this 
is subject to the challenges facing the transition 
from a rural to an urban economy that must be 
characterised by major changes in systems ‘to 
let both urban and rural residents to share the 
results of reform and development, realize a 
harmonic urban and rural relationship, and lay 
a good foundation for the realization of the 
strategic goal of an all-round, well-off society 
in 2020 (p.198). Indeed these key themes are 
found in China’s 12th 5-year plan which in the 
executive summary prepared by APCO are stated 
as ‘rebalancing the economy, ameliorating social 
inequality and protecting the environment’.

CONCLUSION AND 
RECOMMENDATION

While the Chinese State has signifi cantly 
sought to improve both the physical and social 
environment for its citizens, progress still 
appears to be less rapid than it and many of its 
citizens would desire. One of the leading 
examples of where progress is being sought is 
in the Chinese hotel industry, and the Green 
Hotel initiatives have been sustained over a 
relatively long period of time with new initiatives, 
endorsements and regulations being introduced 
for more than fi ve years now.

There is thus a regulatory pressure on 
Chinese hotels to comply with best practice, but 
performance still seemingly tends to be uneven. 
It might be argued that in the transitional state 
of China’s economy a slow movement is 
emerging whereby the main pressures for good 
business practice will come increasingly not 
from the State but the market place and consumer 

demand. This effectively requires consumers–in 
this instance–hotel guests–to be informed, 
knowledgeable and demanding. 

This study suggests two main fi ndings. The 
fi rst is that approximately 40% of the sample 
indicated that they had relatively little or no 
knowledge about the corporate socially 
responsible policies of the hotels that they were 
patronising. This reflects two components, 
namely fi rst a lack of interest on the part of the 
informants, and a lack of effort on the part of the 
hotels to bring to the attention of their guests 
any information about their CSR policies. 
Indeed, in a another component of this research 
project it was found that any mention of CSR 
policies on web pages was either generally 
missing, or relegated to the ‘depths’ of the pages–
although it should be noted that this is a 
continually changing situation where progress 
is being made.

Second, the study confi rms a view that 
Chinese hotel guests are attracted by the 
performance of core service components of the 
hotel–these being comfortable accommodation, 
quiet rooms, clean bathrooms and toilets, and 
good access to desired business, transport and 
recreational assets. Only if these things are in 
place will the guest begin to consider wider 
considerations.

In many ways this conclusion is only to be 
expected, but at as Gu, Ryan & Yu (2012) point 
out, the quality of Chinese hotels continues to 
rise, and more specifically the budget hotel 
chains such as Day 7 are becoming both more 
numerous and more affordable for the growing 
middle class Chinese domestic leisure market. 

As the standard increases, the core 
performance indicators listed above will become 
both more common, more taken for granted, and 
less a distinguishing feature. It might be argued 
from western experience that hotel will need to 
differentiate themselves more clearly from their 
competitors. A number of ways exist. Western 
experience indicates greater market segmentation 
and hotel styles, including the emergence of 
niche hotel operations in such areas as wellness, 
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spas, boutique hotels, hotels in historic locations 
and the like. But equally by the same token, it 
can be anticipated that CSR policies will also 
become a means of seeking to both improve 
profi t margins as come squeezed by competition 
among too many ‘look alike’ hotels who can then 
only compete on discounted prices. Additionally 
CSR policies may be expected to increasingly 
appeal to market sectors who are environmentally 
and socially conscious, and who have the income 
to be able to pay a small premium to either 
engage with what they see as ethical organisations 
or alternatively as an easy means by which to 
assuage their own consciences about the 
implications of their travel for the social and 
physical environments. It is therefore suggested 
that this study represents but a stage in an 
evolving debate and practice.
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ABSTRACT

This research was conducted in order to study the farm system for student learning in agricultural 
and technological colleges as part of the teaching and learning activities in agriculture, to investigate 
the development of administrative management of a farm system in agricultural and technological 
colleges to become more with effi cient and effective in teaching agriculture, and to evaluate the 
development of administrative management of a farm system in agricultural and technological 
colleges in the northern region of Thailand. Eleven (11) agricultural and technological colleges in 
Chiang Mai, Chiangrai, Lamphun, Phrae, Phayao, Pichit, Tak, Kamphaengphet, Sukhothai, Petchabun 
and Nakhon Sawan, were included in the study.

In this research, sample group of respondents consisted of 110 administrators and staff 
supervising the farm system for student learning in agricultural and technological colleges in the 
northern region of Thailand which are under the Department of Vocational Education and which 
offer certifi cates in lower and higher vocational agricultural education, together with 90 students 
who were in their fi nal year. The student respondents were made to undergo tests of their knowledge 
through a quality evaluation with highest distribution score of 17 and attitude level with reliability 
test score of 0.820 including a suitable assessment test with a reliability test of 0.897. Results of 
the study are as follow:

1. Results of the study of a farm system management for student learning by students in 
agricultural and technological colleges for teaching and learning agriculture

 Results of the study showed that all agricultural and technological colleges have their own 
institutional philosophy, vision, goal and promotion development including the promotion of a 
complete farm system cycle and having a curriculum for part-time study designed as self-suffi ciency 
economy project in member communities of Or Khor Thor to emphasize agricultural teaching and 
learning particularly as an income generating farm with administrative management geared towards 
a clear way of profi t making through the farm’s administrative management structure.

2. Farm management model in agricultural and technological colleges towards effi ciency 
and effectiveness in teaching and learning of agriculture

 The farm model for student learning in agricultural and technological colleges should 
characteristically be a laboratory room that simulates the actual situation and must contain a study 



Internati onal Journal of Agricultural Travel and Tourism
Vol. 5 (1): 22-33, April, 2014
Research and Development of a Farm System for Student Learning in Agricultural 
and Technological Colleges in the Northern Region of Thailand

ISSN: 1906-8700

S. Salirat, et al.

23

learning center similar to an exhibit or display area to allow students to review and create 
understanding of the knowledge just learned. The practice of that farming model must allow fi nishing 
students of each program to undertake roles in the management of the farm for student learning. 
Each of the 4 course programs must be practiced separately based on their functions: production, 
processing, marketing and fi nance, and innovation.

3. Evaluation of the development of farm administrative management in agricultural 
and technological colleges in the northern region of Thailand

 The testing of the difference in knowledge attained through a score card before and after 
research participation in a crop, animal and fi shery farm, showed a signifi cant difference in the 
obtained results.

 Results of the evaluation of attitude indicated that most farms in colleges obtained profi t 
from the sale of its agricultural products, processing and academic services. It was also observed 
that there was a need for an agricultural college to have a farm for student learning at a complete 
cycle level. 

 The results of the test for difference on agricultural skills showed that practicing students 
who participated in the project, had improved their skills in agriculture with signifi cant difference 
before and after research participation. 

 Results of the evaluation on suitability indicated that mostly, farm practice activities were 
suitable and management system for display and exhibition before farm practice for plants were 
also suitable at a high level.

Keywords: Farm system, Student learning, Agricultural and technological college

INTRODUCTION

Thailand has a total land area of about 321.3 
million rai from which approximately 70 million 
rai can be used as agricultural area or equivalent 
to 20 percent of the total land area. Two out three 
people are involved in agricultural sector. The 
development of agriculture has always been an 
important goal in national development and in 
every socio-economic development planning, 
the agriculture sector is always the top priority 
mainly because agriculture has been the basis of 
the country’s economy. It is the main source of 
labor as it creates income for the whole country 
for use in national development and for driving 
various industries.

Even though agriculture is given the highest 
importance, however, farming livelihood is 
presently at risk of losing most investment and 
there is an urgent need to sustain the management 
capability of the agricultural skills to implement 

the farm business. Farm operators should then 
have the knowledge and must be able to collect 
various data and information most especially on 
the many principles and theories of agriculture 
that would lead to the road of much better 
effi ciency.

LITERATURE REVIEW

In Thailand, there are efforts towards the 
management of students to provide them with 
knowledge on the principles and theories in 
agriculture including farming practices with the 
goal of allowing them to have the opportunity 
to practice or learn to apply whatever they have 
acquired inside the classroom by actually 
working in the farm until it becomes an aid to 
their classroom learning and also, as a practical 
arm of knowledge of the teacher. The various 
problems and obstacles that students may 
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encounter during their actual farm activities are 
necessary and important for the students to know 
and to serve as a tool for the teacher.

Nevertheless, when agricultural development 
is considered especially in terms of Thai 
agriculture, it can be seen that it has always been 
an adaptation of the western agriculture 
particularly American agriculture and in many 
ways, Philippine agriculture. Agricultural 
education is geared towards the preparation of 
the students to obtain full knowledge and 
capability to work in farming in both theory and 
practice and to allow them to develop themselves 
towards agricultural livelihood or towards an 
independent vocation in agriculture, thus 
showing that agricultural education on amateur 
and professional terms is by having the ability 
to work in agriculture.

Farm management in agricultural colleges 
and colleges is thus an important and necessary 
aspect particularly in the management of the 
teaching and learning activities because it would 
allow graduates to possess the skills in income 
generation, to enable them to have the knowledge 
about farming technologies that are suitable and 
updated, and of course, to obtain profi t to benefi t 
the learning institution while allowing the farm 
manager to be responsible in the administration 
of the farm so that it highly benefi ts institutional 
management as well (Aekawin Techaworaksa, 
2003).

Based on the observations of farms in many 
colleges and institutions in the northern region, 
it was found that the number and size of the 
farms are varied. There are no certain criteria on 
the size and the number of farms but only to 
serve as suitable place for students to practice 
their skills. Thus it is diffi cult for a learning 
institution to set up correctly and suitably the 
volume of work to each department. Aside from 
this, it can also be seen that emphasis on farm 
practice activities of each college depends on 
the expertise of the existing staff. Any academic 
program that has staff members who have the 
capability, would have the tendency to improve 
farm practice within that program in contrast to 

those other programs that lack expert and capable 
staff on farm practice which would tend to 
decrease their effi ciency in the long run (Offi ce 
of the National Education Council, 1983: 179).

At present, it can be observed that most 
students only possess the knowledge of theories 
and lacking the skills in actual practice. It is 
necessary, therefore, to develop the skills and 
practices of the students to enable them to have 
both the knowledge of the theories and the ability 
to practice so that after they graduate, they are 
able to really practice with much effi ciency and 
full capability, which is needed by the labor 
market. Presently, however, many learning 
colleges in agriculture have no farming system 
for learning especially those agricultural and 
technological colleges under the supervision of 
the Department of Vocational Education. This 
might be because the development of the farm 
system for learning involves the need for 
additional staff, budget, technology and 
knowledge, thus making the students to lack the 
necessary skills including working units that are 
important in the development of the practical 
skills of the students. Farms are places where 
students can practice their skills in agriculture 
in an integrated manner especially for students 
who are about to graduate and join the labor 
market. As farms lack the management system 
to facilitate the teaching and learning activities 
of a college, it is thus necessary for a good farm 
management to be able to develop the staff that 
could enable them to effi ciently perform their 
responsibilities especially in terms of skills, 
knowledge, ability and keeping up with 
technology in response to the demand of the 
working place aside from being a way to prepare 
the staff towards the labor market.

METHODOLOGY

This research was conducted with the main 
purpose of developing the farm system for 
learning of students in agricultural and 
technological colleges in the northern region of 
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the country which are under the Department of 
Vocational Education. The objectives of the 
research were as follow:

1. To study the management system of 
farms for learning in agricultural and 
technological colleges which provide teaching 
and learning in agriculture.

2. To develop the farm management system 
in agricultural and technological colleges to be 
more effective in teaching and learning of 
agriculture.

3. To evaluate the development of the farm 
management system of agricultural and 
technological colleges in the northern region.

Expected Benefi ts

1. Able to apply the research results in the 
development planning of farm management 
system for better efficiency in teaching of 
agriculture.

2. Have knowledge about the problems and 
guidelines to solve any problem that may arise 
during farm administration.

3. Enable the students to learn actual 
practices in the farm to develop self potential 
for future farm work.

Theoretical Framework on 
Knowledge, Attitude and Practice 

This theory extends importance to three 
important variables: knowledge, attitude and 
acceptance to practice of information receivers 
which may exert effect to the society in the 
future. From the time one receives information, 
changes in these 3 types of variables may occur 
in a continuing manner which means that when 
these receivers of information are in possession 
of data, knowledge may be created which may 
then lead to the formation of attitude and fi nally, 
to action. This theory may explain about 
communication or mass media that as an 
independent variable, is able to lead the 
development towards the community. Based on 
KAP as dependent variable, the measurement of 

success of communication for development can 
be seen that mass media plays an important role 
in the access of various communication for 
dissemination to enable the population in the 
society to know about the problems of the society 
at the moment.

When the population has learned about this 
information, it naturally leads to the formation 
of attitude followed by action, which has a 
characteristic relationship similar to a chain of 
acceptance. Communications plays a very 
important role in the implementation of various 
projects especially in achieving success based 
on the goal of the project. A person who walks 
has a behavioral trait to follow and depend on 
the traffi c. Communication is an important tool 
in the renaissance of knowledge, formation of 
good attitude and change in the behavior towards 
appropriateness through the medium consisting 
of various types of communication within the 
population. The target group must contain 
knowledge as an initial means of receiving in 
which most human resources do so through 
experience by learning from reaction to a 
stimulus (s-r) and then systematically arranged 
as a structure of knowledge from a combination 
of memory (data)  with psychological 
consideration. For this reason, knowledge is 
memory of selected information as suited to 
one’s emotional status. Knowledge is also an 
internal process. However, knowledge may also 
affect the behavior that is expressed by a person 
and as a result of receiving such information. 
Knowledge in the theory of communication may 
be a phenomenon from 5 types of reason, such 
as:

1. Ambiguity resolution: communication 
may probably create confusion where members 
of the society who are receivers of information 
then search for information with reliance on 
various media to be able to respond to the 
question and initial confusion.

2. Attitude formation: The effect of 
knowledge towards the creation of attitude most 
highly prefers the use of innovative information 
in order to form an attitude that allows acceptance 
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and dissemination of that innovation (based on 
knowledge).

3. Agenda setting: This is the effect of 
knowledge that media spread to enable the 
population to be aware of and relate themselves 
to the issue of the media, and when directly 
related to their past and values of the society, the 
receiver of information will select this particular 
information.

4. Expansion of belief system: Social 
communications prefer to disseminate various 
beliefs, values and ideologies to the population 
thus enabling the receiver of information to 
obtain continuous knowledge about the belief 
system, diversity and depth of the beliefs.

5. Value clarifi cation: Confl icts regarding 
values and ideologies are a normality in a 
society; mass media that present the truth in this 
aspect inevitably allow the population who are 
receivers of information to better understand 
them with clarity and truth (Suraphong 
Sothanasathian, 1990: 118, 120-121)

Scope of Research 

This research was conducted in areas of 
vocational colleges under the Office of the 
Commission on Vocational Education consisting 
of 11 agricultural and technological colleges in 
the northern region: Chiang Mai, Chiangrai, 
Lamphun, Phrae, Phayao, Tak, Khamphaengphet, 
Sukhothai, Petchaboon and Nakorn Sawan.

Steps in Research Implementation

Since this research is a research for 
development study, the steps in the implementation 
of this research were based on the three (3) 
objectives of research, as follow:

Step 1. Study of the basic data on farm 
system development in the form of data survey 
and collection in order to obtain information 
about the problems and needs towards the 
development of the farm system as a place of 
learning of students in terms of knowledge and 
practices in the farm system for learning; survey 

included planning, budget, work force and 
curriculum. The study was divided into 2 types: 
study from existing documents, related researches 
and fi eld data collection through doing interviews 
of farm directors, deputy directors, farm heads 
and other related individuals, after which, the 
data collected were analyzed and synthesized to 
become database for the development of farm 
system for learning in the future.

Step 2. The development of the farm system 
by creating a demonstration farm that provides 
learning in relation to the database collected from 
Study 1. In this stage, 3 demonstration farms for 
learning were established that emphasized actual 
practice as farm for learning plant science, farm 
for learning animal science and farm for learning 
fisheries; through the development of farm 
system as a place of learning to allow actual 
practice of students in agricultural and 
technological colleges in the northern region in 
the future.

Step 3. Evaluation and improvement of farm 
system which consisted of the assessment in 
seeking effi ciency of farms for learning in 3 
stages: applying the farm for learning that had 
been developed for use of target group (students); 
evaluation of hypothesis of whether it fi tted into 
the objectives or not; and, use of data from 
evaluation to improve the farm for learning to 
become a comprehensive unit in the future.

RESULTS AND DISCUSSIONS

1. Results of the study on management 
system for farm for learning of students in 
agricultural and technological colleges which 
teach agriculture

 Results of the study showed that 
agricultural and technological colleges have their 
philosophy and vision that focused and promoted 
agricultural development. In relation to these 
farms, the agricultural and technological colleges 
provided support through budget for the farm 
by creating a project until such time that a site 
was provided particularly for fruit tree orchard 
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and erect trees which could provide suffi cient 
economic yield. These farms had also curricula 
for teaching and learning of agriculture, e.g. 
agriculture, animal science and fisheries 
(aquaculture).

 Aside from the above, farms were also 
found to promote complete production cycle and 
emphasized the generation of income such as in 
safety vegetable nursery which included the sale 
of healthy vegetables and fruits (safe from toxin); 
mushroom culture shed; chicken layer farm; 
hydroponic; mushroom cultivation practices; 
farm for sows and sty; which were complete with 
tools and equipment such as tractors. Farms were 
also observed to conduct teaching and learning 
activities of several practical courses in 
agricultural farming as in fruit orchards, rubber 
tree farms, orchid farms, botanical gardens, 
medicinal plant gardens and organic fertilizer 
farms.

 On farming curricula, the study showed 
that farms for learning had curricula for teaching 
and learning especially for part time students in 
the form of suffi ciency economy project, “Or 
Kor Thor” village members that emphasized 
teaching and learning of agriculture particularly 
as farms for income generation which included 
farm for income generation with clear 
administrative structure of a business 
organization. It was also observed that there 
existed support to farm work with a center for 
information related to plant science, study center 
on value improvement and rice processing, 
center for complete study or rice, and rice milling 
shed for learning and community together with 
other various projects, which supported farming 
activities. Besides these, students were also 
promoted through participation in study trips or 
internship in commercial or private sector and 
government in both domestic areas and foreign 
countries such as in China and Japan; promotion 
of students to participate in the administration 
of farming activities, diversity in crop and animal 
farms, and intensive maintenance and care of 
nurseries/sheds in each observed farms including 
available well-maintained farm tools and 

excellent management and allocation of area in 
each farm.

 However, most farms in agricultural and 
technological colleges were found to be more 
emphasized as demonstration farms in the 
teaching and learning activities than being 
income generating farms. In several animal 
farms, no management was implemented 
because the farms were being improved and 
appeared neglected, thus no budget support were 
continuously extended. Also, no staff had been 
found to supervise the farms directly because 
these farms might be under a specifi c course. 
From these, it can be clearly seen that these farms 
were clearly lacking in management and even 
cont inui ty as  also indicated by their 
unpreparedness regarding farm tools and 
equipment.

2. Effective management model for farm 
administration in agricultural and technological 
colleges towards teaching and learning activities 
in agriculture.

 Model for farms for learning in 
agricultural and technological colleges should 
have the characteristics of being a “dummy 
farm” and should contain a study center in the 
form of exhibits to allow students to see and 
review with understanding of what they have 
studied in the past. Those farm activities should 
indicate that graduating students of each 
department must take up duties in the 
administration of farms for learning. Each course 
department should practice within the scope of 
their program. These duties and responsibilities 
should be divided into 4 parts: production, 
processing, marketing and accounting, and 
innovation, as shown in details below:

 1. On production. This comprises 
existing tasks under agricultural production 
courses which include crop science, animal 
science and fisheries, with each program 
applying all the knowledge obtained in actual 
farm practices where a permanent instructor in 
the program serves as an adviser and who helps 
in solving problems that may occur. Aside from 
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this, in terms of agricultural production, a role 
must be taken regarding the development of new 
projects to support farm activities in similarity 
to the practices in internship programs at the 
university level which are focused towards 
allowing students to initiate projects that would 
continue to improve their knowledge obtained 
from the classroom.

 2. On processing. The processing of 
agricultural products is defi ned to improve the 
value of those products. Department courses 
involved in this aspect include domestic science 
that has the duty to process and conserve food 
produced from the farm, whether from a crop 
farm or an animal farm. Aside from processing 
and conserving food products using the 
knowledge the students received from the 
classroom, it is also expected that there is 
improvement and extension of knowledge and 
practical tests in the farm which will lead to the 
development and broadening of processing as a 
means to increase the value of agricultural 
products in new product models as always.

 3. On marketing and accounting. Aside 
from the production and processing aspects, the 
management of a farm also involves marketing 
and accounting as important aspects in the farm.

 4. On innovation.  Innovation is 
considered important towards the development 
of an effi cient management of the farm system 
for learning in agricultural and technological 
colleges. The department courses involved in 
innovation include agriculture and environmental 
technology which focus on the development of 
innovation to assist in reducing investment but 
increasing effi ciency in farm system management. 

3. Evaluation of the development of the 
administrative management of a farm system in 
agricultural and technological colleges in the 
northern region

The evaluation of the development of 
farm management in agricultural  and 
technological colleges involved the application 
of farms for learning that have been improved 

to benefi t 90 students in Chiang Mai agricultural 
and technological colleges offering programs in 
agriculture at the certifi cate levels for vocational 
education and upper vocational level, conducted 
within a period of 4 days and divided into 2 
activities: one-day training in their own year 
levels; and, actual farm practice in farms for 
learning by spending a day of practice in each 
of the crop farm, animal farm and fi sheries farm, 
for a total of 3 days.

1) Evaluation of knowledge
 Evaluation of knowledge in crop 

science
 Results showed that prior to crop farm 

practice, most of the students (55.60%) had low 
knowledge about crop science but after farm 
practice, majority (58.90%) obtained a high level 
of knowledge about crop science.

 Evaluation of knowledge in animal 
science

 Results indicated that before farm 
practice in animal science, most of the students 
(84.40%) had low level of knowledge but after 
farm practice in animal science, a reduced but 
still high percentage (73.30) of the students 
improved their knowledge in animal science to 
a high level.

 Evaluation of knowledge in fi sheries
 Results showed that before doing farm 

practice in fi sheries, majority of the students 
(76.70%) had a low level of knowledge about 
fisheries but after the farm practice, about 
61.10% attained a high level of knowledge.

 Differential test of knowledge in 
crop science

 Prior to participation in the project, 
the farm practice students showed an over-all 
knowledge in crop science at 42.40% which was 
improved to 83.80% after farm practice. Table 
D shows that t-score=-19.157 had Sig. (2-tailed) 
as .000 that was lower than 0.05 thus can be 
summarized that scores before and after 
participation in the project had a high signifi cant 
difference (P<0.05).
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 Differential test of knowledge in 
animal science

 Prior to participation in the project, 
farm practice students had knowledge in animal 
science at 32.20% but after getting involved in 
farm practice, their knowledge increased to 
88.40%. Table E shows that t-score=-30.93 had 
a Sig. (2-tailed) value of .000 which was much 
lower than 0.05. It can concluded therefore that 
scores before and after participation in farm 
practice, had differences that were highly 
signifi cant (P<0.05).

 Differential test of knowledge in 
fi sheries

 Students were found to have 
knowledge of fi sheries at 35.70% before joining 
the farm practice but afterwards, increased their 
level of knowledge at 84.10%. This showed that 
t-score=-24.392 had a Sig. (2-tailed) value of 
.000, that was lower than 0.05 and which 
showed, therefore, that differences of scores 
before and after participation to the farm practice 
project were highly signifi cant (P<0.05).

2) Evaluation of attitude
 Results of the evaluation of attitude 

of students showed that most students (61.10%) 
perceived that farms in learning colleges could 
generate income from sale of products, processed 
products and academic services at a high level 
while 56.70% of the students believed that 
agricultural learning colleges have farms that 
provide comprehensive learning knowledge for 
students at a high level; 55.60% of the students 
indicated that farms in learning colleges provide 
support to research projects and learning 
opportunities for instructors, students and 
general staff at a high level; 55.50% of the 
students reported that farms in learning colleges 
have agreements with the private sector of high 
potential such as Betagro or CP, to improve 
together the quality and standard of the farm in 
the learning college at the highest level; 54.40% 
of the students showed that farms in learning 
colleges have duties to provide services on 
animal health for farmers in the surrounding 

communities and farms in learning colleges 
should develop agricultural innovations to 
become a center of knowledge for farmers and 
also, farms in learning colleges were able to 
provide work for the students at the highest level, 
besides indicating that farms in learning colleges 
lent support to the teaching and learning 
activities of the instructor and students at a high 
level. At the highest level, 53.30% of the students 
indicated that farms in learning colleges enabled 
the students to better understand their subject 
matters and also they were able to nurture arts 
and traditions, harmonious relationship with the 
organization and community at the highest level 
aside from observing that farms in learning 
colleges served as criteria for educational quality 
of the college and that they served as destination 
for study trips for farmers, at a high level.

 Furthermore, evaluation results 
mostly indicated (52.20%) that farms in learning 
colleges had become an important source of 
income for students while functioning as a 
practice area for students from other colleges, 
at the highest level; these farms should be 
implemented as a business enterprise and should 
serve as an investment in each college, at a high 
level. A percentage of 51.10 of the respondents 
mentioned that farms in learning colleges should 
have networking to exchange often new 
knowledge and innovations with each other, at 
a high level while indicating that these farms 
should be considered as areas where students 
could apply all the knowledge they have learned 
for use in the actual practice in the farm, at a 
high level.

 Moreover, results of the evaluation 
indicated that almost half of the respondents 
(50.0%) observed that students in every 
department should pass the farm practice course 
based on the program that they are studying and 
farms in learning colleges should serve as 
destination for study trip of farmers at a high 
and highest levels, respectively. It was also found 
that farms in learning colleges should function 
as a technology transfer training to be suitable 
for the community in the fi eld of animal science 
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and also, as an effi cient fi eld practice site for the 
students at the highest level. About 46.70% 
reported that farms in learning colleges benefi ted 
research activities in agriculture while serving 
as an important learning base for staff, students 
and interested farmers, together with the 
observation that farms in learning colleges have 
the function to produce suffi cient number of 
animals including crops for use in teaching and 
learning activities and research projects of the 
college, at the highest level.

 Evaluation results also showed that 
most respondents (44.40%) indicated that farms 
in learning colleges were suitable areas for 
technology transfer and academic services for 
instructors, students, staff and the general public, 
and also reported that there should be the 
multiplication of such farms in learning colleges 
that suit the existing curricula in addition to the 
need of continuous development to be able to 
provide the highest benefi ts to the college, at the 
highest level.

3) Evaluation of skills
 Results of the test for the difference 

of skills in agriculture indicated that before 
participating in farm practice activities, the 
students were found to have agricultural skills 
at 59.70% and after participation, the students 
were found to have agricultural skills at 81.60%, 
based on t-score=-16.30 with sig. (2-tailed) at 
.000, which was found to be lower than 0.05, 
thus, it can be concluded that agricultural skills 
before and after participation in farm activities, 
had high signifi cant difference (P<0.05).

4) Evaluation of appropriateness
 Resul ts  of  the  evaluat ion of 

appropriateness showed that majority of the 
respondents (70.00%) indicated that crop farm 
practice activities were appropriate at a high 
level; this was followed by 68.90% who 
mentioned that the design of exhibits in the 
learning center prior to participation in the crop 
farm practices, were appropriate at a high level. 
At the same time, 63.30% of the respondents 

indicated that the arrangement design of exhibits 
in the learning center prior to participating in the 
animal farm practice activities, were appropriate 
at the highest level; 60.0% of the respondents 
observed that the design of the exhibits before 
participation in the farm practice activities and 
the materials and tools used in the fi sheries farm, 
were also appropriate; 58.90% of the respondents 
said that the study learning center before 
participating in the fisheries farm practice 
activities at the highest level; 57.80% of the 
respondents reported that the duration for 
participating in the fi sheries farm was appropriate 
at a high level; and, 56.70% of the respondents 
indicated that the learning base prior to 
participating in the animal farm practice and the 
technology used in the crop farm was appropriate 
at the highest level.

 Aside from these, the study also found 
that about 55.60% of the respondents observed 
that the materials and tools being used in the 
animal farm were appropriate at the highest 
level; 53.30% of the respondents indicated that 
the technology used in the animal farm was 
appropriately easy to understand at a high level; 
52.20% of the respondents said that the 
technology used in the fisheries farm was 
appropriately easy to understand at a high level; 
51.10% of the respondents indicated that tools 
and materials used in the crop farm were 
appropriate at a high level; 50.0% of the 
respondents found that the technology used in 
the animal farm was appropriately easy to 
understand at a high level; 48.90% of the 
respondents reported that the handbook used in 
the fi sheries farm was appropriate at the highest 
level and also showed that the technology used 
in the fi sheries farm was appropriate at a high 
level; 46.70% of the respondents mentioned that 
the practical activities in fi sheries farm were 
appropriate at the highest level and also found 
that the farm practice activities and the technology 
used in the animal farm were appropriate at a 
high level; 45.60% of the respondents said that 
the practical handbook used in the crop farm and 
total farm practice was appropriate at the highest 
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level and likewise mentioned that the practical 
handbook in the animal farm was appropriate at 
a high level; and fi nally, 40.00% indicated that 
the duration of farm practice in the crop farm 
was appropriate at a high level.

CONCLUSION AND 
RECOMMENDATION

1. Based on the results of the study, it was 
found that farms for learning of agricultural and 
technological colleges should have a concise 
farm structure suited for learning that also 
includes a learning base for study in the form of 
exhibits that should be set up to enable students 
at the final year of each course program to 
undertake administrative duties in the 
management of the farm for learning within the 
context of their own academic program. The 
structure of the farm for learning would be able 
to explain the theories on knowledge, attitude 
and behavior to extend the importance of 
knowledge, attitude and practice. The changes 
undertaken by these three could occur in a 
continuous form which means that when a 
receiver of information starts to learn about 
theories, there would be knowledge obtained, 
and when knowledge exists, this would lead to 
an attitude and fi nally, causes an action to take 
place. This theory also explains the use of 
knowledge received in the farm practice as an 
independent variable that can serve to lead. 
Changes in the skills and KAP are dependent 
variables used to measure the success of the farm 
for learning. It can be seen that the use of 
knowledge obtained from learning in the practice 
will lead towards expertise and in the end, skills 
(Suraphong Sothanasathiarn, 1990: 118, 120-
121).

2. It can mostly be seen that farms in 
learning colleges were able to generate income 
from sales of their produce, processed products 
and academic services at a high level (61.10%); 
56.70% of the farms that agricultural colleges 
should have comprehensive farms for learning 

of the student at a high level; 56.70% of the farms 
in learning colleges should serve as agro-tourism 
site at a high level; 55.60% mentioned that farms 
in learning colleges should support research 
projects and learning activities of instructors, 
students, staff and the general public at a high 
level; 55.50% indicated that farms in learning 
colleges should have cooperative agreements 
with highly potential private corporations, e.g. 
Betagro, CP, etc., to develop together the farm 
quality and standard in learning college at the 
highest level; 54.40% mentioned that farms in 
learning colleges should have the duty to provide 
health services for animals for farmers in the 
surrounding communities and likewise, farms 
in learning colleges should develop agricultural 
innovations to become the center of knowledge 
for farmers including their ability to allow 
students to obtain livelihood at the highest level, 
in addition to the their support to the teaching 
and learning activities of instructors and students 
at a high and highest levels, respectively; 53.30% 
reported that farms in learning colleges should 
enable the students to have better understanding 
of what they are studying and also must be able 
to nurture the arts and traditions, good relationship 
with the organization and the community at a 
high level besides serving as criteria for 
educational quality of the college and also as a 
site for study trip for farmers, at a high level.

Results of the study refl ected the importance 
of vision or attitude (Roger, 1978: 208-209 as 
cited in Suraphong Sathonsathiarn, 1990: 122) 
which showed that attitude is an index of what 
an individual thinks and feels about the next 
person, thing or environment and even situation. 
An attitude contains deep roots from beliefs that 
affected a person’s behavior in the future. An 
attitude is therefore only about preparedness to 
respond to something and a dimension of 
evaluation to show like or not like towards an 
i tem, thus referr ing to inter-personal 
communication that is an impact resulting from 
receiving the information which might affect the 
behavior in the future. In similarity, Rosenberg 
and Hovland (1960: 1) described an attitude that 
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was naturally accepted as a motivation of a trend, 
a particular response directed towards an 
occurrence. In addition, Munn (1971: 71) 
reported that an attitude is a feeling and an idea 
that an individual has towards a thing, a person, 
a situation, or a college and that could be 
presented in a manner of acceptance or refusal, 
which in anyway enables a person to be prepared 
to always express an action or reaction through 
a similar behavior.

It can, therefore, be concluded that an 
attitude is a relationship between an emotion and 
belief or what the person knows towards an 
existing trend of behavior as related to the goal 
of that attitude. In summary, the attitude in this 
activity is a matter of mental, bearing, emotional, 
thinking and inclination of a person towards an 
information and open-mindedness of a situation 
that is received which can either be positive or 
negative. An attitude affects an expression of a 
behavior to be seen as an attitude together with 
thinking that affects a certain mood and feeling 
to be expressed as a behavior. If ever there is a 
good attitude, a person can accept to practice an 
action with effi ciency until skills and expertise 
are obtained.

Recommendations

Recommendation in terms of policies

1. From the result of the study, most farms 
in agricultural and technological colleges lack 
the support in terms of a continuous budget, thus, 
importance should be given to these aspects in 
relation to farms in agricultural and technological 
colleges.

2. There should be the establishment of 
farms that have comprehensive standard to serve 
as a model to allow students to practice, by 
putting investments in innovations and creating 
agreements with potential private sector to allow 
students to practice and learn about new 
innovations in a continuous manner.

Recommendations in terms of 
practices

1. There should be the inclusion of farm 
practices in the form of an integrated activity 
consisting of every academic program in the 
farms in agricultural and technological colleges.

2. There should be the creation of a center 
for learning in the form of exhibitions to enable 
the students to learn towards better understanding 
and review of their knowledge in the practice of 
their program.

Recommendations in terms of future 
researches

1. There should be a study of the farm 
structure that is suitable for higher education 
which maybe in the form of the combined use 
of resources among the different academic 
programs, whether in crops, animals and 
fi sheries. 

2. There should be a study of a specifi c 
curriculum that is suitable for the management 
of farms in agricultural and technological 
colleges.
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ABSTRACT

This research is conducted with the following objectives: 1) to evaluate the opinion of potential 
of MICE management in Chiang Mai province, 2) to analyze the government and corporate policy 
on supporting MICE business in Chiang Mai province, 3) to identify the appropriate positioning 
and develop the appropriate of MICE management strategies for Chiang Mai province, 5) to analyze 
the level of participation of stakeholders to come up with the appropriate MICE management 
strategies in Chiang Mai province

The respondents in this research consist of purposive sampling of stakeholders in Chiang Mai 
Province as follows: 1) 14 venues, 2 visitor attractions, -3 organizers in Chiang Mai - PCO 
(Professional Conference Organization), PEO (Professional Exhibition Organizer, EMC (Event 
Management Organizer) and 12 organizers in Bangkok and 2) 26 DMC (Destination Management 
Company) in Bangkok and 7 DMC in Chiang Mai. 3) 13 stakeholders in Chiang Mai

A questionnaire is used to evaluate the opinion of potential of MICE management in Chiang 
Mai province. In addition, a focus group is formed to analyze the environment using SWOT analysis. 
SWOT analysis results and TOW Matrix application will identify the positioning of MICE 
management strategies. Stakeholders or participants will name MICE management strategies in 
Chiang Mai province that are divided into four sectors as follows: 1) meeting, 2) incentives, 3) 
conventions, and 4) exhibitions. The expected result is that the stakeholders in MICE business will 
better understand the true problems and bring their problems forward and develop activities and 
management practices suitable for the situations and environment of the Chiang Mai province. 

The result of the opinion of potential of MICE management in Chiang Mai province revealed 
that the potential of MICE management in Chiang Mai are moderate level. Chiang Mai is faced 
with the challenge of changing traveler perception of the destination to being a attraction convention 
and exhibition destination image. However, it is diffi cult task, mainly due to the lack of cooperation 
among the city’s stakeholders and insuffi ciency of MICE information. The other results are on 
process.

Keywords: MICE industry, Management, Organizational environment, SWOT analysis
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INTRODUCTION

The term “MICE sector” is contestable and 
debatable and is referred to by several other 
names, including the meeting segment, meeting, 
convention, and exhibitions, convention industry 
and business event sector. (Roger, 2003 cited in 
Locke, 2010: 210) What the sector is known 
depends, in part, on geographical location. 
Within Europe, it is generally known as the 
meeting industry, while in Australia, it is the 
business event sector. (Dawyer, Deery, Jago, 
Spurr, & Fredine, 2007 cited in Locke, 2010: 
210) MICE has been selected as the most 
appropriate name for this study, as it is inclusive 
of each of components in the acronym “ MICE” 
and has widespread understanding within the 
academic community.

The MICE (meet ings,  incent ives , 
conventions and exhibitions) industry represents 
one of the fastest growing segments of tourism 
industry, making a significant economic 
contribution to destination. The industry 
spending directly affects the following sectors: 
hotels and other lodging, eating and drinking 
establishments, souvenir, transportation, service 
sector, and telecommunication. In addition to 
the economic contributions, intangible benefi ts 
generated from MICE industry cannot be 
ignored. These may include the exchange of 
ideas, the cultivation of business contacts and 
the good image of a country. Dawyer, Mistilis, 
Forsyth & Rao, 2001 cited in Campiranon (2006: 
3) noted that MICE industry consists of various 
components, including: conventions, conference, 
meetings, seminars, trade shows, exhibitions, 
and incentive travel. Its activities require many 
different  players ,  including transport 
(international and domestic), accommodation, 
pre- and post-conference touring, purpose-built 
convention centers, exhibition facilities and 
hotels and catering and audiovisual services. 
Braun (1992 cited in Kim et al., 2003: 535) also 
stated that convention spending directly affects 
the following sectors: hotels and other lodging; 
eating and drinking establishment; miscellaneous 
retail; amusement and recreation; membership 

organizations; transportation services; business 
services; social services; building materials and 
garden supply; health services; repair services; 
museums, botanical gardens, and zoos.

MICE industry has undergone substantial 
economic growth and is recognized by 
Government. The reason that MICE industry 
produces great economic impact can be largely 
summarized (Astroff & Abbey, 2002, Kim, Chon 
& Chung, 2003; Roger, 2003 cited in Kim et al., 
2011: 87) as follows: 

The number of delegates at a convention is 
greater than that of a group of people who travel 
for personal reason.

The number of stay nights is longer than 
that of other group of tourists.

Participants at international conventions are 
bigger spenders because they fulfi ll the dual roles 
of being both pleasure tourists and business 
delegates.

The convention industry interrelated with 
many other industries.

Meeting and convention tourism is now a 
truly global industry, with developed and 
developing countries having increasing 
opportunities to participate as hosts. Although 
the industry as signifi cant global reach, the top 
25 convention destination over the last 20 years 
have been located in the developed North, with 
the United States, The United Kingdom and 
Germany maintaining the top three positions 
between 1999 and 2001.

(International Congress and Convention 
Association, 2009 cited in Cameron, 2010: 136). 
According to Roger (2003: 7) two noteworthy 
reasons are cited for this. First, the headquarters 
of many international associations, where those 
organizing event on behalf of those bodies are 
based, are located in Western Europe and North 
America. Second, market intelligence is much 
better developed in respect of the conference 
organizers in the most experience convention 
pioneering countries. The market share of 
convention industry founded Europe is the most 
market share, and then is Asia, North America, 
Latin America, Australia and Africa (Tourism 
Authority of Thailand, 2003: 3).
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Even the number of MICE tourists that visit 
Thailand account for only three percentage of 
overall tourists’ arrival each year. However, the 
spending of tourist in this sector is three times 
higher than spending of tourist in other sectors, 
and creating substantial economic impact for 
Thailand’s economy. MICE tourists are therefore 
recognized as the most desirable category of 
“quality tourist” (Tourism Authority of Thailand, 
2001: 1).

OVERVIEW OF MICE BUSINESS 
IN THAILAND

MICE industry is one of the most competitive 
and lucrative segments of the market, and is 
becoming one of the fastest growing industries. 
The reality in increasingly connected marketplace 
is that meetings, events and convention can be 
hosted anywhere in the world, resulting in keen 
competition among potential host destination 
sites. Countries that were not previously 
majoring players in the conventions market, e.g. 
China and India, now house some of the world’s 
most modern convention and event facilities 
Thailand lies within one of the most tourism–
intensive regions, the South East Asia. Yet, like 
its neighbors, it has relied heavily on income 
from travel and tourism. The government of 
Thailand fi nds itself in a position where it is 
seeking to penetrate an already well-established 
industry. Thailand is earmarked as the hub for 
convention in Asia. In South East Asia, Thailand 
is already one of the top fi ve countries for MICE 
industry which are Singapore, Japan, Hong 
Kong, South Korea, and Malaysia with potential 
and facilities (Carben, 1991 cited in Qu et al., 
2000: 643). And the number of MICE tourists 
is approximately 730,352 in 2008, the revenue 
from MICE business were 58,399,632,153 US$. 
(Thailand Convention and Exhibition Bureau, 
2008: 3) In terms of many potential products; 
variety of attractions are such as natural, 
historical and cultural; accessibilities; amenities; 
human resources; and hospitality of local people. 
In recognition of the importance and contribution 

of the MICE industry to the national economy 
and the increasingly competitive global market, 
the Thai government established the TCEB in 
2002 as the key government agency responsible 
for the MICE industry in Thailand. The 
establishment of the TCEB represents a long-
term commitment by the Thai government and 
private sector to promote and develop the 
country’s MICE industry. And according to the 
policy of government it aims to promote 
meetings and conventions as a hub in Asia and 
boost economic growth and tourism in the local 
area. In order to be an attractive MICE destination 
and be competitive in the market, Thailand 
should have more options. Chiang Mai is the 
major city for MICE destination in northern 
regions and can support the growth and 
development of Thailand’s MICE industry in the 
long run, particularly the economic contributions 
to the local area and the industry’s competitiveness. 
Chiang Mai was founded more than 700 years 
in the northern tropic of Thailand and has 
remained to this day a dynamic center for trade 
and culture and continued to lure visitors, with 
its magnifi cent scenery, beautiful temples, and 
rich traditional of arts and culture. The city of 
Chiang Mai has already essential infrastructures 
such as an international airport (12-13 airlines), 
quality accommodation (3,200 rooms) and 
meeting venues (Banmuang, 2008: online). 
Being voted the world’s second best city by 
reader of Travel & Leisure (US) magazine in 
2010 behind Bangkok has certainly lifted Chiang 
Mai’s profi le among event planners worldwide. 
As mentioned, the project of convention hall in 
Chiang Mai started the construction in 2008 and 
will open in 2011 with the budget of 1,867,150,000 
baht which will be operated by the Thai 
government. The convention hall consists of one 
grand convention hall with capacity of 3,000 
participants, small convention halls, restaurants, 
souvenir shops, service offi ces e.g. banks, post 
office. And TCEB also developed the 
Memorandum with Chiang Mai government to 
be a “MICE city”. Chiang Mai will be the fourth 
“MICE city” after Bangkok, Pattaya and Phuket.
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The meeting, incentives, conventions, and 
exhibitions (MICE) industry is one of the fastest 
growing segments of the tourism industry today, 
both in a global and country specifi c context. 
Thailand is an emerging MICE market with 
signifi cant growth potential. Taveep & Karin 
(2004: 17-24) and Phuriwat Dejaum (2010: 2-12) 
stated that the potentials of Thailand to be a host 
for MICE are the as following: fi rst, there are 
many venues in Bangkok and sub-region; 
second, good accessibilities and amenities; third, 
a variety of attraction; fourth, a safe and 
hospitable environment; and fi fth, very good 
value for money. With signifi cant contributions 
to the national economy, it is worth examining 
associated barriers that might affect the success 
of Thailand’s MICE industry. According to 
Sangpikul & Kim (2009: 194) the fi ve barriers 
inhibiting the success of Thailand’s meeting and 
convention industry are identifi ed as follows: 
availability of industry information, industry 
infrastructure (i.e., convention venues, 
transportation) human resources, industry 
cooperation, and political instability. Chiang Mai 

as a “MICE city” also meets the same barriers 
that Sanpikul & Kim mentioned, especially the 
inadequate availability of purpose-built 
convention venues. Most meetings and 
conventions in Chiang Mai are held in hotels 
with limited capacity. Lack of sufficient 
convention venues may impede the growth and 
development of Thailand’s MICE industry in the 
long run. An effective ground transportation 
system which is lacking in Chiang Mai (Sunee 
et al., 2003: 36 and Wanna Silpaarcha, 2000: 
140) or an effective local transportation network 
is regarded as a major site selection criterion for 
many cooperation, associations and meeting 
planners. Also lack of cooperation among MICE 
stakeholders which are government agencies, 
MICE suppliers, and industry associations as 
another barrier may affect the success of MICE 
in Chiang Mai. All problems are regarded as the 
key site criterion factors for holding international 
events. Due to the problems, the convention hall 
with a budget of 1,867,150,000 baht which will 
open in 2011 is worth the value for the money 
spent or not. This research is aimed at doing the 

Figure 1. The number of conventions region

Source: www.tceb.or.th/images/pdf/statistic (28 December 2010)
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following: 1) evaluate the potential of MICE 
management in Chiang Mai Province 2) compare 
the potential of MICE management in Chiang 
Mai Province 3) an analysis of the government 
and corporate policy for supporting MICE 
business in Chiang Mai Province 4) identifi cation 
of the appropriate positioning of MICE 
management strategies in Chiang Mai Province 
5) an analysis of the level of participation of 
stakeholders to identify the appropriateness of 
MICE management strategies in Chiang Mai 
Province 6) develop the appropriate MICE 
management strategies for Chiang Mai Province. 

LITERATURE REVIEW

The majority of research has centered on 
MICE. To investigate MICE, there are many 
literature involved. MICE, a very lucrative form 
of tourism is becoming one of the fastest growing 
sectors in the tourism industry. Many researchers 
have noted that convention participants spend 
much more than the average traveler. The 
economic impact of MICE spreads throughout 
the economy of a host city, since conventions 
infl uence a spectrum of business such as hotels, 
restaurants, travel companies and entertainment 
organizations, retail business, and transportation 
(Astroff & Abbey, 1995 cited in Priporas, 2005: 
88). Van Cesario, and Mauser (1985 cited in Boo 
et al., 2008: 240) identifi ed three main sectors 
in the convention market as the convention 
agency, the convention planner, and the delegates. 
Opperman and Chon (1997 cited in Boo et al., 
2008: 240) also defi ned three main players in 
convention tourism and their relationship, which 
include host location, associations, and potential 
attendees. Jago and Deery (2005 cited in Boo et 
al., 2008: 240) added convention center, 
convention bureaus, and local governmental 
organizations.

Opperman (1996 cited Kim et al., 2011: 89) 
analyzed the images of 30 convention destinations 
in North America as perceived by association 
meeting planners, His study found that 
respondents placed value on meeting rooms/

facilities, hotel service quality, hotel room 
availability, clean/attractive location, safety/
security, air transportation access, food and 
lodging costs, overall affordability, city image, 
transportation costs, restaurant facilities, 
exhibition facilities, scenery/sightseeing 
opportunities, climate and nightlife. Kim, Yoon 
& Kim (2011: 91-92) also noted that importance 
was placed on accessibility (ease of access), 
transportation (transportation system), attractions 
(e.g. shopping, nightlife, sightseeing), cost 
(transportation cost, food cost, and room rate), 
facilities and services (e.g. on-site assistance, 
hotel room availability, staff services, convention 
and exhibition facilities), safety and climate. 
Based on research conducted in Italy Bernini 
(2009 cited in Cameron, 2010: 138) noted fi ve 
key factors that were signifi cant contributors to 
becoming a successful convention destination. 
These factors were concentration of local 
resources necessary to perform convention 
business, quality convention product and 
services, development of a skilled and specialized 
labor force, the presence of an associated agency 
such as a CVB, and government policies that 
organize service delivery, target investment and 
develop human resources.

MICE industry consists of various 
components, including: conventions, conference, 
meetings, seminars, trade shows, exhibitions, 
and incentive travel. Its activities require many 
different players and a complex business 
requiring staff skilled in areas such as 
management, marketing, budgeting, negotiation, 
interpersonal communication, and IT (Dwyer & 
Mistilis, 1999; MacLaurin, 2002; Mistilis & 
Dawyer, 1999 cited in Sangpikul & Kim, 2009: 
204). Region, cities, or even states, in order to 
achieve economic growth, try to re-orient their 
local economies by searching for economic 
alternatives, especially service-based economic 
activities. Thus, it is vital need for tourism places 
“to learn how to think more like businesses, 
developing products, markets and customers” 
(Kotler, Haider, & Rein, 1993 cited in Priporas, 
2005: 88).
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METHODOLOGY

For the fi rst objective, researcher design 
included an exploratory study, development and 
pre-test of the research instrument and main data 
collection. For exploratory research, a 
combination of primary and secondary data 
approaches is used to collect required information. 
The sampling methodology recommended is a 
purposive sampling with target population. 
Primary data are collected through self-
completed questionnaires with stakeholders for 
evaluating the opinion of potential of MICE 
management in Chiang Mai province for the fi rst 
objective. Questionnaire items are selected from 
a literature review of materials relating to 
potential and barrier of MICE industry in Chiang 
Mai. A pre-test will be done from April 2011 
with a sample of expert in the MICE management 
fi eld. The questionnaire will be divided into two 
sections: the fi rst dealt with the respondent’s 
demographics, the second will analyze the 
opinion of potential of MICE managements in 
Chiang Mai province. Respondent will ask to 
respond on 3 points: (3=strong potential, 
2=neutral, 1=least potential). Statistical analysis 
will determine mean, frequency, percentage 
tables, standard deviation to identify the potential 
of MICE management in Chiang Mai.

In order to meet the second section, this 
study will utilize SWOT (strengths, weakness, 
opportunities, treats) analysis by focus group 
with stakeholders in Chiang Mai (venues, PCO, 
PEO, EMC, and DMC) for analyzing the internal 
and external environment. Semi-structured in 
dept interview is also done. Four items extracted 
from the literature review are POLC (planning, 
organizing, leading and controlling). Respondents 
are asked to respond on 3 points: (3=very 
important, 2=neutral, 1=not important). The 
result will analyze and use TOW Matrix to 
identify the position of MICE management 
strategies. And stakeholders will identify MICE 
management strategies in Chiang Mai province 
on 4 sectors of MICE: 1) meeting 2) incentives 
3) conventions and 4) exhibitions. 

For the third section, a structured 
questionnaire will be developed to investigate 
the level of stakeholder participation. The 
respondents are asked to rank the level of 
participation with this study. The questionnaire 
is divided into two sections: the fi rst dealt with 
the respondent’s demographics, the second will 
analyze the level of respondents’ participation. 
Respondents are asked to respond on 5 points: 
(5=very strong participant, 4=strong participant 
3= neutral participant 2=lease participant, 
1=least participant)

RESULTS AND DISCUSSIONS

The expected result is that the stakeholder 
in MICE business will understand the problems 
truly and bring the problems for developing their 
activities and management towards the situation 
and environment of Chiang Mai province. Future 
research may be developed from the result and 
recommendation of the current study is to build 
the body of knowledge for the development of 
Thailand’s MICE industry.

A pre-test will be done from December 2012 
with a sample of expert in the MICE management 
fi eld. The questionnaire will be divided into two 
groups: 25 stakeholders and 25 DMC (destination 
management company) and analyzing by 
Cronbach’s apha coefficient. The result for 
questionnaire is 0.969 and 0.964 . 

CONCLUSION AND 
RECOMMENDATION

The recommendation of the opinion of 
potential of MICE management in Chiang Mai 
province revealed that the potential of MICE 
management in Chiang Mai are moderate level. 
Chiang Mai is faced with the challenge of 
changing traveler perception of the destination 
to being a attraction convention and exhibition 
destination image. However, it is diffi cult task, 
mainly due to the lack of cooperation among the 
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city’s stakeholders and insuffi ciency of MICE 
information. The other results are on process.
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ABSTRACT

Previous tourism studies have examined the structural relationships among image, quality, 
satisfaction and post-purchase behavior. In recent years, research trends in outdoor recreation, 
compared to geography and environmental psychology in the fi eld, place attachment issue is a 
relatively new subject, and in tourist areas. Therefore, the study aims to examine the linkage between 
these variables and place attachment. The structural relationships between the variables are examined 
by adopting a structural equation modeling (SEM) approach in a travel-related context (night market 
tourism).The results show that destination image infl uences revisit intentions in two ways: directly 
and indirectly. Destination image has the most important direct effect on place attachment when 
compared with perceived quality, tourist satisfaction, and revisit intentions. Also, destination image 
has an indirect effect on revisit intentions as mediated by perceived quality and tourist satisfaction 
respectively. In addition, the relationship among destination image, perceived quality, tourist 
satisfaction, and revisit intentions appears evident in this study. Finally, the mediating effect of 
place attachment on destination image and revisit intentions cannot obtain support.

Keywords: Tourism Image, Perceived Quality, Place Attachment, Tourist Satisfaction, Revisit 
Intentions
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INTRODUCTION

Night markets in Southeast Asia are unique 
shopping areas at night with functions of both 
consumption and leisure. You can fi nd night 
markets everywhere in Thailand. In the Thai 
people's mind, they are considered as one of the 
most representatives of the local culture, the 
most popular places to make foreign friends 
experience the local characteristics, and also one 
of the most famous tourist attractions when 
international tourists visit Thailand. Dichter 
(1985) pointed out that international tourists 
especially like the night market shopping in order 
to experience different customs. Furthermore, 
leisure-oriented shopping and local cuisine 
tasting are closely related to the consumption 
patterns of international tourists. Dichter (1985) 
also addressed that Hong Kong visitors enjoy 
dining in the night market, where they look for 
a local food culture. 

Night Markets offer unique experiences of 
the night life, they bring together shopping, 
dining and sightseeing, walking, street 
performances and local culture. Night markets 
have become an important part of night leisure 
activities for the local people and foreign visitors. 
Thai night markets are not only the important 
tourism resources but also the inheritance of 
traditional culture. Nowadays, night markets 
have been developed a type of “global view”. If 
the tourism authorities can continue to increase 
tourism attractions of night markets to catch 
more international tourists’ favors and stay, 
which will be helpful for both the local economic 
and cultural development. 

LITERATURE REVIEW

The ultimate goal of marketing strategy is 
to infl uence consumer buying behavior, and 
“purchase intention” is the most accurate 
predictor of buying behavior items (Morwitz & 
Schmittlein, 1992). Kozak (2001) also suggested 
that repeat visitors are more likely than fi rst time 

visitors to return to the same destination in the 
future and the level of overall satisfaction 
considerably infl uences intentions for repeat 
visits. Therefore, tourist satisfaction with the 
destination would infl uence revisit intentions, 
which in turn, lead to revisit behavior. 

Kotler, Bowen and Makens's research 
(1996) on purchase behavior proposed the link 
relationships among image, quality, satisfaction 
and post-purchase behavior. Kotler et al. (1996) 
found that (1) image would positively affect how 
customers perceive quality; (2) perceived quality 
will in turn determine the satisfaction of 
consumers; (3) quality and satisfaction act as 
mediating variables between image and post-
purchase behavior. Bloemer and de Ruyter 
(1998) also concluded that service quality and 
satisfaction mediate the relationship between 
image of product and brand loyalty. Similarly, 
Bigné et al. (2001) empirically investigated 
structural interrelationships among destination 
image, quality, satisfaction, and after-purchase 
behavior. Their findings confirmed that 
destination image not only directly affects 
quality, satisfaction, and future behavior but also 
indirectly affects future behavior through quality 
and satisfaction. Previous research (Baloglu & 
McCleary, 1999; Beerli & Martin, 2004) has 
proven destination image to be an important 
factor in the selection of a destination. Most early 
research focuses on the effect of destination 
image on satisfaction, perceived quality, and 
behavioral intentions (Woodside & Lysonski, 
1989; Baloglu et al., 1999; Baker & Crompton, 
2000; Bigné et al., 2001; Chen & Tsai, 2007; 
Chi & Qu, 2008). 

In Sum, previous tourism research has 
examined the structural relationships among 
image, quality, satisfaction and post-purchase 
behavior, and established the role of quality and 
satisfaction as mediating variables between 
image and post-purchase behavior. However, the 
linkage between these variables and place 
attachment has not yet been thoroughly 
investigated.
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Place attachment was fi rst developed in 
environmental psychology and is conceived as 
an affective bond or link between people and 
specifi c places (Hidalgo & Hernandez, 2001). 
Place attachment often refers to one’s sense of 
place and includes symbolic and emotional 
expressions (Hwang et al., 2005). Tourists are 
likely to develop emotional attachment with 
destinations they visit, and this psychological 
attachment could be an important antecedent and 
a sensible measure of tourist loyalty to a 
destination (Lee et al., 1997; George & George, 
2004). Conative loyalty, consumers’ behavioral 
intention to keep on using the brand in the future 
(Pedersen & Nysveen, 2001), is argued to be the 
strongest predictor of behavioral loyalty 
compared to cognitive and affective loyalty 
(Pedersen et al., 2001). Therefore, it is logical 
to think that conative loyalty is related or 
equivalent to revisit intention.

Therefore, it is hypothesized that revisit 
intentions is relatively dependent on place 
attachment. In effect, Backlund and Williams 
(2003) has examined the relationship between 
place attachment and revisit intentions and 
determined that place attachment has an impact 
on revisit intentions. Moreover, Lee (2001) 
pointed out that destination image will have 
inference on the tourists’ place attachment for a 
destination. 

Based on the review of the relevant 
literature, this study suggests that place 
attachment acts as an important linkage between 
destination image and revisit intentions. 
However, there is little research examining the 
link between these variables in the tourism 
industry, especially in the tourism night markets, 
which then inspires this study. 

In summary, the purpose of this article is to 
integrate place attachment and the model 
proposed by Kotler et al. (1996) into a new 
framework that describes the relations among 
tourism image, perceived quality, place 
attachment, tourist satisfaction, and revisit 
intentions. In this study, the new proposed causal 
relationships among these variables were 

developed from theory and examined empirically. 
Also, there are three formally enacted tourism 
night markets lure lots of international tourists 
in Chiang Mai Province: Hwa-shee, Zhao-ho 
and Linchiang Tourist Night Markets, whose 
international tourists were the scope of this study.

This paper is constructed as follows. First, 
conceptual background and hypotheses are 
proposed based on an evaluation of previous 
research. Next, the Methodology will be 
outlined. Subsequently, a model, including 
tourism image, perceived quality, place 
attachment, tourist satisfaction, and revisit 
intentions, is specifi ed, followed by the results. 
The paper is completed by a conclusion and 
implications.

METHODOLOGY

The purpose of this study is to clarify the 
interrelationships among destination image, 
perceived quality, place attachment, tourist 
satisfaction and revisit intentions. In order to 
accomplish this main objective, a set of 
hypotheses will be tested jointly.

Questionnaire design and 
operationalisation of constructs

The questionnaire consisted of six sections: 
destination image, perceived quality, place 
attachment, tourist satisfaction, r ev i s i t 
intent ions,  and basic information of the 
respondents.

For the constructs considered, measures 
were borrowed and modifi ed from previous 
studies. The measurement of destination image 
with 20 attributes was extracted from previous 
studies (Fakeye et al., 1991; Echtner & Ritchie, 
1993; Baloglu et al., 1999; Chen & Kerstetter, 
1999; Chaudhary, 2000; Baloglu & Mangaloglu, 
2001). A 3-item perceived quality scale was 
based on the work of Tam (2004). A 4-item 
tourist satisfaction scale was based on the work 
of Oliver (1980). An 11-item place attachment 
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scale, including two dimensions of place 
dependence and place identity, was modifi ed 
from the works of Williams and Roggenbuck 
(1989) and Kyle et al. (2004). Finally, the 2-item 
revisit intentions was borrowed and modifi ed 
from the work of Hui et al. (2007). All of the 
items were measured on 5-point Likert-type 
scales, ranging from 1 (strongly disagree) to 5 
(strongly agree) to increase ease of response.

Pilot runs of the questionnaire were 
conducted to forty-fi ve visitors in these three 
night markets. And thus a few corrections and 
adjustment in the wording and structure of the 
questionnaire were made in response to 
respondent suggestions. Each of the constructs 
is defi ned as follows: 

Destination image: the tourist’s subjective 
perception of the destination reality. 

Perceived quality: the tourist’s overall 
evaluation of the standard of the services and 
products in association with the night market 
experience.

Tourist satisfaction: the extent of overall 
pleasure or contentment felt by the tourist, 
resulting from the night market’s experience. 

Place attachment: the tourist’s positive 
feelings about the destination reality.

Revisit intentions: the tourist’s judgment 
about the likeliness to revisit the same destination 
or the willingness to recommend the destination 
to others.

Sample design and data collection

The visitors who were visiting any one of 
these three night markets in Chiang Mai in 
Thailand at the time of the survey were 
considered to be the sampling framework. 
Questionnaires were distributed and collected 
by research interviewer between June 1 and June 
30 of 2011 (about 1 month). Research interviewer 
asked visitors to complete the questionnaire 
when every the third foreigner visitor was ready 
to leave the night market. Of 330 questionnaires 
dis t r ibuted to  vis i tors ,  330 complete 

questionnaires were collected. Of these, 308 
were valid.

Data Analysis

The data was processed with the statistical 
package SPSS 12.0 and AMOS 5.0.The data 
analysis was conducted in two stages. First, 
descriptive statistics were conducted to describe 
the main features of a collection of data 
quantitatively. Second, in order to determine the 
direction and signifi cance of the relationships of 
destination image, perceived quality, place 
attachment, tourist satisfaction, and revisit 
intentions, the hypotheses must be tested 
simultaneously. With this aim, structural 
equation modeling (SEM) technique was carried 
out which considers jointly all the hypotheses 
put forward.

RESULTS AND DISCUSSIONS

The respondent profi le was summarized in 
table 1. The great majority of the respondents 
were aged from 18-34 (67.6%) with an equal 
majority of male and female tourist (47.3% and 
52.7%). Most tourists were from Europe (42.1%) 
and Asia (32.5%). In all, 64.5% had a college 
degree or higher qualifi cation. Student (33%), 
educator/researcher (21.8%), manager/executive 
(14.3%), professional/technical service worker 
(11.2%), and owner/self-employed (9.2%) were 
the main divisions of occupation for respondents. 
The great majority of the respondents had a 
monthly income less than $4,500 (67.4%). 
Sightseeing/recreation (55.7%) was the main 
purpose to travel in Thailand and independence 
tour was the most frequently trip type (74.5%). 
46.9% of tourists was the fi rst time to visit the 
night market. The great majority of total personal 
spending in the night market was below 1,000 
THB (71.7%). Food and beverage (35.4%), and 
clothing (22.6%) were tourists’ major spending 
in the night market.
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Table 1. Respondent profi le

Demographic 
characteristics

Percentage 
(%)

Frequency

Continent
Asia
Europe
Americas
Oceania
Africa

Total

32.5
42.1
16.2
8.6
0.7
100

98
127
49
26
2

302

Gender
Male
Female

Total

47.3
52.7
100

142
158
300

Age
1-17
18-24
25-34
35-44
45-54
55+

Total

2
31.5
36.1
12.9
11.9
5.6
100

6
95

109
39
36
17

302

Education Level
Junior high-
High school/
Vocational school
College/University
Postgraduate

Total

0.7
13.4

64.5
21.4
100

2
40

193
64

299

Occupation
Educator/Researcher
Manager/Executive
Clerical/Sales
Owner/
Self-employed
Laborer/Farming/
Fishing
Professional/
Technical
Military/
Gov-offi cer
Homemaker
Students

Total

21.8
14.3
3.7
9.2

1.7

11.2

2.4

2.7
33

100

64
42
11
27

5

33

7

8
97

294

Demographic 
characteristics

Percentage 
(%)

Frequency

Personal Income 
(USD)

None
1,500-
1,501-3,000
3,001-4,500
4,501-6,000
6,001-7,500
7,501-9,000
9,001+

Total

20.4
14.2
16.4
16.4
7.6
5.5
6.9

12.7
100

56
39
45
45
21
15
19
35

275

Purpose to 
Thailand

Business
Sightseeing/
recreation
Visiting friends/
relatives
MICE
Long Stay
Study/Research

Total

9.1
55.7

12.6

3.4
13.1
6.0
100

32
195

44

12
46
21

350

Trip Type
Group
Half independence
Independence
Others

Total

13.1
9.3

74.5
3.1
100

38
27

216
9

290

Visited times
1
2
3
4
5+

Total

46.9
16.0
11.9
9.2

16.0
100

138
47
35
27
47

294
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Additionally, the size of the sample has a 
direct impact on the appropriateness and the 
statistical power of the Structural Equation 
Model (Hair et al., 1998). SEM is not appropriate 
for sample sizes below 100. As a rule of thumb 
sample sizes of greater than 200 are suggested 
(Boomsma 1982; Marsh et al.,1988). Following 
the rules, the sample size in this study was 
acceptable.

Factor analysis

In this study, a multi-attribute approach was 
employed to measure destination image. As 
mentioned above, destination image was 
measured using a 20-item scale. Employing the 
principal components factor analysis, four 
factors with an eigenvalue greater than one 
explained 59.2% of the variance of destination 
image scale. Six items with factor loading less 
than 0.5 were removed from the scale. The 
varimax-rotated factor pattern implies that the 
fi rst factor concerns ‘‘diverse cuisines, food, and 

products’’ (4 items, α=0.776). The second factor 
relates to ‘‘exotic sentiments and entertainment’’ 
(5 items, α=0.711). The third factor consists of 
characteristics of the ‘‘street performances and 
stall characteristic’’ (2 items, α=0.602). The 
fourth factor relates to ‘‘festive atmosphere’’ (3 
items, α=0.666). 

Second-order confi rmatory factor 
analysis

Since the model contains two second-order 
constructs (destination image and place 
attachment), we conducted two second-order 
CFA to test the fi t of the two second-order models 
to the data, respectively.

In the place attachment model, a review of 
the item loadings for each factor showed there 
was one item that did not load sufficiently 
(loading cut-off criterion was 0.50) on the place 
identity factor and there were two items whose 
t-values were found to be insignifi cant on the 
place dependence factor. A decision was made 

Demographic 
characteristics

Percentage 
(%)

Frequency

Sources for 
information

Book/Magazine
Friends/relatives
Travel Agency
Internet
Newspaper
TV/Radio Station
Travel Exhibition
Tourism Brochure

Total

20.8
33.9

10
20
3.5

2
1.3
8.4
100

94
153
45
90
16
9
6

38
451

Demographic 
characteristics

Percentage 
(%)

Frequency

Personal total 
spending (THB)a

1-500
501-1,000
1,000-1,500
1,501-2,000
2,000+

Total

49.1
22.6
3.9
7.8

16.5
100

113
52
9

18
38

230

Consumptions
Food and Beverage
Clothing
Commodity
Souvenir
Entertainment
Others

Total

35.4
22.6
4.3

25.2
7.6
4.9
100

222
142
27

158
48
31

628
a 29.5 THB = 1 US$
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to drop those items before proceeding with the 
subsequent analysis. After dropping those items, 
the model was re-estimated. Table 2 showed the 
fi t indices of the two second-order models. It 
suggests that the two second-order models 
produces adequate fi t to the data.

Due to four dimensions (i.e., diverse 
cuisines, food, and products, exotic sentiments 
and entertainment, street performances and stall 
characteristic, and festive atmosphere) in 

destination image, the arithmetic means of the 
four multi-item dimensions were estimated (sum 
all the variables and divide by the number of 
items) to form four new variables for the 
destination image and were used for subsequent 
analysis. In the same way, the arithmetic means 
of the two multi-item dimensions were estimated 
to form two new variables for the place 
attachment and were used for subsequent 
analysis.

Table 2. Fit indices of second-order confi rmatory factor analyses s of two constructs

Construct χ2 χ2/df GFI NFI CFI RMSEA

Tourism image 155.924 2.136 0.932 0.874 0.928 0.061

Place 
attachment 74.080 3.899 0.936 0.943 0.957 0.772

First stage: measurement model 
analysis 

Following recommended two-stage 
analytical procedures (Anderson & Gerbing, 
1988; Hair et al., 1998), confi rmatory factor 
analysis was first conducted to assess the 
measurement model; then, the structural 
relationships were examined.

A Cronbach's alpha test was used to 
determine the internal consistency for each of 
the constructs. As shown in table 3, the results 
of the Cronbach’s Alpha test for the different 
constructs were as follows: destination image 
0.851, perceived quality 0.780, tourist satisfaction 
0.800, place attachment 0.896, and revisit 
intentions 0.887. All fi ve constructs were above 
the cut-off criterion of 0.7 recommended by 
Nunnally (1978). Therefore, it suggests that all 
constructs were well acceptably reliable.

The fi t indices of the measurement model 
are summarized in table 5. The overall model 
indicates that χ2 is 232.9 with 80 degrees of 
freedom (d.f.) (p<0.0001).Technically, the 
p-value should be greater than 0.05, i.e., 
statistically insignifi cant. However, in practice 

the χ2-valuew is very sensitive to sample size 
and frequently results in the rejection of a well-
fi tting model. Hence, the ratio of χ2 over d.f. has 
been recommended as a better goodness of fi t 
than χ2 (Hair et al., 1998). A common level of 
the χ2/d.f. ratio is below 5 (though below 3 is 
better). The χ2/d.f. ratio of the model is 2.91 (i.e., 
232.9/80), indicating an acceptable fit. 
Furthermore, other indicators of goodness of fi t 
are GFI=0.904, AGFI=0.856, PNFI=0.68, 
PGFI=0.603,  NFI=0.901,  RFI=0.870, 
CFI=0.904, RMSEA=0.079, and RMR=0.030. 
Comparing these with the corresponding critical 
values shown in table 5, it suggests that the 
measurement model produces adequate fi t to the 
data.

The validity of the constructs was tested 
using the procedure recommended by Fornell 
and Larcker (1981). Then, confi rmatory factor 
analysis (CFA) was conducted using AMOS 5.0 
with covariance matrix to test the convergent 
and discriminant validity of the constructs used 
in subsequent analysis.

Convergent validity of CFA results should 
be supported by item reliability, construct 
reliability and average variance extracted (Hair 



Internati onal Journal of Agricultural Travel and Tourism
Vol. 5 (1): 42-58, April, 2014
The Relati onships among Tourism Image, Perceived Quality, Place Att achment, 
Tourist Sati sfacti on, and Revisit Intenti ons–A case of Internati onal Tourists 
in Thailand Tourism Night Market 

ISSN: 1906-8700

S. Kuo

49

et al., 1998). As shown in table 3, t-values for 
all the standardized factor loadings of the items 
were found to be significant (p<0.001). In 
addition, construct reliability estimates ranging 
from 0.771 to 0.887 exceeded the critical value 
of 0.7 recommended by Hair et al. (1998), 

indicating it was satisfactory. The average 
variances extracted for all the constructs fell 
between 0.462 and 0.798, and most of them were 
greater than the value of 0.5 suggested by Hair 
et al. (1998). 

Table 3. Scale Reliabilities and Validity

Variables Items SMC
Standardized 

Factor  
Loading

Error t-value Cronbach’s 
α

Composite 
Reliability AVE

Tourism 
Image

DI1 0.553 0.744 0.102 11.076

0.851 0.771 0.462
DI2 0.550 0.742 0.086 11.051
DI3 0.279 0.528 0.099 8.211
DI4 0.464 0.681

Perceived 
Quality

PQ1 0.650 0.806 0.089 11.216
0.780 0.796 0.568PQ2 0.634 0.796 0.098 11.132

PQ3 0.421 0.649

Tourist 
Satisfaction

TS1 0.517 0.719 0.077 11.581

0.800 0.806 0.510
TS2 0.430 0.656 0.079 10.601
TS3 0.576 0.759 0.073 12.175
TS4 0.518 0.720

Place 
Attachment

PA1 0.854 0.651 0.124 10.755
0.896 0.775 0.639

PA2 0.423 0.924
Revisit 
Intentions

RI1 0.804 0.896 0.058 17.246
0.887 0.887 0.798

RI2 0.792 0.890

Discriminate validity was tested by 
comparing the square root of the average 
variance extracted by each construct to the 
correlations between the construct and all other 
constructs. Table 4 shows the descriptive 
statistics and correlations between the construct 

and all other constructs. For each comparison, 
most of the square roots of the average variance 
extracted estimates from each construct exceeded 
the correlation between each construct (see table 
4). This shows that each construct is statistically 
different from one another.
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Second stage: structural model 
analysis

The proposed conceptual model was tested 
by using the fi ve constructs: namely tourism 
image, perceived quality, place attachment, 
tourist satisfaction, and revisit intentions. 
Factors of ‘‘destination brand’’, ‘‘entertainment’’, 
‘‘nature and culture’’ and ‘‘sun and sand’’ were 
served as the measurement variables of 
destination image. Also, dimensions of ‘‘place 
dependence’’ and ‘‘place identity’’ are used as 
the measurement variables of place attachment. 
In addition, perceived quality, tourist satisfaction 
and revisit intentions were measured by three, 
four and two items as mentioned previously, 
respectively. Employing the covariance matrix 
among 15 measurement items as input, the SEM 
analysis was conducted to examine the 
relationships between each pair of constructs as 
hypothesized. The results of SEM analysis were 
depicted in Fig. 1. The fi t indices of the model 
are summarized in table 5. The overall model 

indicates that χ2 is 251.5 with 82 degrees of 
freedom (d.f.) (p<0.0001).Technically, the 
p-value should be greater than 0.05, i.e., 
statistically insignifi cant. However, in practice 
the χ2-valuew is very sensitive to sample size 
and frequently results in the rejection of a well-
fi tting model. Hence, the ratio of χ2 over d.f. has 
been recommended as a better goodness of fi t 
than χ2 (Hair et al., 1998). A common level of 
the χ2/d.f. ratio is below 5 (though below 3 is 
better). The χ2/d.f. ratio of the model is 3.07 (i.e., 
251.5/82), indicating an acceptable fit. 
Furthermore, other indicators of goodness of fi t 
are GFI=0.897, AGFI=0.850, PNFI=0.698, 
PGFI=0.613,  NFI=0.893,  RFI=0.863, 
CFI=0.925, RMSEA=0.082, and RMR=0.032. 
Comparing these with the corresponding critical 
values shown in table 5, it suggests that the 
hypothesized model fi ts the empirical data well. 
Table 5 provides the summary of goodness of fi t 
indices for both the measurement and the 
structural equation model.

Table 4. Analysis of discriminate validity (SEM correlations a)

Variables Tourism 
Image

Perceived 
Quality

Tourist 
Satisfaction

Place 
Attachment

Revisit 
Intentions

Tourism 
Image 0.680 0.642 0.723 0.754 0.721

Perceived 
Quality 0.642 0.754 0.822 0.693 0.555

Tourist 
Satisfaction 0.723 0.822 0.714 0.698 0.661

Place 
Attachment 0.754 0.693 0.698 0.800 0.559

Revisit 
Intentions 0.721 0.555 0.661 0.559 0.945

a: All correlations are signifi cant at p<0.05. 
b: Diagonal elements in bold are square roots of average variable extracted (AVE)
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Within the overall model, the estimates of 
the structural coeffi cients provide the basis for 
testing the proposed hypotheses. As shown in 
Fig. 1, destination image has a signifi cantly 
positive effect on perceived quality, tourist 
satisfaction, place attachment, and revisit 
intentions (β=0.714, t-value=7.911, p<0.001, 
β=0.383, t-value=4.337, p<0.001, β=0.841, 
t-value=8.511, p<0.001, and β=0.766, 
t-value=3.797, p<0.001, respectively), thus 
supporting H1, H2, H3, and H4. The perceived 
quality, as hypothesized, has a significantly 
positive effect on tourist satisfaction (β=0.545, 

t-value=5.700, p<0.001), thus supporting H7. 
Nonetheless, it does not have a signifi cant effect 
on revisit intentions, thus rejecting H8. In 
addition, the placement attachment does not have 
a signifi cantly positive effect on revisit intentions, 
thus rejecting H9. While the tourist satisfaction 
has a significantly positive effect on revisit 
intentions (β=0.286, t-value=2.010, p=0.044), 
thus supporting H11. The results of the hypotheses 
testing are summarized in table 9.

To sum up, an evident path ‘‘destination 
image-perceived quality-satisfaction-revisit 
intentions’’ appears in the estimated model.

Table 5. Summary of goodness of fi t indices for measurement and structural models

Criteria
Measurement Model Structural model

Indicators Conformity 
Assessment Indicators Conformity 

Assessment

χ2-test
χ2
χ2/d.f.

p>0.05
<3

p<0.001
2.91

Nonconformity
Conformity

p<0.001
3.07

Nonconformity
Approach

Fit indices
GFI
AGFI
PNFI
PGFI
NFI
RFI

>0.9
>0.9
>0.5
>0.5
>0.9
>0.9

0.904
0.856
0.687
0.603
0.901
0.870

Conformity
Approach

Conformity
Conformity
Conformity
Approach

0.897
0.850
0.698
0.613
0.893
0.863

Approach
Approach

Conformity
Conformity
Approach
Approach

Alternative indices
CFI
RMSEA
RMR

>0.9
<0.05
<0.05

0.904
0.079
0.030

Conformity
Approach

Conformity

0.925
0.082
0.032

Conformity
Approach

Conformity

Assessment of the hypothesized relationship



Internati onal Journal of Agricultural Travel and Tourism
Vol. 5 (1): 42-58, April, 2014
The Relati onships among Tourism Image, Perceived Quality, Place Att achment, 
Tourist Sati sfacti on, and Revisit Intenti ons–A case of Internati onal Tourists 
in Thailand Tourism Night Market 

ISSN: 1906-8700

S. Kuo

52

Mediation analysis

In order to establish a mediating effect that 
a variable has on the relationship between a 
predicting variable and a criterion variable, we 
employed the mediator conditions proposed by 
Baron and Kenny (1986). For this purpose, three 
regression equations were estimated: 1) the 
dependent (Y) on the independent variable (X), 
2) the mediator (M) on the independent variable, 
and 3) the dependent on both the independent 
and mediating variable together. For mediation 
to be established, equations 1 and 2 must be 

signifi cant and the mediator must signifi cantly 
affect the dependent variable in the third 
equation. To have a complete mediating effect, 
the regression coeffi cient of M must be signifi cant 
whereas that of X must not be. 

On the other hand, when the regression 
coeffi cients associated with both the independent 
variables and the mediator variable are 
statistically signifi cant in the third equation. To 
have a partial mediating effect, the effect of the 
independent variable in the third equation must 
be less than its effect in the second equation.

a Standardized regression coeffi cient with its t-value in parenthesis
*p<0.05; **p<0.01; ***p<0.001

Signifi cant relationship

Non-signifi cant relationship

Figure 1. The estimated structural model.
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In order to test H5, i.e., whether perceived 
quality is, as expected, a mediating variable in 
the relationship between destination image and 
revisit intentions, we conducted mediation 
analyses via SEM analyses according to Baron 

et al. (1986). Regression coeffi cients generated 
by SEM analyses are presented in table 6, which 
revealed that perceived quality partially mediated 
the relationship between destination image and 
revisit intentions.

Table 6. Testing the mediating effect of perceived quality

Variables

Equation 1 Equation 2 Equation 3

Revisit Intentions Perceived Quality Revisit Intentions

Std
error

Std
beta t-stat Std

error
Std
beta t-stat Std

Error
Std
beta t-stat

Intercept

Destination 
Image 0.111 0.703 9.640*** 0.099 0.615 7.641*** 0.107 0.589 8.167***

Perceived 
Quality 0.069 0.302 5.146***

*p<0.05; **p<0.01; ***p<0.001

In order to test H6, we conducted similar 
analyses with tourist satisfaction instead of 
perceived quality. Our results presented in table 
7 showed that tourist satisfaction partially 

mediated the relationship between destination 
image and revisit intentions. Therefore, H6 is 
partially supported by the results.

Table 7. Testing the mediating effect of tourist satisfaction

Variables

Equation 1 Equation 2 Equation 3

Revisit Intentions Tourist Satisfaction Revisit Intentions

Std
error

Std
beta t-stat Std

error
Std
beta t-stat Std

Error
Std
beta t-stat

Intercept

Destination 
Image 0.111 0.703 9.640*** 0.106 0.700 8.206*** 0.101 0.515 7.364***

Tourist 
Satisfaction 0.076 0.433 6.679***

*p<0.05; **p<0.01; ***p<0.001
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In order to test H10, we conducted similar 
analyses with place attachment instead of 
perceived quality. Because the mediator place 
attachment does not significantly affect the 

dependent variable revisit intentions in the third 
equation (see table 8), H10 is not supported by 
the results.

Table 8. Testing the mediating effect of place attachment

Variables

Equation 1 Equation 2 Equation 3

Revisit Intentions Place attachment Revisit Intentions

Std
error

Std
beta t-stat Std

error
Std
beta t-stat Std

Error
Std
beta t-stat

Intercept

Destination 
Image 0.111 0.703 9.640*** 0.117 0.811 9.613*** 0.107 0.599 8.272***

Place 
Attachment 0.076 0.180 1.576

*p<0.05; **p<0.01; ***p<0.001

The results of the mediation hypotheses 
testing are summarized in table 9. To sum up, 
destination image not only directly but also 
indirectly infl uence revisit intentions through 
perceived quality and tourist satisfaction 

respectively as mediating variables. However, 
destination image does not infl uence revisit 
intentions through place attachment as a 
moderating variable.

Table 9. Summary of hypothesis testing results

Hypothesis Testing results

H1: Destination image has a positive infl uence on perceived quality. Supported

H2: Destination image has a positive infl uence on tourist satisfaction. Supported

H3: Destination image has a positive infl uence on place attachment. Supported

H4: Destination image has a positive infl uence on revisit intentions. Supported

H5: Quality has a mediated effect on destination image and revisit intentions. Partially supported

H6: Tourist satisfaction has a mediated effect on destination image and revisiting 
intentions.

Partially supported

H7: Perceived quality has a positive infl uence on tourist satisfaction. Supported

H8: Perceived quality has a positive infl uence on revisit intentions. Not supported

H9: Place attachment has a positive infl uence on revisit intentions. Not supported

H10: Place Attachment has a mediated effect on destination image and revisiting 
intentions.

Not supported

H11: Tourist satisfaction has a positive infl uence on revisit intentions. Supported
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CONCLUSION AND 
RECOMMENDATION

This paper has attempted to investigate the 
tourist behaviors by constructing a more 
comprehensive model considering destination 
image, perceived quality, place attachment, 
tourist satisfaction, and revisit intentions. The 
structural relationships between all variables in 
the study were tested using data obtained from 
a visitor questionnaire survey at Chiang Mai 
tourism night markets in Thailand. As Lee et al. 
(2005) argued, although wide agreement among 
scholars regarding the infl uence of destination 
image on process, little empirical research has 
been done, especially in tourism night markets. 
In addition, the moderating role of place 
attachment between destination image and 
revisit intentions has been frequently neglected 
in previous research. This study differs from 
previous studies by taking account of place 
attachment in the “image-quality-satisfaction-
behavioral intentions” model. Destination image 
infl uences revisit intentions in two ways: directly 
and indirectly. The structural relationship 
analysis indicates that destination image has the 
most important direct effect on place attachment 
when compared with perceived quality, tourist 
satisfaction, and revisit intentions. Moreover, 
destination image is also a direct antecedent of 
perceived quality, tourist satisfaction, place 
attachment, and revisit intentions. The result is 
consistent with Bigné et al. (2001). In addition, 
destination image was also found to have an 
indirect effect on revisit intentions as mediated 
by perceived quality and tourist satisfaction 
respectively. This fi nding is consistent with 
Bigné et al. (2001).Therefore, in order to 
improve the visitors’ revisit intentions, the 
tourism destination managers should increase 
the visitors’ positive destination image, provide 
more positive quality perception for the night 
markets and create higher tourist satisfaction. 
Hence, endeavors to build or improve the image 
of a destination facilitate loyal visitors revisiting 
or recommending behaviors, thus being critical 

to the success of destination tourism development. 
In other words, the main focus of destination 
managers should be to build up and improve 
destination image dimensions such as offering 
diverse cuisines, food, and products, creating 
more exotic sentiments and entertainment, 
displaying interesting street performances and 
stall characteristic, and making festive 
atmosphere.

As a consequence of the above, tourism 
destinations managers must take special care of 
the image that they attempt to communicate and 
visitors’ perceived quality and satisfaction, as 
these will affect visitors’ revisit intentions.

Also, with regard to the sequence “image
→quality→satisfaction→revisit intentions”, 
suggested by the review of the literature, the 
analysis of the interrelationships as a whole 
confi rms this sequence.

Finally, regarding the relationship between 
perceived quality and revisit intentions and 
between place attachment and revisit intentions, 
the structural equation model shows that the 
influences of perceived quality and place 
attachment on revisit intentions cannot be 
satisfactorily proved. And with regard to the 
mediating effect of place attachment, the positive 
infl uence between destination image and revisit 
intentions also cannot obtain support. Although 
these results do not sustain these hypotheses, we 
think that further research should be carried out, 
extending the study to different types of 
destinations and deepen the multidimensional 
nature of the variables. 

Finally, this study provides an interesting 
starting point for empirical research on the 
relationships among tourism image, place 
attachment, and revisit intentions in the 
international tourism night markets. Certainly, 
ref inements  in  conceptual izat ion and 
measurement are possible and desirable. More 
knowledge on place attachment as an independent 
variable and its effect on tourists’ revisit 
intentions are necessary to provide a better 
understanding of its value for post-purchase 
consumer research.
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ABSTRACT

Community Tourism Marketing Strategies and Tourist Behaviors in Luang Prabang District, 
Luang Prabang Province, Lao People’s Democratic Republic (Lao PDR).This research was designed 
to investigate the community tourism marketing strategies in Luang Prabang District, Luang Prabang 
Province, Lao People’s Democratic Republic (Lao PDR). Interview and discussion methodologies 
of the groups from the Director of information, culture and tourism division and entrepreneurs who 
were involved in tourism activities and interview 400 foreign tourists in Luang Prabang.

The research fi ndings revealed that Luang Prabang District has a total of 37 tourist destinations 
which include 6 natural attractions such as Tad Kwang Chi water fall, Tad Naduoy, KangNun, Tad 
Tong waterfall, Yang palonglao-Tad Kwang Chi and Namdong hydropower. The Tad Kwang Chi 
is the most important tourism site and can develop to be marketing strategy. There are 29 cultural 
attractions such as Wat Chiang Thong, Wat vexuon, Wat sandsoukalam, Wat Nongsikhoun Meuang, 
Wat Mai, Wat Pabattai, Wat Thatluang, Wat Thatnoi, Wat Huaxieng, Wat Mano, Wat Phonpao, Wat 
Thumphousi, Wat Xiengmuan, Wat Chumkhong, Wat Xiphoutabat, Wat Sob, Wat Aham, Dara 
market, Phosi market, Luong Thitpheng silver jewery shop, Phanom village, Xangkhong village, 
Longlaou village, Phone village (weaving), Yang palonglao-Tad Kwang Chi, Hardhien village, Don 
village, Vithaya ethnic exhibition center, Na Ouan village and night market, The Wat Chiang Thong, 
Wat Vixuon and Wat Mai are the most important tourism sites and can develop to be tourism 
marketing strategy. In addition, there are 2 historical attractions such as Luang Prabang Museum 
and Phra That Chom Phu Si, they are the important tourism sites and can develop to be tourism 
marketing strategy as well.

The result of this reach indicated that most of tourism who travel to Luang Prabang is men, 
married and range of their aged are more than 51 years old is majority, bachelor degree with variety 
of their job occupation (mostly retired) the salary minimum is 2,000 US$, the majority of them 
from United Stated. Major of tourists are fi rst time travel to Luang Prabang by airplane, their trip 
is for take rest. Most of information of the Luang Prabang from internet, friend and cousins suggestion 
that the Luang Prabang district is world heritage site that still has a lot of natural resource and the 
natural and historical tourism sites with long history and culture as well as the Lao human kind that 
can attract tourists visit Luang Prabang. The average payment of tourist in Luang Prabang minimum 
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is 2,000 US$ for 5 days trip and stay in hotel mainly, travel with family and like shopping Lao silk 
and clothes and also visit main tourism sites. Most of the result of the interviewees said that they 
want to come back to visit Luang Prabang district again and the most favorite tourism site is cultural 
tourism sites, then natural and historical sites. Their habit of tourist for marketing purpose is 
production, price, distribution channel and marketing promotion.

Keywords: Tourism behaviors, Tourism marketing strategy, Tourism in Luang Prabang

INTRODUCTION

Thirty years ago, tourism in Lao PDR had 
grown signifi cantly and created benefi ts for 
social and economic development throughout 
the country. The government had set priority to 
the development and promotion of tourism in 
terms of policy, advertising and tourism 
marketing which had operated continuously 
during the year 1999-2000. In compliance with 
the policy development of the tourism industry 
in Laos, more tourists visited the country that 
brought signifi cant benefi ts for positive economic 
development in contrast to the negative social 
impact at the same time. Therefore, cultural and 
environmental attractions were often faced with 
problems in managing tourism development of 
natural resources, culture and society and also 
development of tourism management to be 
sustainable for which the government should 
take into considerations (Strategic development 
and promotion of tourism in the Lao PDR, 2012-
2020: 24).

Luang Prabang province is one of 17 
province of Lao PDR, where is situated in north 
part surrounded by high mountains, it is far from 
Vientiane Capital around 397 km and connect 
by highway road no. 13 north, covers an area of 
19,714 square kilometer, population of the 
province is 419,048 people, 792 villages and 12 
districts of Luang Prabang province, including 
Luang Prabang District as well known as “World 

Heritage Site”,the area of Luang Prabang district 
cover 818 square kilometer, 116 villages (62 
villages in municipal area) and divide to 6 
development groups of 54 development villages, 
with the population is 81,994 people (there is 
female 41,228 people, male 40,766 and 14,972 
families). There are Lao Leu, Yuan, Puan, 
Thaidam, Thaikhao, Thaideang, Khmu, Mong, 
Mien, Lahou and Aka ethnic groups of the 
population. Luang Prabang District is land of 
long and peaceful culture as well as abundant of 
natural resources such as beautiful landscape 
scenery including mountain, waterfall, forest 
that different types of biodiversity of fl ora and 
fauna. Luang Prabang District is most important 
tourism destination of Luang Prabang province 
and also Lao PDR that is well know from foreign 
and local tourists and ranged the 3rd of city of 
number of tourists visiting in country. Most of 
tourists visiting Luang Prabang district are 
travelling, visiting cultural and traditional 
historic, natural tourism activities and historical 
sites that long history and still well preserve in 
various places in the city. Luang Prabang district 
has a potential for unique of tourism that can 
attractive tourists to visit with impression and 
revisit again and again. There are also facilities 
for tourists to visit such as hotel, guesthouse, 
resort, restaurant, snack bar and entertainments 
(Information, Culture and tourism division, 
Luang Prabang province, 2011: 3-5)
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According to tourists’ statistic, who visit 
Luang Prabang District between Lao and foreign 
tourists found that number of foreign tourists is 
larger than Lao tourists, that indicated the tourists 
rate is increasing annually and can contribute 
income more than 75,902,400 US dollar 
(Statistics Luang Prabang Tourism Year, 2011: 
4).

As the result researcher see the importance 
of set target and opportunities of Luang Prabang 
district to be sustainable tourism development 
by focusing on the behavior of product consumer 
on local tourism in Luang Prabang District, 
Luang prabang province, Lao PDR. This is 
important and necessary to the expectation of 
results of this research will be added to tourism 
marketing strategy of Luang Prabang District, 
Luang Prabang Province, Lao PDR for next step.

LITERATURE REVIEW

The study aimed to investigate the situation 
and tourist behavior and consumption of 
community tourism products at Luang Prabang 
City, Luang Prabang Province, Lao PDR. In 
which the concept of tourism of consumer 
behavior theory and concept models of consumer 
behavior were employed. Supkorn Saereerat 
(2001: 7) stressed that consumer behavior refers 
to the behavior of the person and it is related to 
the purchase and use of goods and services 
(products) through the exchange of persons 
before and after such actions. Adul Jaturungkakul 
(2009: 3) stated that consumer behavior refers 
to the activities that people do in order to get a 
particular product or service to rationalize 

consumption. Moreover, Engel, Blackwell and 
Miniard (1990: 3) noted that consumer behavior 
refers to actions that are directly related to the 
provision by which the consumer for the supply 
of goods and services and paying including Mart 
decision processes that occur before and after 
such actions. 

According to consumer behavior studied 
means the activities of person for buying and 
chooses goods for their needs that required the 
changing of economic, culture, politic, social 
and technology to stimulate the buying and 
choosing decision of person. In addition, the 
research on behavior must analyses consumer 
behavior looking for need characteristics and 
buying behavior analyses and consumer 
utilization, that refl ect to marketing results on 
satisfying consumers and marketing targeting. 
Also, to understand the needs characteristic and 
buying behavior and utilization consumer, the 
result of studied can apply to marketing strategies 
to support the appropriate consumer satisfactory. 
Therefore Adul Jaturungkakul (2013: 12-15) 
given the answer for finding the consumer 
behavior is 6WS, 1H including Who, What, Why, 
Whom, When, Where and How. 7Os for answer 
finding is Occupants, Objects, Objective, 
Organizations, Occasion, Outlets and Operations 

The Consumer Behavior Model found that 
motivation lead to product buying decision, with 
initiated from stimulus to be needs, the stimulus 
go through buyer’s mind to be compared as 
producer’s or seller black block that cannot 
presume. Buyer’s felling will infl uence from 
different aspects of buyer and responses to buyer 
or buyer decision as chart below:

Table 1. Number of visitors in Luang Prabang Province, year 2012

List Lao Foreigner Total

Number of visitors 116,642 294,213 410,855
Sources: Tourism development department year 2012: 16
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According to literature review indicated that 
there are studies on consumer behavior such as 
(1) the research on behavior of Chinese to visit 
Thailand with 2 objectives are tourism behavior 
and relation factors that effect to each payment 
each tourist of Chinese tourist who visiting 
Thailand (2) the research on determination on 
tourist for Samusongkham province that related 
to tourist visiting in Samusongkham province 
(3) the research on Chinese tourist behavior who 
visiting Chiang Mai province, Thailand relating 
to their decision behavior on the tourism and 
tourism behavior during their tourism activities 
in Chiang Mai province, Thailand (4) the 
research on the changing place of tourism; the 
case study on Xieng Thong temple and municipal 
area in Luang Prabang province, Lao PDR. By 
using holy site and tourism site in Xieng Thong 
temple is place a role of the studied site and the 
physical site changing that affect to their mind 
and social area in Xieng Thong temple, that are 
the infl uence factors on tourism.

METHODOLOGY

This research utilizes mixed methods 
research by qualitative research and links with 
semi-structured interview, with seminar and 
discussion methodologies of the groups from the 
Director of information, culture and tourism 
division and entrepreneurs who were involved 
in tourism activities and interview 400 foreign 
tourists in Luang Prabang. The collected 
interview data will be analyzed by descriptive 
statistics included frequency, percentage, mean 
and standard deviation, for the qualitative data 
will be analyzed by theory also assumption data 
and description analysis.

RESULTS AND DISCUSSIONS

The result of research indicated that Luang 
Prabang District covers an area of 818 square 
kilometer, there are 116 villages, whereas 62 
villages are in municipal area and divided to be 
development zone in 6 groups, including 54 
developed villages, population is 81,994 people 
which is 41,220 female and 40,766 male, 14,972 
families. There are different ethnics group such 
as Lao Leu, Phuan, Thaidam, Thaikhao, 
Thaideang, Khmu, Mong, Mien, Lahou and 
Akha, they are mostly Buddhist religion. Their 
main occupations are planting, farming and 
tourism service. Luang Prabang province has 12 
districts are Luang Prabang, Xieng Ngern, Nan, 
Park Ou, Nam Bak, Ngoi, Pak Seang, Phon Xai, 
Chom Phet, Vieng Kham, Phou Khoun and Phon 
Thong district (Department of Information, 
Culture and Tourism, Luang Prabang province 
2011: 3-5), Luang Prabang district has 37 
tourism sites such as:

6 natural tourism sites such as Khawng Chi 
waterfall, Na Deui waterfall, Keang Noon and 
Tad Thong, Yang palonglao-Tad Kwang Chi and 
Na Dong hydropower, the most important and 
has potential to be developed to tourism 
marketing strategies are:

Kwang Chi waterfall has most beautiful 
scenery, fresh air with comfortable condition of 
waterfall that charming and impress to visitors, 
it is located far from municipality 25 km along 
road no. north 13 elevation is 560 meters. Kwang 
Chi waterfall is limestone with vertical drop is 
80 meters, it has many stairs on 2nd fl oor there 
is quite big pool and can swimming. There is a 
way to see the waterfall to the top of watershed 
and is surrounded by forest. There is wood bridge 
and tracking to see the around waterfall area, so 

Marketing and 
others stimulus

Buyer’s Black 
Block

Buyer’s or 
consumer’s 

response

Resource: Siriwan Saereerat, Adul Jaturungkakul, Dollaya Jaturongkakaul. (2007: 68).
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visitor can see the whole beautiful waterfall. 
Facilities and maintenance of the area is Public 
Park, souvenir shops from local products such 
as bamboo production and comfortable 
restaurants. Tourists can visit the waterfall whole 
year, even summer time has a little water, 
moreover the waterfall accessing by vehicle is 
easy for example by bus, motorcycle and cars.

There are 29 cultural attractions such as Wat 
Chiang Thong, Wat Vexuon, Wat sandsoukalam, 
Wat Nongsikhoun Meuang, Wat Mai, Wat 
Pabattai, Wat Thatluang, Wat Thatnoi, Wat 
Huaxieng, Wat Mano, Wat Phonpao, Wat 
Thumphousi, Wat Xiengmuan, Wat Chumkhong, 
Wat Xiphoutabat, Wat Sob, Wat Aham, Dara 
market, Phosi market, Luong Thitpheng silver 
jewery shop, Phanom village, Xangkhong 
village, Longlaou village, Phone village 
(weaving), Yang palonglao-Tad Kwang Chi, 
Hardhien village, Don village, Vithaya ethnic 
exhibition center, Na Ouan village and night 
market, the most important and has potential to 
be developed to tourism marketing strategies 
are:

Wat Xieng Thong is an outstanding example. 
A symbol of great historic importance, this 
magnifi cent masterpiece is characteristic of the 
Luang Prabang style and features an elaborate 
tree of life mosaic, intricately carved walls, rare 
Buddhist deities and a 12-metre high funeral 
carriage. Also known as the ‘Golden Tree 
Monastery’, Wat Xieng Thong acts as a gateway 
to Luang Prabang as it is strategically situated 
close to where the Mekong joins the Nam Khan 
River. This site is famous as the location for the 
coronation of Lao kings and as an important 
gathering place for signifi cant annual festivities. 
The original temple was created in 1560 under 
the royal instruction of King Setthathirath and 
narrowly missed invasion on several occasions, 
nevertheless time took hold and much-needed 
remodeling took place during the 1960s. The 
temple still remains in its original form with 
repairs undertaken to the roof, and gold leaf 
gilding and gold lacquering restoration added to 
the walls and entrance. 

A superb piece of Lao temple architecture, 
Wat Xieng Thong presents a sweeping two-tiered 
roof and ornate mosaics including a beautiful 
‘tree of life ‘glass montage on the rear temple 
wall. The tree portrays the tale of the founding 
of the temple which legend states was by two 
hermits who decided to create the sanctuary next 
to a large fl ame tree where the rivers met. The 
story continues inside with dharma wheels 
depicted in gold on the ceiling. Relics include a 
rare reclining black Buddha dating back to the 
reign of King Setthathirat displayed in the Red 
Chapel. The Buddha image was showcased in 
Paris in 1931 before being returned to the temple 
in 1964 and it is considered to be extremely 
unique.

Wat Wisunarat is Luang Prabang’s oldest 
temple and was once home to the Prabang 
Buddhas. The history of the temple is colourful 
with it being originally crafted from wood before 
being burned by Black Haw riders in 1887. The 
Wisunarat temple is home to a small selection 
of richly gilded Buddhas and some ancient stones 
dating back to the 15th century. The stones were 
donated by Prince Phetsarat following the Black 
Haw bandit invasion. The Haw left with most 
of the priceless Buddha images made from jade, 
gold and precious gems by breaking open the 
stupa. Prior to invasion, Wat Wisunarat was once 
home to the revered Pha Bang Buddha from 1507 
to 1715 which can now be viewed at the Royal 
Palace Museum. One of the temple’s most unique 
features is its unusually shaped stupa designed 
by the wife of King Wisunarat to be a lotus fl ower 
but referred to by locals as ‘the watermelon 
stupa’. Another distinguishing highlight is the 
European-style roof which slopes in a manner 
not usually seen in Laos. This is largely due to 
the French architects who helped with the 
rebuilding in the late 1980s. The temple is still 
functioning today and is open to visitors with 
plenty of information available about its 
fascinating history.

Wat Mai Suwannaphumaham (Si Souvanna 
Phommaram, Mai Souvana Phoun Ram), or Wat 
Mai (The New Monastery), is one of the largest, 
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most picturesque and most photographed of the 
wats of Luang Prabang. Located along the 
popular night market street of Sisavangvong and 
adjoining the compound of the National Palace 
Museum, it is important for both its religious 
and its aesthetic beauty. The wat, founded by 
King Anourout (Anurat, r. 1795-1817) perhaps 
in 1796/7, dates mostly from the 19th century. 
Restoration of the wooden Sim possibly started 
in 1821 or 1822 during the reign of King 
Manthatourat (r. 1817-1836), when it was given 
the name of The New Monastery. The double 
colonnaded porch in front and a similar, though 
less elaborate, porch in the rear were added at 
that time. Work on the Sim, library and other 
ancillary building it continued until the 1890s. 
A number of other structures are from the 20th 
century. There were major restorations in 1943 
and 1962, as well as in more recent times. The 
Sim is built in the traditional Luang Prabang 
style with added porches on the two sides. 

In addition, 2 historical tourism attractions 
are the palace museum and mount Phou Si both 
of them that are the important site and have 
potential to be developed to tourism marketing 
strategies

The Palace Museum (Royal Palace Museum 
or National Museum), known locally as Haw 
Kham (Ho Kham) or the Golden Hall, was built 
between 1904 and 1909 as the new offi cial royal 
residence for the monarchs of Luang Prabang. 
It replaced the rambling thatch, bamboo, teak 
and rosewood Lao-style palace on stilts built 
after the Haw Black Flag marauders destroyed 
much of the city in 1887. The building was sited 
adjacent to the left bank of the Mekong, so 
visitors formally could be met there and taken 
directly to the palace. Unlike the former structure 
that faced the Mekong (and was perhaps 
somewhat upriver from the present site), the 20th 
century structure faces the sacred Mount Phousi. 
Built of brick and stucco instead of traditional 
materials, the main building is a blend of Laotian 
and French Beaux Arts architectural ideas and 
motifs that sought to symbolize ties between 
Luang Prabang and the ruling French colonial 

government. It was primarily designed by the 
French and built with a large number of 
Vietnamese workers, the building has two 
separate cruciform-style sections linked by the 
large throne room; perimeter exhibition galleries 
surround each of the sections. There have been 
a number of changes since its original 
construction; its steeply pitched roof, central 
Lao-type spire and the breadth of its facade were 
later additions and modifications. French 
architects originally had planned a European 
spire over the throne room, but King Sisavangvong 
(who even had studied in Paris), successfully 
insisted that it be Lao-Style. There are classical 
style columns and a number of pediments 
refl ecting European infl uence, though there is 
Lao style decoration and Lao style brackets 
between the roof sections and the exterior walls 
of the building. After the dissolution of the 
monarchy in 1975, the building was reopened 
as the National Museum, though the ‘royal’ and 
‘palace’ designations still frequently are used. It 
remains a graceful and attractive, though not 
ostentatious, building.

The front section of the museum that 
formerly contained the offi cial reception rooms 
now is the main exhibition area. The entry hall, 
once devoted to religious ceremonies and 
activities, still reflects the central position 
Buddhism in the former Lao kingdom and shows 
the intertwining elements of religion and the 
monarchy. There is the dais of the former 
supreme patriarch of Lao Buddhism and a 
diverse variety of Buddha statues. The king’s 
former reception room to the right contains busts 
of the last three monarchs, murals of traditional 
Lao scenes painted by the French artist Alix de 
Fautereau in the 1930, and several fi ne lacquer 
screens by Thit Tanh (a gifted local artist) that 
depict the Lao Ramayana, among other treasures. 
Other front rooms contain gifts from foreign 
leaders and governments, including some lunar 
rocks presented by President Richard Nixon. In 
the right front corner of the palace, standing in 
the place of honor in what was the king’s former 
shrine room, is the sacred paladin of the city, the 
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Prabang. (It is scheduled to be moved to the 
elaborate Haw Pha Bang chapel during the Lao 
New Year festivities in April 2006). The room 
also holds ancient Khmer sculpture, intricately 
carved ivory tusks and other valuable relics.

Mount Phousi cuts a distinctive fi gure on 
the Luang Prabang skyline. The hill is popular 
as a place to watch the sun rise or set over the 
Mekong River. From the summit you can enjoy 
a spectacular 360 degree outlook across the city 
and its many temples, and out over the surrounding 
landscape to the mountains in the distance. Count 
on spending a couple of hours for the climb and 
descent, with several stops to see the temples, 
rest under the shady trees and admire the magical 
views. There are hundreds of steps to negotiate, 
but the climb is gentle enough for anyone who 
is in reasonable health. For a complete experience, 
go up Mount Phousi on one side and use the 
other set of steps to make your way down again. 
You can pray and make offerings at several 
temples along the way. Next to Wat Chomsi at 
the top of the hill you can buy fl owers to offer 
for blessings, as well as caged birds. The Laos 
believe that if you set a bird free you will enjoy 
good luck and happiness in the future.

The result of analysis of consumption 
behavior for tourism community the foreigner 
tourist in Luang Prabang found that:

Demography data

The most tourism who travel to Luang 
Prabang is men, married and range of their aged 
are more than 51 years old is majority, bachelor 
degree with variety of their job occupation 
(mostly retired) the salary minimum is 2,000 
US$, the majority of them from United Stated.

Tourist behavior in Luang Prabang 
district

Major of tourists are fi rst time travel to 
Luang Prabang by airplane, their trip is for take 
rest. Most of information of the Luang Prabang 
from internet, friend and cousins suggestion that 

the Luang Prabang district is world heritage site 
that still has a lot of natural resource and the 
natural and historical tourism sites with long 
history and culture as well as the Lao human 
kind that can attract tourists visit Luang Prabang. 
The average payment of tourist in Luang Prabang 
minimum is 2,000 US$ for 5 days trip and stay 
in hotel mainly, travel with family and like 
shopping Lao silk and clothes and also visit main 
tourism sites. Most of the result of the interviewees 
said that they want to come back to visit Luang 
Prabang district again and the most favorite 
tourism site is cultural tourism sites, then natural 
and historical sites

CONCLUSION AND 
RECOMMENDATION

The research fi ndings revealed that Luang 
Prabang District has a total of 37 tourist 
destinations which include 6 natural attractions, 
29 cultural tourism sites and 2 historical tourism 
attractions. Most of information of the Luang 
Prabang from internet, friend and cousins 
suggestion that the Luang Prabang district is 
world heritage site that still has a lot of natural 
resource and the natural and historical tourism 
sites with long history and culture as well as the 
Lao human kind that can attract tourists visit 
Luang Prabang. The average payment of tourist 
in Luang Prabang minimum is 2,000 US$ for 5 
days trip and stay in hotel mainly, travel with 
family and like shopping Lao silk and clothes 
and also visit main tourism sites. Most of the 
result of the interviewees said that they want to 
come back to visit Luang Prabang district again 
and the most favorite tourism site is cultural 
tourism sites, then natural and historical sites. 

Which Luang Prabang city has long been 
known by tourists to be one of the 12 cities of 
Luang Prabang Province, situated 397 km to the 
north of Vientiane, the capital city. The Luang 
Prabang city is well known being a “World 
Heritage” with beautiful sceneries, clean areas, 
and safe city and has the potential to be the top 
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tourist destination in the world. The number of 
tourists visiting Luang Prabang was increased 
to 294,213 people in the year 2012 and had 
stimulated the economic growth of the province 
which gave positive impact to the economy of 
Lao PDR. The research results also showed that 
good access to Luang Prabang has been a factor 
of increasing tourist visitors. Therefore, the 
community tourism marketing strategies was 
cultural tourism, natural tourism and historical 
tourism.

The next research of researcher should 
study the tourism product consumption behavior 
of Lao tourist in Luang Prabang district, Luang 
Prabang province. It will understand the Lao 
tourist behavior as well as problems and 
obstructed that foreign tourists affe cted from 
tourism in Luang Prabang district, Luang 
Prabang Province, Lao PDR. The result of this 
research will improve and find appropriate 
solution.
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ABSTRACT

The entertainment venue has turned into one of the most desirable tourism business that has 
grown into the main source of income of tourism sectors in Chiang Mai because tourists are willing 
to pay, even though expense. This paper aims to study tourists’ behaviors at the entertainment venues 
within Muang district, Chiang Mai. Continuously, to identify the components of Service Marketing 
Mix the seven Ps comprises of Product, Price, Promotion, Place, People, Process, and Physical 
evidence. A total of 400 questionnaires were collected from tourists who visited entertainment 
venues and the age was older than 20 years. 200 questionnaires were analyzed by Exploratory Factor 
Analysis (EFA) to identify the component of the Service Marketing Mix factors in the seven Ps 
while another 200 will be further studied to confi rm the relationship of the tourist’s buying behavior 
according to Service Marketing Mix factors. The results of tourist’s behavior at entertainment venues 
in Chiang Mai showed that the female to male ratio is fi fty-fi fty (male 51.50%). The average age 
was 28 year old. For level of education, the majority was bachelor degree (67.80%). The majority 
who visited entertainment venues were student (35.00%). The tourist’s buying behaviors of 
entertainment venues can be described ten components within 34 factors from the factor analysis 
results (KaiVeU-Me\eU-Olkin: KMO is 0.808). It means that EFA is appropriate technique to use 
for analysis of this data. The empirical result also produced 7 components of tourists’ buying behavior 
namely Performance of Staff (People), Place and Accessibility (Place), Sale promotion (Promotion), 
Tourist Attraction (Physical evidence), Management and Facilities (Process), Product attractiveness 
(Product), and Price’s Value (Price). Price performance of staff turned out to be the most important 
component of tourist’ buying behavior. Therefore appropriate marketing strategies of an entertainment 
venue can be developed.

Keywords: Tourism marketing, Tourism business, Tourist Behaviors, Tourism marketing mix
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INTRODUCTION

Modern lifestyle of the new generation is 
full of rushing competing which causes a 
signifi cant amount of stress. The easiest solution 
to reduce this stress is to fi nd or to buy the 
happiness for themself, whether recreation of 
travel. Consumers always have an unlimited 
need of pleasure; therefore they seek for things 
to fulfi ll those needs. Especially in entertainment 
business which provide relaxation, recreation, 
and entertainment. Entertainment venues are 
considered as a luxury expense (Chaisompol 
Chowprasert, claim Siriwat Choishuwattanunga, 
2010: 2).

Chiang Mai is the center of business and 
tourism in the Northern Part, the Government 
has always given support in many ways such as 
Chiang Mai Super Highway, The night safari, 
The International Horticulture Exposition and 
many other SMEs businesses (Small and 
Medium Enterprise). Chiang Mai has a great 
infrastructure, especially the international airport 
which can transit to many cities in Asia including 
southern China. The expansion of land 
transportation and the international Airport result 
in sharp growth in many businesses such as 
Hotel, tourism, restaurant and entertainment 
venue. Therefore there is a sharp increase of 
income for those domestic people in Chiang Mai 
(Anuchit Chaimonkol, 2007: 3; Sirithida 
Wannasopa, 2009: 7). 

Recently, the number of the entertainment 
venues has been on the sharp rise which also 
results in a higher level of competition. Therefore 
the Marketing Mix and Strategy become an 
essential part to fulfi ll consumers’ satisfaction 
as well as to attract and retain more consumers. 
It is fair to say that service business is all about 
Marketing Mix factors. One of the strongest 
infl uences on consumer buying behavior is the 
Service Marketing Mix factors which are proven 
by multiple researches (Witchaya Bunleu, 2008: 
2; Yuwanee Titsakul, 2011: 2).

LITERATURE REVIEW

Services Marketing, Kotler and Bloom 
(1984) Services marketing is a sub field of 
marketing which covers the marketing of both 
goods and services. Goods marketing includes 
the marketing of fast moving consumer goods 
(FMCG) and durables. Services marketing 
typically refers to the marketing of both business 
to consumer (B2C) and business to business 
(B2B) services. Common examples of service 
marketing are found in telecommunications, air 
travel, health care, fi nancial services, all types 
of hospitality services, car rental services, and 
professional services.

A service, according to Vargo and Lusch 
(2004), is ‘the application of specialized 
competences (knowledge and skills) through 
deeds, processes, and performances for the 
benefi t of another entity or the entity itself. 
Services are economic activities, rather than 
tangible products, offered by one party to 
another. Rendering a service to recipients, 
objects, or other assets depends on a time-
sensitive performance to bring about the desired 
result. In exchange for money, time, and effort, 
service customers expect value from access to 
goods, labor, professional skills, facilities, 
networks, and systems; but they do not normally 
take ownership of any of the physical elements 
involved.

The 7 P’s of Services Marketing

The first four elements in the services 
marketing mix are the same as those in the 
traditional marketing mix. However, given the 
unique nature of services, the implications of 
these are slightly different in case of services

Product, In case of services, the ‘product’ 
is intangible, heterogeneous and perishable. 
Moreover, its production and consumption are 
inseparable. Hence, there is scope for customizing 
the offering as per customer requirements and 
the actual customer encounter therefore assumes 
particular significance. However, too much 
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customization would compromise the standard 
delivery of the service and adversely affect its 
quality. Hence particular care has to be taken in 
designing the service offering.

Pricing, Pricing of services is tougher than 
pricing of goods. While the latter can be priced 
easily by taking into account the raw material 
costs, in case of services attendant costs−such 
as labor and overhead costs−also need to be 
factored in. Thus a restaurant not only has to 
charge for the cost of the food served but also 
has to calculate a price for the ambience 
provided. The fi nal price for the service is then 
arrived at by including a markup for an adequate 
profi t margin.

Place, Since service delivery is concurrent 
with its production and cannot be stored or 
transported, the location of the service product 
assumes importance. Service providers have to 
give special thought to where the service would 
be provided. Thus, a fi ne dine restaurant is better 
located in a busy, upscale market as against on 
the outskirts of a city. Similarly, a holiday resort 
is better situated in the countryside away from 
the rush and noise of a city.

Promotion, Since a service offering can be 
easily replicated promotion becomes crucial in 
differentiating a service offering in the mind of 
the consumer. Thus, service providers offering 
identical services such as airlines or banks and 
insurance companies invest heavily in advertising 
their services. This is crucial in attracting 
customers in a segment where the services 
providers have nearly identical offerings.

The fi nal three elements of the services 
marketing mix-people, process and physical 
evidence-are unique to the marketing of services.

People, People are a defi ning factor in a 
service delivery process, since a service is 
inseparable from the person providing it. Thus, 
a restaurant is known as much for its food as for 
the service provided by its staff. The same is true 
of banks and department stores. Consequently, 
customer service training for staff has become 
a top priority for many organizations today.

Process, The process of service delivery is 
crucial since it ensures that the same standard 
of service is repeatedly delivered to the customers. 
Therefore, most companies have a service 
blueprint which provides the details of the 
service delivery process, often going down to 
even defi ning the service script and the greeting 
phrases to be used by the service staff.

Physical Evidence, Since services are 
intangible in nature, most service providers strive 
to incorporate certain tangible elements into their 
offering to enhance customer experience. Many 
hair salons invest in comfortable and stylish 
sitting areas with magazines and plush sofas for 
patrons to read and relax while they wait. 
Similarly, many restaurants invest heavily in 
their interior design and decorations to offer a 
tangible and unique experience to their guests.

Consumers Behavior is the study of 
individuals, groups, or organizations and the 
processes they use to select, secure, and dispose 
of products, services, experiences, or ideas to 
satisfy needs and the impacts that these processes 
have on the consumer and society. It blends 
elements from psychology, sociology, social 
anthropology, marketing and economics. It 
attempts to understand the decision-making 
processes of buyers, both individually and in 
groups such as how emotions affect buying 
behaviour. It studies characteristics of individual 
consumers such as demographics and behavioural 
variables in an attempt to understand people’s 
wants. It also tries to assess infl uences on the 
consumer from groups such as family, friends, 
reference groups, and society in general.

Customer behavior study is based on 
consumer buying behaviour, with the customer 
playing the three distinct roles of user, payer and 
buyer. Research has shown that consumer 
behaviour is diffi cult to predict, even for experts 
in the field. Relationship marketing is an 
infl uential asset for customer behaviour analysis 
as it has a keen interest in the re-discovery of 
the true meaning of marketing through the re-
affi rmation of the importance of the customer or 
buyer. A greater importance is also placed on 
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consumer retention, customer relationship 
management, personalisation, customisation and 
one-to-one marketing. Social functions can be 
categorized into social choice and welfare 
functions.

Each method for vote counting is assumed 
as social function but if Arrow’s possibility 
theorem is used for a social function, social 
welfare function is achieved. Some specifi cations 
of the social functions are decisiveness, 
neutrality, anonymity, monotonicity, unanimity, 
homogeneity and weak and strong Pareto 
optimality. No social choice function meets these 
requirements in an ordinal scale simultaneously. 
The most important characteristic of a social 
function is identifi cation of the interactive effect 
of alternatives and creating a logical relation 
with the ranks. Marketing provides services in 
order to satisfy customers. With that in mind the 
productive system is considered from its 
beginning at the production level, to the end of 
the cycle, the consumer.

Question: 6 Ws are Who, Who, What, Why, 
When, Where and 1H is How

Answer: 7 Os are Occupants, Objects, 
Objectives, Organizations, Occasions, Outlet 
and Operation

Objective

This research would like to find out 3 
objectives as follow;

To describe the personal characteristics of 
tourists who visit entertainment venues in Muang 
District, Chiang Mai Province. 

To identify the relationship between the 
service marketing mix at the entertainment 
venues in Muang District, Chiang Mai Province.

To compare the infl uence of the service 
marketing mix of entertainment venues on 
tourist’s buying behaviors.

METHODOLOGY

The purpose of this study was to examine 
the entertainment venue marketing mix infl uence 
on tourist buying behaviors. Furthermore, 
tourist’s buying behaviors are varied due to the 
different effect on each marketing mix 
components. Independent variables in this study 
were gender, age, education, occupation, income, 
and marital Status and Service marketing mix 
factors were product, price, place, promotion, 
people, process, and physical evidence. 
Dependent variables were Tourist buying 
behavior on the entertainment venue in Muang 
district, Chiang Mai. Accidental sampling and 
Quota sampling were used in collecting the 
questionnaire.

RESULTS AND DISCUSSIONS

The ratio of respondents who visited 
entertainment venues was fifty-fifty (male 
51.50%). The average of age was 28 year old 
and the average monthly income was 24,997 
baht. For level of education, the majority was 
bachelor degree (67.80%). The majority who 
visited entertainment venues were student 
(35.00%).

In this study, the respondents were asked to 
evaluate their behaviors of going to entertainment 
venues which were revealed that pub and 
restaurant are the entertainment venue where 
they would like to choose the most. The most 
important reason for visiting entertainment 
venues is to meet friends, moreover, friends have 
infl uenced on their making decisions. Most of 
them usually go to entertainment venues on 
weekend between 18.00-24.00 p.m.; the 
frequency of visiting venues is once or twice a 
week. The duration of spending time in venues 
are ranging from three to four hours. The average 
numbers of peoples in each group were quite 
small groups which are one to fi ve people. The 
mostly reason to choose the entertainment 



Internati onal Journal of Agricultural Travel and Tourism
Vol. 5 (1): 67-76, April, 2014
Tourists Buying Behaviors at Entertainment Venues 
in Chiang Mai Regarding the Service Marketi ng Mix

ISSN: 1906-8700

S. Yasaeng, et al.

71

venues was the atmosphere. They spent money 
about 500 - 2,000 baht per visit. 

Factor analysis was undertaken by using 
the computer software. The result of factor 

analysis showed that Bartlett’s test of sphericity 
was signifi cant (.000) while index of factor 
analyzability (KMO) was very large (.808), so 
the data set supported factor analysis.

Table 1. KMO and Barlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .808

Bartlett's Test of Sphericity Approx. Chi-Square 2.349E3

df 630

Sig. .000

Kaiser’s rule of retaining factors with 
Eigenvalues larger than 1.00 was used in this 
analysis as the default. As the Eigenvalues for 
the first ten principal components with 

Table 2. The Eigenvalues of Components larger than 1.00

Component

Initial Eigen values Extraction Sums of 
Squared Loadings

Rotation Sums of Squared 
Loadings

Total % of 
Variance

Cumulative

% Total % of 
Variance

Cumulative

% Total % of 
Variance

Cumulative

%

1 7.205 20.013 20.013 7.205 20.013 20.013 3.071 8.530 8.530

2 3.070 8.527 28.540 3.070 8.527 28.540 3.061 8.503 17.033

3 2.493 6.926 35.466 2.493 6.926 35.466 2.989 8.304 25.337

4 1.761 4.892 40.358 1.761 4.892 40.358 2.683 7.454 32.791

5 1.582 4.394 44.752 1.582 4.394 44.752 2.356 6.544 39.334

6 1.336 3.711 48.463 1.336 3.711 48.463 1.908 5.300 44.634

7 1.257 3.490 51.954 1.257 3.490 51.954 1.863 5.176 49.810

8 1.175 3.265 55.219 1.175 3.265 55.219 1.641 4.559 54.369

9 1.123 3.120 58.339 1.123 3.120 58.339 1.274 3.538 57.907

10 1.085 3.014 61.353 1.085 3.014 61.353 1.241 3.446 61.353
Extraction Method: Principal Component Analysis.

eigenvalues of 7.205, 3.070, 2.493, 1.761, 1.582, 
1.336, 1.257, 1.175, 1.123, and 1.085 were 
retained.
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In the Principal Components Output, the 
Rotated Component Matrix gave the correlation 
of each variable with each factor. The variables 

were regrouped into new components which 
were shown in table 3.

Figure 1. Scree Plot showed the cumulative variance explained by the fi rst 10 components.

Table 3. Rotated Component Matrix

Component

1 2 3 4 5 6 7 8 9 10

P1 .684 -.053 -.027 .211 .056 .124 .095 .056 -.368 .032

P2 .614 .169 .076 .040 .055 .016 .043 .059 .265 -.064

P3 .610 -.151 .038 .189 .477 .092 .019 .013 -.013 -.035

P4 .599 -.059 .197 .194 .188 .102 .201 .095 -.071 .178

P5 .567 .330 .228 .060 -.284 .055 -.059 .128 .097 .218

P6 .389 .348 .062 .307 .086 .008 .217 -.148 .163 .030

P7 .169 .700 .114 -.044 -.031 .161 -.037 -.077 .064 .128

P8 -.143 .689 .176 -.007 .078 .116 .051 .374 .086 .089

P9 .021 .667 .108 .103 .146 .101 .178 .235 -.174 -.158

P10 -.062 .551 .142 -.023 .374 .054 .252 -.206 -.043 -.124

P11 .003 .492 .340 .068 -.026 .346 -.191 .288 .170 -.118
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The result of factor analysis using “Varimax 
rotation method” revealed that Service Marketing 
Mix items loaded on 10 distinct components and 
the level of internal reliability of items within 
each component was acceptable. But in this 
study, only seven components will be considered 
to descript tourists’ buying behavior of 

entertainment venue in Chiang Mai according 
to Service Marketing Mix without last 3 
components (component 8, 9, 10) because each 
component has a few items. Name of seven new 
components were created as Performance of 
Staff (People), Place and Accessibility (Place), 
Sale promotion (Promotion), Tourist Attraction 

Component

1 2 3 4 5 6 7 8 9 10

P12 .227 .372 .244 .044 -.192 -.235 .235 -.230 -.163 .156

P13 .006 .148 .763 .101 .041 .113 .015 .036 -.095 .113

P14 -.059 .157 .753 .067 .222 .005 .105 -.011 -.076 .109

P15 .308 .093 .702 .007 -.016 .032 .128 -.040 .107 -.151

P16 .133 .438 .543 .130 -.041 .075 .095 -.095 .048 .004

P17 .055 .216 .087 .738 -.109 .152 .051 .104 -.002 .062

P18 .196 -.003 .002 .733 .170 -.015 -.035 .023 .029 .052

P19 .177 -.097 .387 .566 .171 .003 .122 -.134 .025 .043

P20 .421 -.150 -.091 .461 .092 .032 .297 .087 .101 -.102

P21 .097 .254 -.009 .088 .624 .198 .112 -.137 -.096 .192

P22 .115 .287 .073 .479 .524 -.149 -.256 -.101 .202 .106

P23 .094 -.158 .278 .479 .511 .048 .125 .106 .034 .104

P24 .151 .038 .084 -.054 .460 .266 .350 .230 .196 .030

P25 .415 .155 .359 .167 .435 .017 -.050 -.070 -.022 -.134

P26 .100 -.037 .303 .345 .422 -.081 .327 -.044 .057 .023

P27 .009 .160 .169 .055 .100 .768 .105 -.072 .122 .210

P28 .093 .134 .038 .150 .002 .717 .252 -.116 -.187 -.114

P29 .256 .123 -.027 -.116 .133 .535 -.071 .336 .045 -.037

P30 .081 .121 .319 .096 .132 .107 .598 .003 -.054 .241

P31 .293 .109 -.004 .006 .033 .217 .592 .078 .168 -.062

P32 -.277 .212 .283 .324 .220 -.050 .474 -.239 -.034 -.164

P33 .033 .027 -.070 .030 -.003 -.050 -.049 .756 -.002 -.018

P34 .260 .159 .017 .073 -.223 .056 .278 .539 -.091 .182

P35 .042 .004 -.055 .118 .023 .020 .085 -.019 .837 .041

P36 .042 .006 .058 .104 .112 .030 .039 .045 .039 .851
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.
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(Physical evidence), Management and Facilities 
(Process), Product attractiveness (Product), and 
Price’s Value (Price). Tourists buying behavior 
could be described as;-

Performance of Staff (People) consisted of 
six variables which was the most important 
factor to describe tourists’ buying behavior of 
entertainment venues (20.013%) especially for 
the good manner of staffs of the entertainment 
venue.

Place and Accessibility (Place) consisted of 
six variables and Sale promotion (Promotion) 
consisted of four variables were the second 
important factor to describe tourists’ buying 
behavior of entertainment venues (8.527% and 
6.926%) especially for special event offered and 
earn point to redeem prize promotion of the 
entertainment venues.

Tourist Attraction (Physical evidence) 
consisted of four variables and Management and 
Facilities (Process) consisted of six variables 
were the third important factor to describe 
tourists’ buying behavior of entertainment 
venues (4.892% and 4.394%) especially for 
unique music and an appropriate car parking of 
the entertainment venues.

The last two components, Product 
attractiveness (Product) consisted of three 
variables and Price’s Value (Price) consisted of 
three variables, was the fourth important factor 
to describe tourists’ buying behavior of 
entertainment venues (1.336% and 1.257%) 
especially for a variety of foods and drink and 
Menu price were well designed and easily 
visible.

Table 4. Factor Loading of Tourists’ buying behavior of Service Marketing Mix Components

Component/Variables Factor 
Loading

% of 
Variance

Component 1: Performance of Staff (People)
P1. Staffs responded with good manner
P2. Signage at the venue was well designed and easily visible
P3. Bill procedure was correctly and speedy
P4. Staffs were useful in understanding products and services
P5. Staffs were useful in suggesting concerts
P6. Welcome visit from Staff

0.684
0.614
0.610
0.599
0.567
0.389

20.013

Component 2: Place and Accessibility (Place)
P7. Special events offered by venue attract customer
P8. Venue was good in terms of near city
P9. Venue was good in terms of convenient spot
P10. Foods and drinks were reasonable price
P11. Advertising helped attract customers to the venue
P12. Pretty girls was very attractive to visit the venue

0.700
0.689
0.667
0.551
0.492
0.372

8.527

Component 3: Sale Promotion (Promotion)
P13. To earn point to redeem prize helped attract customer to visit the 

venue
P14. Venue’ giveaways (cups, pen, bags, etc.) helped attract customer to 

visit the venue
P15. Venue discount for member help attract customer to visit the venue
P16. Special discount help attract repeated customer or loyalty customer 

to the venue

0.763

0.753

0.702
0.543

6.926
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Component/Variables Factor 
Loading

% of 
Variance

Component 4: Tourist Attraction (Physical evidence)
P17. Venue was good in terms of unique music
P18. Venue was well designed for comfortable visit and conversation
P19. Foods and drinks of venue were well-organized and correctly
P20. Venue was good in terms of attractive decoration

0.738
0.733
0.566
0.461

4.892

Component 5: Management and Facilities (Process)
P21. Venue was well design for appropriate car parking
P22. Venue was well design for cleanliness toilet
P23. Venue was well design for security and safety
P24. Good image attract customer to visit the venue
P25. Enough number of staffs provided services
P26. Venue staffs were helpful in placement.

0.624
0.524
0.511
0.460
0.435
0.422

4.394

Component 6: Product attractiveness (Product)
P27. Venue provide a variety of foods and drinks
P28. Venue provide the fl avor of delicious foods and drinks
P29. Well–known venue attract customers to visit

0.768
0.717
0.535

1.336

Component 7: Price’s Value (Price)
P30. Menu price were well designed and easily visible
P31. The music in venue attract customers to visit
P32. Free of charge for bring own alcoholic beverages

0.598
0.592
0.474

1.257

CONCLUSION AND 
RECOMMENDATION

This study aimed to study tourist’s behavior 
of entertainment venue in Chiang Mai and 
identify the relationship between the Service 
Marketing Mix at the entertainment venues as 
perceived from the tourists. The fi nal results, the 
component of Service Marketing Mix were 
constructed and identifi ed which were relevant 
for tourist’s buying behavior of entertainment 
venues in Chiang Mai.

Fact finding, the tourists who visited 
entertainment venues in Chiang Mai were half 
male and female with the average of age was 28 
years. The results proved that the tourists for 
entertainment venues in Chiang Mai were the 
new generation which has a modern lifestyle.

The empirical result produced 7 components 
of tourists’ buying behavior namely Performance 
of Staff (People), Place and Accessibility (Place), 

Sale promotion (Promotion), Tourist Attraction 
(Physical evidence), Management and Facilities 
(Process), Product attractiveness (Product), and 
Price’s Value (Price). Price performance of staff 
turned out to be the most important component 
of tourist’ buying behavior, followed by Place 
and Accessibility, and Sale Promotion while the 
price or price’s value was the last factor of 
decision making for tourist’s buying behavior 
of entertainment venue due to tourists are willing 
to pay, even though more expense for buying the 
happiness for themself.
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ABSTRACT

The objective of study is to exam the effect of price promotions type (price-off vs. Coupon) 
and promotion depth (low-depth promotion vs. High-depth promotion) on expected future prices 
and the relationships among expected future prices, perceived quality, perceived value, and buying 
intentions. The experimental design will be a 2 (price promotions type: price-off vs. coupon) x 2 
(promotion depth: high-depth promotion vs. low-depth promotion) between-subjects factorial. 
A total of 260 subjects who have attended the International Travel Fair participated in this study. 
Participants will be randomly assigned to one of the four situations (price-off vs. low-depth promotion, 
price-off vs. high-depth promotion, coupon vs. low-depth promotion, and coupon vs. high-depth 
promotion) in the experiment. Each situation contained at least 60 participants. There are nine 
hypotheses developed in this study and most hypotheses are supported excepted H3 and H4 are 
partially supported. The results are benefi cial to tourism industry managers and for future tourism 
study regarding price promotion and promotion depth of travel products.

Keywords: Effect, Price promotion type, Promotion depth of travel product, Consumer behavior
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INTRODUCTION

Inducing consumers to buy this brand is the 
advantage of the promotion. Nevertheless, the 
advantage will be neutralized by the damage of 
brand preference after the promotion ends 
(DelVecchio, Henard and Freling, 2006). After 
promoting, the brand perceived value and 
perceived quality may be adversely affected.

Although a wide variety of price and non-
price promotions are launched in the market, 
most of the academic research on promotions 
has focused on price promotions, namely price 
offs and coupon offers (Blattberg, Briesch and 
Fox, 1995). Alvarez (2005) also concluded that 
price promotions have a greater impact on 
consumer behavior than other promotions.

Several studies have investigated the impact 
of promotional frequency and promotional 
discount levels. Brands that are heavily promoted 
have reduced levels of brand equity with a 
resulting reduction in the consumer reference 
price (Blattberg, Briesch and Fox, 1995).

Therefore, choosing promotion activities 
that can match or enhance brand image and value 
as far as possible (Kotler, 2003) when fi rms are 
doing promotion is one of the aims of the study.

LITERATURE REVIEW

Jacobson and Obermiller (1990) indicate 
that expected future price is another reference 
price that emerges from experience or other price 
information and forms a natural part of the 
decision-making context. Consumers play an 
important role in deciding whether to buy now 
or buy later in the decision-making on the 
promotion of the brand after the end of the 
expected future price. Rajendram and Tellis 
(1994) indicate price expectations appear to be 
a function of previously observed prices. 
Consumers form internal reference prices by 
touching various price information, and then 
judge price on the basis. Therefore, expected 
future price is one kind of internal reference 

price. Thus, by lowering the price that consumers 
observe for a product, a price promotion may 
lower price expectations and, in turn, future 
brand choice (DelVecchio, Henard and Freling, 
2006).

Furthermore, price promotions of three key 
features are: the depth of promotion, promotion 
duration and frequency of price promotion 
(Fibich, Gavious and Lowengart, 2007). In 
addition to offering more promotions, 
manufacturers are deepening price discounts 
(DelVecchio et al., 2007). Increasing the depth 
of a promotion is attractive because choice is 
positively related to the face value of a promotion 
(e.g., Leone and Srinivasan, 1996). But in the 
case of a substantial discount in price and quality 
associations, consumers may regard promote as 
a signal of negative quality, which led to the 
opportunity to choose the product has been 
dropped (Bearden, Carlson and Hardesty, 2003). 
Therefore, although the depth of promotion can 
increase sales immediately, it may hurt the long-
term image of quality, sales and price expectations. 
In contrast, low-depth promotion to increase 
sales despite relatively limited, but the damage 
to the quality and expected prices will be 
relatively light. Therefore, the topic which we 
also want to explore in this research is whether 
the depth of promotion affects expected future 
price, and then which affects perceived value, 
and then which affects buying intention.

Because subjects respond differently to 
different descriptions of the same decision 
question (Frisch, 1993), variations in the 
description of a decision problem may evoke 
systematically different interpretations (Frisch, 
1993; Johnson, Häubl, & Keinan, 2007; Reyna 
& Brainerd, 1991, Shafi r, Simonson, & Tversky, 
1993). Jacobson and Obermiller (1990) also 
indicate that the conceptualization of reference 
price as an expectation of future price has special 
relevance to price promotions. As travel agencies 
employ different types of price promotions 
information, therefore, price promotions will 
signifi cantly affect consumers' price perception 
(Folkes and Wheat, 1995). 
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Based on such arguments, this objective of 
study is to exam the effect of price promotions 
type (price-off vs. Coupon) and promotion depth 
(low-depth promotion vs. High-depth promotion) 
on expected future prices and the relationships 
among expected future prices , perceived quality, 
perceived value, and buying intentions. 

METHODOLOGY

Theoretical Framework

According to the literature review, we 
develop a theoretical framework to examine the 
effects of price promotions type and promotion 
depth on future price expectations. We also 
examined whether future price expectations 
affect both perceived value and perceived quality 
and whether perceived quality affects perceived 
value. Finally, we attempt to justify the impacts 
of perceived value and perceived quality on 
buying intention. The theoretical framework of 
the study was shown in Figure 1.

Following DelVecchio, Krishnan, and 
Smith (2007), there are two dimensions in the 
concept of promotion depth as follows: high-
depth promotion and low-depth promotion. 
Referring to some travel agencies’ opinion of 

maximum promotion depth in low season, The 
study set high-depth promotion as discount of 
28% and low-depth promotion discount of 8%. 
Following popular price promotions type in 
Taiwan, the study select two types of price 
promotion, namely, price-off and coupon. The 
hypotheses are as below.

H1: Consumers’ expected future prices are 
higher when price promotions types are framed 
in coupon than in price-off.

H2: Expected future prices are higher when 
promotion depth is low-depth promotion than 
high-depth promotion.

H3: Expected future prices mediate the 
effect of price promotions type on perceived 
value.

H4: Expected future prices mediate the 
effect of price promotions type on perceived 
quality.

H5: The relation between expected future 
price and perceived quality is positive.

H6: The relation between expected future 
price and perceived value is positive.

H7: The relation between perceived quality 
and perceived value is positive.

H8: The relation between perceived quality 
and buying intentions is positive.

H9: The relation between perceived value 
and buying intentions is positive.

Figure 1. The Conceptual Framework
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Population and Sampling

Population is a group of individuals or items 
that share one or more characteristics from which 
data can be gathered and analyzed. The 
population of this study will focus on the visitors 
who have attended the International Travel Fair 
in Taichung city, 2012. The experiential product 
of this study is the 3-day Hong Kong tour 
package.

Sampling methods are classifi ed as either 
probability or nonprobability. Probability 
methods include random sampling, systematic 
sampling, and stratifi ed sampling. The advantage 
of probability sampling is that sampling error 
can be calculated. This study adapted random 
sampling.

Measurement of Variables

Price promotions type. We will manipulate 
price promotions type to be either price-off or 
coupon. As to how to measure the variable price 
promotions type. For the group receives coupon, 
we will label 1, but for the group receives price-
off, we will label 2. 

Promotion depth. We will manipulate 
promotion depth to be either high-depth 
promotion or low-depth promotion. According 
to practitioners’ opinion about promotion depth 
in travel industry, we manipulated depth with 
print ads that indicated discounts of 28% or 8%. 
As to how to measure the variable promotion 
depth. For the group receives low-depth 
promotion, we will label 1, but for the group 
receives high-depth promotion, we will label 2.

Expected future price. It refers to the price 
consumers would expect for the tourism product 
the next time they shop. The specifi c wording 
of the expected price measure was as follows: 
“Please indicate the price that you would expect 
to pay for the same tourism product the next time 
you shop”

Perceived value. The perceived value will 
be measured using Grewal, Krishnan, Baker, and 
Borin (1998) six-item scales. All items will be 
measured on a 7-point scale from 1 (strongly 
disagree) to 7 (strongly agree).

Perceived quality. It will be measured by 
three seven-point semantic differential scales 
adopted from previous studies (Grewal, Monroe, 
and Krishnan, 1998; Boulding and Kirmani, 
1993; Keller and Aaker, 1992).

Buying intention. The buying intention will 
be measured using Grewal, Krishnan, Baker, and 
Borin’s (1998) three-item scales. The three items 
are shown on table 1. All items will be measured 
on a 7-point scale from 1 (strongly disagree) to 
7 (strongly agree).

Experimental design

The experimental design will be a 2 (price 
promotions type: price-off vs. coupon) x 2 
(promotion depth: high-depth promotion vs. 
low-depth promotion) between-subjects factorial. 
A total of 260 subjects who have attended the 
International Travel Fair participated in this 
study. Participants will be randomly assigned to 
one of the four situations (price-off vs. low-depth 
promotion, price-off vs. high-depth promotion, 
coupon vs. low-depth promotion, and coupon 
vs. high-depth promotion) in the experiment. 
Each situation contained at least 60 participants 
(see table 1). We tested the effects of price 
promotions type and promotion depth using an 
experiment in which participants viewed 
experimental stimuli on a DM and completed a 
set of measures in a response booklet. The 
experimental design will be 2 (price promotions 
type: price-off vs. coupon) × 2 (promotion depth: 
high-depth promotion vs. low-depth promotion) 
between-subjects factorial. The stimuli consisted 
of 3-day Hong Kong tour package print ads.
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Procedure

We will use a three-step procedure in this 
experiment. First, in accordance with different 
experimental situations participants viewed 
either price-off or coupon description. Second, 
participants viewed tour package on the DM 
advertising, including promotion information, 
travel names, travel features, route planning, 
departure date, accommodation information, 
notes and other information. Third, after 
fi nishing reading the above information, subjects 
will be asked to complete the questionnaire, 
including manipulation checks, perceived value, 
perceived quality, buying intention, and the price 
they would expect for the same tourism product 
the next time they shop. As to the name of the 
travel agency, the study employed the virtual 
name of “Wizard of Oz” to avoid affecting 
subjects’ response.

Manipulation Checks

To ascertain that the respondents who 
received different experimental treatments 
perceived the desired effects, manipulation 
checks will be performed on both the price 
promotions type and the tour package scenarios. 

The price promotions type manipulation 
will be checked by asking the subjects the 
following question: “Who can enjoy special 
offers promotion on DM advertising you 
viewed? (1=everyone, 2=people who receive 

this coupon).” For coupon group subjects, they 
will be considered invalid responses if they 
answered 1; for price-off group subjects, they 
will be considered invalid responses if they 
answered 2.

The manipulation of the tour package 
scenarios will be checked by asking the subjects 
the following three questions: “(1) Where is the 
destination of the tour package on the DM 
advertising?”(1=Thailand, 2=Japan, 3=Hong 
Kong, 4=Malaysia). “(2) How much is the 
original price of the tour package on the DM 
advertising?”(1=17,599 NT dollars, 2=19,599 
NT dollars, 3=21,599 NT dollars, 4=23,599 NT 
dollars). “(3) How much is the promotional price 
of the tour package on the DM advertising?” 
(1=13,550 NT dollars, 2=14,550 NT dollars, 
3=15,550 NT dollars, 4=16,550 NT dollars). “(4) 
How many days is this tour package? ”(1=two 
days, 2=three days, 3=four days, 4=fi ve days. 
They will be considered invalid responses if they 
answered these three questions incorrectly.

The Choice of Targeting Products

In this study, tourism product is as the target 
product. In fact, due to large variability in travel 
characteristics of the product, it may easily lead 
to price differences. Tourism product price 
differences caused by the reason that the quality 
of tourism products and services have large 
degree of variation, various travel agents ’tour 
itinerary are quite similar, and the price of 

Table 1. Respondents size and distribution of the four situations

Promotion depth

 High-depth promotion 
(discount of 28%)

Low-depth promotion 
(discount of 8%)

Price promotions type 
Price-off 65 65 

Coupon 65 65 
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tourism products often have great sales and the 
gap, so the price of tourism products has been 
playing an important role in assessing product 
quality and consumer purchase evaluation. 

Furthermore, because of the significant 
seasonal of tourism products and the large 
elasticity of demand, the “promotion” for 
tourism and tourism products is very important. 
In this case, the tour operator must use good 
price promotions in order to avoid the lower 
expected future prices to consumers after 
promotion, and then affecting the perceived 
value and perceived quality. For the above 
reasons, this study choose “tourism product” as 
targeting product of the study.

Based on past experience, there still are 
nearly 60% of travelers took a trip to Hong Kong 
specially for business or sightseeing purposes 
except for transfer passengers. Therefore, we 
can conclude that in many tourist areas, the 
people of Taiwan for Hong Kong’s tourism 
product familiarity and contact the highest 
degree. Therefore, we can conclude that 
Taiwanese have the highest familiarity and 
contact degree for Hong Kong's tourism product 
in many tourist areas. Therefore, in this study, 
we used Hong Kong’s tourism product as the 
study of experimental products. 

For the manipulation of coupon and direct 
price from discount coupons group, this study 
stating the following text on the fi rst page that 
shows the promotions of travel itinerary to 
subject: “This is a coupon for The Wizard of Oz 
agency exclusive member. Only exclusive 
members receive this coupon can enjoy the 
following “Hong Kong 3D2N package tour” 
special promotions fi ne trip. Imagine you are an 
exclusive member of The Wizard of Oz tour, 
received the Hong Kong package deal coupon. 
Please take time to answer the questionnaire 
questions after reading the advertising content. 
“To give a defi nition of coupon in this study: 
Consumers have to get discount of this travel 
product by the coupon.

For the group of direct price, we state to the 
subjects on the first page of advertising 

promotional tours the following text “This is 
‘Hong Kong 3D2N package tour’ for travel-
loving people by Wizard of Oz travel agency 
special promotions fi ne trip. Please take time to 
answer the questionnaire questions after reading 
the advertising content.” In this study to create 
a defi nition of direct price: each consumer can 
enjoy this discount offer when buying this travel 
product.

Analysis of Data

The basic information for samples will be 
analyzed using descriptive statistics. Independent 
sample t-test, one-way ANOVA and regression 
analysis will be used to test the hypotheses. SPSS 
17.0 for Windows will be used for these analyses.

RESULTS AND DISCUSSIONS

Profi le of Respondents

The respondent profi le was summarized in 
table 6. The great majority of the respondents 
were aged from 21-30 (49.8%) and 31-40 
(40.4%) with a great majority of female visitors 
(65.3%). Majority of the respondents were 
married (65.5%). Service industry (22.4%), 
industry (21.2%) and students (20.8%) were the 
main divisions of occupation for respondents. 
In all, 83.2% had a college degree or higher 
qualifi cation. Most visitors were from middle 
area (69.2%) of Taiwan. The great majority of 
the respondents had a monthly income less than 
NT$ 50,000 (83.4%). 79.1% of the respondents 
had the experience of outbound tourism.

Hypotheses Testing

Effect of price promotions type on 
expected future prices

To test H1, we conducted a t-test to examine 
whether the price promotions type had any effect 
on expected future prices. The results shown in 
Table 2 indicated that the consumers received 



Internati onal Journal of Agricultural Travel and Tourism
Vol. 5 (1): 77-90, April, 2014
The Eff ects of Price Promoti ons Type and Promoti on 
Depth of Travel Products on Consumers’ Behavior

ISSN: 1906-8700

C. F. Hsu, et al.

83

coupon had higher expected future prices than 
the consumers  received pr ice-off  (M 

coupon=19,122 vs. M price-off=18,491; t=2.072, 
p=0.039). Thus, H1 is supported.

Table 2. Mean differences of expected future prices scores by price promotions type

Dependent variable

Price Promotions Type

Coupon (130) Price-off (130)

Mean scores* t-value p-value

Expected Future Prices 19,122 18,491 2.072 0.039
* Mean scores with different superscripts are signifi cantly different (p<0.05)

Table 3. Mean differences of expected future prices scores by promotion depth

Dependent variable

Price Promotions Type

Coupon (130) Price-off (130)

Mean scores* t-value p-value

Expected Future Prices 19,537 18,075 4.986 0.000
* Mean scores with different superscripts are signifi cantly different (p<0.05)

Effect of promotion depth on expected 
future prices

In order to test H2, we conducted a t-test to 
examine whether the promotion depth had any 
effect on expected future prices. The results 
shown in Table 3 indicated that the low-depth 

promotion had higher expected future prices than 
the high-depth promotion (M low-depth 
promot ion=19,537  vs .  M high-depth 
promotion=18,075; t=4.986, p=0.000). Thus, H2 
is supported.

Mediating effect of expected future price
In order to establish a mediating effect that 

a variable has on the relationship between an 
independent variable and a dependent variable, 
we employed the mediator conditions proposed 
by Baron and Kenny (1986). For this purpose, 
three regression equations were estimated: 1) 
the mediator (M) on the independent variable 
(X), 2) the dependent (Y) on the independent 
variable, and 3) the dependent on both the 
independent and mediating variable together. 
For mediation to be established, equations 1 and 
2 must be signifi cant and the mediator must 
signifi cantly affect the dependent variable in the 
third equation. To have a complete mediating 
effect, the regression coeffi cient of M must be 

signifi cant whereas that of X must not be in the 
third equation. 

On the other hand, when the regression 
coeffi cients associated with both the independent 
variable and the mediating variable are 
statistically signifi cant in the third equation. To 
have a partial mediating effect, then, the effect 
of the independent variable on the dependent 
variable in the third equation must be less than 
its effect in the second equation.

In order to test H3, i.e., whether expected 
future price is, as expected, a mediating variable 
in the relationship between price promotions 
type and perceived quality, we conducted 
mediation analyses via regression analyses 
according to Baron and Kenny (1986). Regression 
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coeffi cients generated by regression analyses are 
presented in Table 4, which revealed that 
expected future price partially mediated the 
relationship between price promotions type and 

perceived quality because the regression 
coeffi cient was reduced (from 0.333 to 0.289) 
but was still significant. Therefore, H3 is 
partially supported by the results.

Table 4. Mediating of expected future price on price promotions type and perceived quality

Equation Std
error

Std
beta t-value Adjusted 

R2

Equation 1:
Price promotions type→Expected future price 299.935 0.212 3.488* 0.041

Equation 2:
Price promotions type→perceived quality 0.107 0.333 5.667* 0.107

Equation 3:
Price promotions type & expected future price
→perceived quality

Price promotions type→perceived quality 0.107 0.289 4.912*
0.145

Expected future price→perceived quality 0.000 0.207 3.513*
*p<0.01

In order to test H4, we conducted similar 
analyses with perceived value instead of 
perceived quality as the dependent variable. Our 
results presented in Table 5 showed that expected 
future price partially mediated the relationship 

between price promotions type and perceived 
value because the regression coeffi cient was 
reduced (from 0.351 to 0.293) but was still 
signifi cant. Therefore, H4 is partially supported 
by the results.

Table 5. Mediating of expected future price on price promotions type and perceived value

Equation Std
error

Std
beta t-value Adjusted 

R2

Equation 1:
Price promotions type→Expected future price 299.935 0.212 3.488* 0.041

Equation 2:
Price promotions type→perceived value 0.124 0.351 6.017* 0.120

Equation 3:
Price promotions type & expected future price
→perceived value

Price promotions type→perceived value 0.122 0.293 5.110*
0.188

Expected future price→perceived value 0.000 0.273 4.773*
*p<0.05



Internati onal Journal of Agricultural Travel and Tourism
Vol. 5 (1): 77-90, April, 2014
The Eff ects of Price Promoti ons Type and Promoti on 
Depth of Travel Products on Consumers’ Behavior

ISSN: 1906-8700

C. F. Hsu, et al.

85

Effect of expected future prices on 
perceived quality and perceived value 

In order to test H5 and H6, we performed 
two simple regression analyses with the expected 
future prices as the independent variable and the 
perceived quality and perceived value, 
respectively, as the dependent variables. Table 

6 and table 7 illustrate the regression results. 
There is a signifi cantly positive relationship 
between expected future price and perceived 
quality, thus supporting H5 (β=0.268, p=0.000). 
There is also a signifi cantly positive relationship 
between expected future price and perceived 
value, thus supporting H6 (β=0.336, p=0.000).

Table 6. Regression of expected future prices on perceived quality

Independent variable Std error Std beta t-stat Adjusted R2

Expected future prices 0.000 0.268 4.466* 0.068
*p<0.05

Table 7. Regression of expected future prices on perceived value

Independent variable Std error Std beta t-stat Adjusted R2

Expected future prices 0.000 0.336 5.722* 0.109
*p<0.05

Table 8. Regression of perceived quality on perceived value

Independent variable Std error Std beta t-stat Adjusted R2

perceived quality 0.064 0.480 8.778* 0.227
*p<0.05

Effect of perceived quality on perceived 
value

In order to test H7, we performed a simple 
regression analysis with the perceived quality 
as the independent variable and the perceived 

value as the dependent variable. Table 8 
illustrates the regression results. There is a 
significantly positive relationship between 
perceived quality and perceived value, thus 
supporting H7 (β=0.480, p=0.000).

Effect of perceived quality and perceived 
value on buying intentions

In order to test H8 and H9, we performed 
a multiple regression analysis with the buying 
intentions as the dependent variable and the 
perceived quality and the perceived value as the 

independent variables. Table 9 illustrates the 
regression results. Both perceived quality and 
perceived value had signifi cantly positive effects 
on the dependent variable buying intentions 
respectively, confirming Hypotheses H8 
(β=0.179, p=0.001) and H9 (β=0.550, p=0.000).
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Summary
The objective of study is to exam the effect 

of price promotions type (price-off vs. Coupon) 
and promotion depth (low-depth promotion vs. 
High-depth promotion) on expected future prices 
and the relationships among expected future 

prices, perceived quality, perceived value, and 
buying intentions. There are nine hypotheses 
developed in this study. Most hypotheses are 
supported excepted H3 and H4. The results of 
the hypotheses testing are summarized in table 
10.

Table 9. Regression of perceived quality and perceived value on buying intentions

Independent variable Std error Std beta t-stat Adjusted R2

Perceived quality 0.068 0.179 3.342*
0.227

Perceived value 0.058 0.550 10.252*
*p<0.05

Table 10. Summary of hypotheses testing results

Hypothesis Testing results

H1: Consumers’ expected future prices are higher when price promotions types 
are framed in coupon than in price-off.

Supported

H2: Expected future prices are higher when promotion depth is low-depth 
promotion than high-depth promotion.

Supported

H3: Expected future prices mediate the effect of price promotions type on 
perceived value.

Partially supported

H4: Expected future prices mediate the effect of price promotions type on 
perceived quality.

Partially supported

H5: There is a positive relationship between expected future price and 
perceived quality.

Supported

H6: There is a positive relationship between expected future price and 
perceived value.

Supported

H7: There is a positive relationship between perceived quality and perceived 
value.

Supported

H8: There is a positive relationship between perceived quality and buying 
intentions.

Supported

H9: There is a positive relationship between perceived value and buying 
intentions.

Supported
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CONCLUSION AND 
RECOMMENDATION

This paper aims to examine the effects of 
both price promotions type and promotion depth 
on expected future price, perceived value, 
perceived quality, and buying intention. Although 
the issue related to price promotions has been 
widely studied in marketing literature, in tourism 
industry there are very few studies that analyze 
variables such as the price promotions type, 
promotion depth, and expected future price. As 
a result, this study took the travel product as a 
subject of study, exploring the relationship 
between the above variables. With the framework 
of this study, the relationship between the six 
studied variables was meticulously explored. 
Important research results are as follows:

According to Folkes and Wheat (1995), 
portraying the price discounts as a coupon is less 
likely to reduce consumers’ internal reference 
price (i.e., expected future prices). The results 
from this study indicate that consumers’ expected 
future prices are higher when price promotions 
types are framed in coupon than in price-off.

According to the anchoring and adjustment 
theory, this study confi rms expected future prices 
are higher when promotion depth is low-depth 
promotion than high-depth promotion. The result 
is also consistent with DelVecchio et al. (2007). 
Our results also establish that expected future 
price partially mediates the effect of price 
promotions type on perceived quality and 
perceived value, respectively. This is because, 
in the tourism context, price promotions type 
has a signifi cant effect on expected future price, 
and expected future price in turn infl uences 
perceived quality and perceived value.

Customers’ internal reference price (i.e., 
expected future price) can powerfully infl uence 
the perceived value of a product considered for 
buying (Grewal et al., 1998; Lichtenstein and 
Bearden, 1989; Thaler, 1985). Besides, past 
research also indicates that actual price and 
perceived quality are positively related (Dodds 
and Monroe, 1985; Dodds et al., 1991; Rao and 

Monroe, 1989). We propose that the price-quality 
mapping holds for expected future price and 
perceived quality. Indeed, the results of this study 
indicate that expected future prices have a 
signifi cantly positive effect on perceived value. 
Against our expectations, however, expected 
future prices were found to insignificantly 
infl uence perceived quality. The cause of this 
may be attributed to the chosen population in 
the experiment. The probable explanation for 
such result is that the prospective customers had 
already been offered the advantage of a price 
discount for a long period of time in the 
marketplace. Thus, both present and prospective 
customers may take this advantage for granted. 

Consistent with the study outcomes of 
Baker et al. (2002) and Snoj et al. (2004), the 
results of this study indicate that perceived 
quality positively infl uence perceived value. 
Buying intention is positively associated with 
perceived value (Biswas and Blair, 1991; Cronin 
et al., 2000; Dodds et al., 1991; Grewal et al., 
1998). In addition, Positive perceived quality 
also increases buying intentions (González et 
al., 2007). Similarly, our results reveal perceived 
value and perceived quality have signifi cantly 
positive effects on buying intentions, respectively. 
However, it is important to point out that the 
effect of perceived value on buying intentions 
is defi nitely higher than perceived quality.

Managerial suggestion

Although large promotions may help meet 
sales goals during the promotion, they may also 
undermine preference for the brand when they 
are removed. Managers may consider solving 
this dilemma by offering more frequent, but less 
valuable, promotions to both increase sales and 
protect their brand. However, this solution is less 
attractive in light of evidence that frequent 
exposure to promotions may train consumers to 
wait for discounts, thus undermining the ability 
to attract a premium price (e.g., Mela, Gupta, 
and Lehmann 1997). 
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Brand managers spend more money on sales 
promotions than they do on advertising 
expenditures (DelVecchio, Henard, and Freling, 
2006). As managers engage in promotion activity 
they can protect their brands against negative 
effects by carefully selecting the type and depth 
of the price sales promotion they offer. An 
implication of the results is that future price 
expectations can be protected when offering a 
low-depth promotion or offering a coupon type 
of price promotions. As future price expectations 
can be protected consumers’ perception of the 
travel product’s value and quality will be higher. 
Furthermore, consumers can have higher buying 
intentions during the promotion period.

Suggestion for Theory Development

The theoretical implications of our research 
must be viewed in accordance with the limitations 
that arise from the limited range of promotions 
depth and price promotions types we employ. 
Consumers may view very large promotions 
depth (>50%) with suspicion (Gupta and Cooper 
1992), thus compressing the effect of promotions 
depth on price expectations beyond some 
discount depth threshold. Regarding the type of 
price promotions types, only both price-off and 
coupon were considered in this study. Other 
types of price promotions such as rebate have 
been not included in this study.

This research offers signifi cant theoretical 
implications as follows. Such implication stems 
from a joining of the topics of price expectations 
and price promotions type. Each of these topics 
has received considerable attention in marketing 
fi eld, but there has been little research to integrate 
these two important and related topics in tourism 
industry.

If travel products prices are stable, price 
expectations will move toward the market price, 
expected prices will be equal to observed prices, 
and price expectations will not play a maximal 
role in determining choice. However, travel 

products prices fl uctuate as the factors of seasons 
and competition, and price expectations have 
been shown to play an important role in 
determining consumers’ brand choices (Lattin 
and Bucklin, 1989). Although “regular” prices 
for travel products vary, the prevalence of price 
promotions in tourism industry results in 
promotions being the cause of most of the price 
changes consumers observe. Thus, understanding 
how consumers update price expectations in 
response to new prices is mainly an issue of 
understanding how they integrate promotional 
prices into price expectations. The results 
indicate that such understanding cannot appear 
without considering the issue of price promotions 
type and promotion depth.
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ABSTRACT

Both marketing practitioners and academic researchers have traditionally recognized the major 
infl uence that relationship quality has on relationship marketing outcomes. Differing from the 
previous studies, this study proposes a more integrated model by including theatrical components 
and experiential value into the “relationship quality-relationship marketing outcomes” paradigm.

The structural relationships among the variables are examined by adopting a structural equation 
modeling (SEM) approach in a travel-related context.

The results confirm the existence of the path “theatrical components→experiential 
value→relationship quality→relationship marketing outcomes”. In addition, theatrical components 
are found to have an indirect rather than a direct effect on relationship marketing outcomes as 
mediated by experiential value and relationship quality. 

Keywords: Theatrical components, Experiential value, Relationship quality, Relationship marketing 
outcomes, Theme park
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INTRODUCTION

Forty decades have passed since Berry 
(1983) fi rst mentioned the concept of relationship 
marketing. Hennig-Thuraus, Gwinner and 
Gremler (2002) are those who initially developed 
an integrative model that combines the relational 
benefi ts and relationship quality perspectives 
and specifi ed how they may infl uence the two 
important relationship marketing outcomes of 
customer  loyal ty  and word-of-mouth 
communication among these concepts of 
relationship marketing in the services industry.

Differing from the model proposed by 
Hennig-Thuraus et al. (2002), this study adopt 
experiential value instead of relationship benefi ts 
to examine the antecedents of relationship 
marketing outcomes (i.e., customer loyalty and 
word of mouth) based on the viewpoint of theater 
experience and develop an integrative model 
associated with theatrical components, 
experiential value, relationship quality and 
relationship marketing outcomes in the theme 
park industry.

LITERATURE REVIEW

Dramaturgical Theory and 
Theatrical Components

Marketing researchers use the term 
‘dramaturgical’ to refer to marketers’ impression 
of management efforts (Goffman, 1959). Grove 
and Fisk (1983) and later, Grove, Fisk and Bitner 
(1992) developed a comprehensive framework 
that portrays the service encounter as drama. 
Grove, Fisk and Bitner (1992) offered a generic 
representation of service dramas that incorporates 
four key theatrical components: (1) actors, or 
the service personnel whose behaviours and 
presence help to determine the service, (2) 
audience, or the consumers who are the service 

recipients, (3) setting, or the physical environment 
in which the service occurs, and (4) performance, 
or the service enactment itself.

 Experiential Value

Experiential value perceptions are based 
upon interactions involving either direct usage 
or distanced appreciation of goods and services 
(Mathwick et al., 2001, p.41). 

The typology of experiential value proposed 
by Holbrook (1994) suggests a value landscape 
divided into four quadrants framed by intrinsic/
extrinsic sources of value on one axis and active/
reactive value on the other. Drawing upon prior 
research, we label these four dimensions of 
experiential value: consumer return on 
investment, service excellence, playfulness, and 
aesthetic appeal.   

Relationship Quality

Previous research shows that the most 
commonly used RQ dimensions are satisfaction, 
trust, and commitment. (Baker, Simpson, & 
siguaw, 1999; Crosby, Evans, & Cowles, 1990; 
Dorsch, Swanson, & Kelley, 1998; Garbarino, 
& Johnson, 1999; Palmer, & Bejou, 1994; Smith, 
1998). In line with previous studies (Crosby et 
al., 1990; De Wulf et al., 2001; Dwyer and Oh, 
1987; Hennig-Thurau et al., 2002; Kumar et al., 
1995; Lin and Ding, 2005) we consider RQ to 
be a second-order construct composed of the 
above three distinct, though related, dimensions. 

Relationship Marketing Outcomes

Two dimensions are referred to in the 
marketing literature as key relationship marketing 
outcomes: customer loyalty and (positive) 
customer word-of-mouth communication 
(Hennig-Thurau et al., 2002).
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METHODOLOGY

Research Framework and 
Hypotheses

Although theatrical components and 
experiential value are valuable in their own right, 
marketers do not yet have a clear understanding 
of how they relate to relationship quality and 

ultimately to relationship marketing outcomes. 
In this section, we develop an integrative model 
that combines the theatrical components, 
experiential value and relationship quality 
perspectives and specifies how they may 
influence the two important relationship 
marketing outcomes of customer loyalty and 
word-of-mouth communication. The integrative 
model is shown in Figure 1.

Figure 1. An Integrative Model of the Determinants of Key Relationship Marketing Outcomes

Experiential
Value

Relationship
Quality

Relationship
Marketing
Outcomes

Theatrical
Components

H1

H2

H5

H6

H3

H4

H7

H8

The research hypotheses supporting 
this model are then as follows:

H1: Theatrical components have a positive 
infl uence on experiential value.

H2: Theatrical components have a positive 
infl uence on relationship quality.

H3: T  heatrical components have a positive 
infl uence on relationship marketing outcomes.

H4: Experiential value has a positive 
infl uence on relationship quality.

H5: Experiential value has a positive 
infl uence on relationship marketing outcomes.

H6: Relationship quality has a positive 
infl uence on relationship marketing outcomes.

H7: Experiential value has a mediated effect 
on theatrical components and relationship 
marketing outcomes.

H8: Relationship quality has a mediated 
effect on theatrical components and relationship 
marketing outcomes. 
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Questionnaire Design and 
Operationalisation of Constructs

The questionnaire consisted of fi ve sections: 
theatrical components, experiential value, 
relationship quality, relationship marketing 
outcomes, and basic information of the 
respondents.

For the constructs considered, the 
measurement items were borrowed and modifi ed 
from previous research. All of the items were 
measured on 5-point Likert-type scales, ranging 
from 1 (strongly disagree) to 5 (strongly agree) 
to increase ease of response.

Pilot runs of the questionnaire were 
conducted to forty-one and forty visitors in the 
Formosam Aboriginal Culture Village theme 
park in south-central Taiwan and the Window 
on China theme park in northern Taiwan, 
respectively. And thus a few corrections and 
adjustment in the wording and structure of the 
questionnaire were made in response to (1) 
respondent suggestions and (2) item-total 
correlation. 

Sample Design and Data Collection

The visitors who were visiting Formosam 
Aboriginal Culture Village or Window on China 
theme parks at the time of the survey were 
considered to be the sampling framework. 
Questionnaires were distributed and collected 
by research interviewer in 2011. 

Data Analysis

The proposed model was examined via 
structural equation modeling (SEM) using 
AMOS 18.0 to test both the theoretical 
relationships and the overall model fi t.

RESULTS AND DISCUSSIONS

Descriptive Statistics

The respondent profi le is as follows: 66.8% 
of the sample was between the ages of 19 to 40 
years with a slight majority of female visitors 
(55.0%). The demographic characteristics of 
respondents were consistent with the previous 
studies that survey in similar theme park called 
Janfusan Fancyworld Theme Park. For example, 
Ryan et al. (2010) reported that 65% of the 
sample was between the ages of 21 to 40. In all, 
65.9% had a college degree or higher qualifi cation. 
Student (18.9%), industry (15.0%), commerce 
industry (10.9%), and others (10.3%) were the 
main divisions of occupation for respondents. 
25.9% of visitors was the fi rst time to visit the 
theme park. 99.1% of visitors has visited any 
theme parks before. Most visitors were from 
north area and middle area (78.8%) of Taiwan.

Measurement Model

First, a Cronbach alpha test was used to 
determine the internal consistency for each of 
these four constructs. The results indicated that 
all four constructs were above the cut-off 
criterion of 0.7 recommended by Nunnally 
(1978). Therefore, it suggests that all constructs 
were well acceptably reliable.

Second, the fi t indices for measurement 
model were tested. The fi t indices suggested by 
Jöreskog and Sörbom (1993) and Hair et al. 
(1998) were used to assess the model adequacy. 
Indices generated by this measurement model 
suggest acceptable fit [χ2=232.389 (59d.f.), 
p=0.000); RMSEA=0.093; GFI=0.898; 
CFI=0.958; N=342].

Third, the validity of the constructs was 
tested using the procedure recommended by 
Fornell and Larcker (1981). Hence, confi rmatory 
factor analysis (CFA) was conducted using 
AMOS 5.0 to test the convergent and discriminant 
validity of the constructs. This results confi rms 
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that each construct of this study has very good 
convergent and discriminant validity.

Structure Model

After making sure that the internal 
consistency, convergent validity and discriminant 
validity were acceptable, the structural model 
that specifies the relationships between the 
constructs was tested. Figure 2 presents the 
structural diagram of the theoretical model in 
this study. The results showed that theatrical 
components signifi cantly infl uenced experiential 
value (γ=0.923; t=16.634) and relationship 

quality (γ=0.171; t=2.101). However, theatrical 
components had no positive effect on relationship 
marketing outcomes (β=0.251; t=1.123). In 
addition, experiential value signifi cantly affected 
relationship quality (β=0.864; t=2.101) and 
relationship marketing outcomes (β=0.363; 
t=2.420). Lastly, there was a significant 
relationship between relationship quality and 
relationship marketing outcomes (β=0.976; 
t=5.492). In addition, fi ndings suggested that 
experiential value and relationship quality 
completely mediated the relationship between 
theatrical components and relationship marketing 
outcomes.

 

a Standardized regression coeffi cient with its t-value in parenthesis
*p<0.05; **p<0.01; ***p<0.001

Signifi cant relationship

Non-signifi cant relationship

Figure 2. The Estimated Structural Model
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CONCLUSION AND 
RECOMMENDATION

In this paper, we have proposed a model 
that extends relationship marketing research by 
integrating dramaturgical theory, experiential 
value and relationship marketing concept into a 
new framework that describes the causal 
relations among theatrical components, 
experiential value, relationship quality and 
relationship marketing outcomes in theme park 
industry. 

The results also largely support the 
relationships proposed in the integrated model. 
In particular, the role of experiential value and 
relationship quality as mediators between 
theatrical components and relationship marketing 
outcomes is generally supported by the data. 
Important research results are as follows:

Theatrical components were found to be a 
signifi cant predictor of experiential value as well 
as relationship quality. However, it was an 
insignifi cant predictor to relationship marketing 
outcomes.

Moreover, experiential value had a 
significantly positive effect on relationship 
quality. The result is consistent with Moliner’s 
et al. (2007) and Ulaga and Eggert’s (2006) 
viewpoints. That is to say, experiential value 
could be an important antecedent of relationship 
quality besides relationship benefits. Also, 
experiential value had a signifi cantly positive 
effect on relationship marketing outcomes.

As mentioned above, theatrical components 
had not a significantly positive effect on 
relationship marketing outcomes. Our results 
from mediation analysis, however, reveal the 
important mediating role of experiential value 
and relationship quality in understanding 
theatrical components and relationship marketing 
outcomes. Theatrical components affect 
relationship marketing outcomes only through 
experiential value and relationship quality. 
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ABSTRACT

Sattahip is a district of Chonburi province and most of Sattahip area is under the supervision 
of the Royal Thai Navy. Besides, most of tourist spots there are on the seashore which is also taken 
care by navy men. At present, many parts of the Royal Thai Navy area are opened for people to 
visit which is consisted to the tourism promotion policy. However, some parts still lack of effective 
tourism resource management. In fact, there are many factors attracting tourist to visit there. It can 
be said that the factor on tourist spot management is essential. 

The objectives of this study were to: 1) survey conservative tourism resources at ToeyNgam 
beach, Nawigayothin bay; 2) analyze potential of internal and external environment conservative 
tourism resources at ToeyNgam beach; 3) explore a relationship between motivate factor, conservation 
factor, and participation in tourism management at ToeyNgam beach; and 4) construct strategies 
on sustainably conservative tourism management at ToeyNgam beach.

Results of the study revealed that ToeyNgam beach was in Kromluang Chumphon military 
camp which was taken care by the Royal Thai Marine corps. It was rich of natural resources and 
what was built by man. Besides, ToeyNgam beach had tourism activities which were consistent to 
internal environment, e.g. swimming, diving, glass bottomed boat tour (coral watching), kayak 
rowing, bay tour, museum tour, the national memorial tour, and Kromluang Chumphon shrine tour.

Regarding an analysis of internal and external environment of tourism resources at ToeyNgam 
beach, it was found that there was strength on beautiful scenery and clear/clean sea water. However, 
there was a weakness on limited diving area and public relations were not conducted continually. 
For opportunity on tourism promotion, there was an increase in conservative tourism trend which 
made tourists visit ToeyNgam beach more than before. For threat effecting tourism there, there 
were restrict areas for military purpose and variation court, making discontinuation in tourism.

It was found that there was a positive relationship between the participation in conservative 
tourism management at ToeyNgam beach and motivation factor, responsible tasks, and progress. 



Internati onal Journal of Agricultural Travel and Tourism
Vol. 5 (1): 99-106, April, 2014
Conservati on Tourism Management at ToeyNgam Beach, Nawigayothin Bay 
by the Royal Thai Marine Corps, Satt ahip District, Chonburi Province, Thailand

ISSN: 1906-8700

C. Jaipeng, et al. 

100

For the construction of strategies on tourism management at ToeyNgam beach, it was found that 
soldier government offi cials and soldiers doing tasks concerning with tourism worked together on 
the determination of the strategies. This was in terms of the following: developing forms of tourism 
activities; public relations on conservative tourism in military areas; alliance networking between 
military agency and concerned organizations; and developing concerned personnel to have knowledge 
and potential on conservative tourism.

Potential of each tourist spot usually have a tourism limitation. Before promoting tourism, 
therefore, it needs to know about resources as well as internal and external environment. This is 
essential to the construction of management strategies in which area owners must take part in the 
construction of strategies. It aims to be benefi cial to sustainable tourism.

Keywords: Conservation Tourism Management, The Royal Thai Marine Corps

INTRODUCTION

The government has declared the years 
2541 and 2542 was a year of promoting tourism 
in Thailand (Amazing Thailand) Thailand's army 
is a major mechanism of government policy 
responses to the travel agencies and various 
government agencies. With appropriate space 
can be turned into a tourist attraction. So, in 
response to government policies and encourage 
the public to know the location of the fl eet more. 
To be useful in psychology and public relations 
to military camp. Which Kromluang Chumphon 
Camp is one area that is appropriate to meet the 
guidelines of the government. Due to the location 
of many of tourist attraction. The place where a 
sense of pride for the Marines, place with a 
natural beauty. This is why it is the intention of 
supervisors in the past already. To make these 
things have been shown to the rest of the tourist. 
As a result, the Kromluang Chumphon Camp is 
a place of value. Appropriate to a tourist 
attraction.

Nawigayothin bay, be a bay opens in the 
Gulf of Thailand, there is the area in the sea about 
4 a square kilometer and the middle bay area has 
the islet which the area where have natural 
beauty at completes with the coral reef and sea 
residence animal stay. Due to cover with a lot of 
Screw Sea Pines this beach then called in Thai 

that ToeyNgam beach, there is the sea water is 
clean, a beach is beach slopes, white sand and 
are powdery. (www.navy.mi.th)

Issues in this research has the interest 
studies that The Royal Thai Marine Corps are 
managed within the tourism and conservation 
tourism have managed to express the true or not. 
The travel arrangements are the factors that are 
correlated with the level of participation in the 
management of Conservation Tourism, how to 
guide strategic planning in tourism management 
in accordance with the composition of tourism 
conservation and sustainable tourism as a result, 
which will not affect the nature. Due to the 
promotion of tourism in The Royal Thai Marine 
Corps is a not-for-profi t business entity. But an 
operation to educate and create awareness on 
environmental protection and protection to 
travelers and those involved. The results of this 
study will be useful for the development of 
tourism in the Marine Corps for sustainable 
future.

Research Objectives

To survey conservative tourism resources 
at ToeyNgam beach, Nawigayothin bay.

To analyze potential of internal and external 
environment conservative tourism resources at 
ToeyNgam beach.
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To explore a relationship between motivate 
factor, conservation factor, and participation in 
tourism management at ToeyNgam beach 

To construct strategies on sustainably 
conservative tourism management at ToeyNgam 
beach.

Limitations of the study

Data collecting in this time used the 
interview and the questionnaire are tool, which 
the justice of the data depends on the ability of 
an interviewer and understanding skill of person 
who answer of different individual then make 
the data that can have incorrect chance . And the 
research this time collect the data during on May, 
2012-March, 2013. Thus the data can collect 
might come true during the time aforementioned 
only.

LITERATURE REVIEW

The Tourism Authority of Thailand, (www.
thaitourismthailand.org), mention the idea of 
manner tourism conserves or manner tourism or 
travel, that will make tourism activity helps to 
encourage the nature studies and environment 
conservation, include help build the income, 
which the income one part, the state will can 
apply in the project conserves the environment 
and way biological variety, which facing a 
problem side budget limitation, besides already 
manner tourism conserves still can help to make 
a job give with people in the locality for enhances 
the income, when people in the locality has the 
income increases from tourism activity, as a 
result, will help decrease the necessity in 
depending on natural resources for lives with 
the reason aforementioned, then the one way 
will to make economy tourism development and 
environment conservation can proceed 
simultaneously or in other word, conservation 
tourism management are the one format of the 
development permanently.

According to Sinth Sarobol (2000), tell that 
development trend worldly permanently, while 
there is the meeting Earth Summit Conference 
in 1992 at Rio de Janeiro Brazil have the part 
pushes forward is born 3 development tourism 
side trends, compose 1. The content wants to 
conserve the environment, and 2. Natural content 
resources want of tourism market in the sense 
of the education seeks to learn 3. The content 
wants to develop a person.

Moreover, Thai Junior Encyclopedia No.27 
(2007), describe that the principle of manner 
tourism conserves to have important principle 
is 1. Conservation Tourism will conserve must 
have resource tourism all conservation neither 
is will tourism natural resource or tourism 
cultural resource are in a state of originally keep 
most do not destroy 2. Conservation Tourism 
will conserve must have conscious stimulation 
of a person in the locality try to look after and 
protect tourism those resource by don’t do 
something anything that are the bad result 
tourism resource just for wish 3. Conservation 
Tourism who interests will conserve must have 
understanding alms to a tourist, for realize the 
worth and the importance of the tourist attraction 
where the self-travel to enter visit and go along 
to the community in the locality in environment 
conservation, heritage accident is descended of 
a person in the locality such are in a state of that 
good for a long time.

Boonlert Jittangwattana (1999), give the 
meaning of tourism management that mean 
laying plans travels and manage to inspire follow 
the plan by have organization arrangement, 
management, directing and control appropriately 
for a person be in line with a map has laid to 
keep and conspiracy evaluation travels.

Chintana Sanvong (1999), tell that a 
condition agreement and propose the method 
converting military area to travel area together 
with properly controlling the use of military area 
in order of travel. The condition was related as 
happened, to the operation and the results of the 
operation as well as the problems of operating 
in military area. Besides, studied in an agreement 
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between the managing methods of military travel 
to ecotourism. The result of this study indicated 
that, the military travelled management agreed 
with the method that performed ecotourism 
mentioned by Tourism Authority of Thailand 
but, must be solved mistakes by suggesting how 
to convert military area to travel area together 
with properly controlling the use of military area.

Sonthaya Bumrungsak (2002), tell that 
tourism management mean the behavior have 
the aim that corresponds the principle theory and 
the idea that is appropriate besides still must 
consider the state true actually and all limitation 
of the social and the environment, trend measure 
specifi cation and the plan has ministered that 
must consider the concept idea that determine, 
otherwise tourism management will proceed to 
go to lack of the direction and meet the failure.

Kamonthip Laoak-ka (2005), get mention 
coral reef tourism is a popular activity for 
travelers and the popularity is likely to increase 
rapidly. This activity has several effects to the 
coral reef such as anchoring, stepping and 
picking up the living thing which dwells around 
the coral reef area. Previously, caused damages 
by traveler’s behavior were always neglected 
until diving activity has become much more 
popular. There is a great concern that the coral 
reef tourism will create more damages than 
before. According to knowledge, conscious and 
behavior on touching coral or other marine 
organisms. The research found that most 
travelers, who did not use knowledge and 
conscious handbook with rope trail, were aware 
of impacts from coral touching. And only a half 
of travelers have proper knowledge about the 
corals. In average, travelers who did not use 
knowledge and conscious handbook with rope 
trail touched the coral 17 times per 30 minute 
diving period. Which those who used knowledge 
and conscious handbook with rope trail touched 
the coral only 8 times for the same diving period. 
The study recommends to marine organism that 
new rope-trail should be installed where the 
water is at least 2 meters deep in order to prevent 
travelers stepping on corals.

Amonrat Prayoonkhum (2007),get studied 
about relationship between motivation factors 
and satisfaction with work performance of 
offi cers of Royal Thai Air Force, in order to fi nd 
out the relationship between motivation factors 
and their satisfaction with work performance. 
The results of the study revealed that, the 
offi cers’ motivation factors and satisfaction of 
work performance were overall at a high level. 
And motivation factors of work performance 
overall related to the satisfaction with work 
performance at the statistical signifi cance of .05 
level. When taking each aspect into consideration, 
it was found that the following aspects related 
to the satisfaction with work performance i.e., 
job description, work progression, acceptability, 
work accomplishment, and accountability.

METHODOLOGY

The population who use in the research this 
time be tourists and soldiers who work in The 
Royal Thai Marine Corps, the sample that use 
in the research is soldiers who work in The Royal 
Thai Marine Corps in tourism division order 53 
all amount which, the reason that must collect 
from the all people because of the population 
has a few amount and inappropriate to suit in 
the random sampling. A tool that use in data 
collection for the research this time the researcher 
establishes to follow the objective of the research 
composes close-ended question and open-ended 
question by divide 2 the group. First group for 
study the environment inside and outside at 
ToeyNgam beach Nawigayothin bay by assess 
in the issue of the strength, weakness, 
opportunities and threats of tourism resource in 
that beach, the researcher has interview tourists 
who come at the beach and random an example 
by the choosing conveniently or accidental 
sampling which, choose from who is in area 
offi ce 80 persons amount by divide be 25 person 
tourists, student 25 person, and 30 soldier who 
are work in The Royal Thai Marine Corps. 
Second group for study the environment inside 



Internati onal Journal of Agricultural Travel and Tourism
Vol. 5 (1): 99-106, April, 2014
Conservati on Tourism Management at ToeyNgam Beach, Nawigayothin Bay 
by the Royal Thai Marine Corps, Satt ahip District, Chonburi Province, Thailand

ISSN: 1906-8700

C. Jaipeng, et al. 

103

and outside at ToeyNgam beach Nawigayothin 
bay by assess in the issue of the strength, 
weakness, opportunities and threats of tourism 
resource in that beach, include for study the 
factors personal, the factor persuades, the factor 
keeps with participating and question about 
participating in level in conservation tourism 
management at ToeyNgam beach Nawigayothin 
bay which introvert from who work in tourism 
division. After that the researcher has led point 
average value in the sense of all, for compare 
with the environment in between the strength 
and the weakness, and compare with outside 
environment opportunities and threats. Next, the 
researcher has led the summary that from second 
steps come to meet cooperate tourism division 
for analyze in each the issue which, compose 
the strength, weakness, opportunities and threats 
of conservation tourism management at 
ToeyNgam beach Nawigayothin bay by 
accompanying with appraises the points loads 
(weight mean score) which in each the issue has 
must to is valuable load equal to 1 then lead 
points value has loaded that come to see each 
issue average from that time make SWOT Matrix 
for specify way marketing position of 
conservation tourism management at ToeyNgam 
beach. And brainstorm and exchange the opinion 
with soldiers who work in tourism division can 
order a marine tourism division with in vision 
specifi cation, duty, objective, and the aim is 
including, laying plans manages to travel the 
ToeyNgam beach. For data analysis the data has 
that from fi rst interview the researcher group 
brings very a category and will analyze the data 
in order to, bring about to end question closes 
in second group questionnaires, after that the 
data has that from second group researcher get 
brings very a category and analyze the data and 
check the all data, by use statistics readymade 
program for social science research (Statistical 
Package for the Social Sciences : SPSS ), for 
consider the conservation tourism management 
at ToeyNgam beach by the division orders a 
marine by the statistics that uses to analyze the 
data as follows is, descriptive statistics for 

example, frequency, percentage, and the value, 
average, for inferential statistic used Pearson's 
Correlation for study and test the hypothesis 
about the factor persuade and, maintenance 
factor heals of who is in the tourism division has 
the relation with participating in the conservation 
tourism management at ToeyNgam beach.

RESULTS AND DISCUSSIONS

The Royal Thai Navy have the policy gives 
the division where have side tourism suitability 
within the division to the tourist attraction for 
general. ToeyNgam beach Nawigayothin bay at 
The royal Thai Marine Corps in Kromluang 
Chumphon Camp is one area that is appropriate 
to visit due to this area have various resource for 
conservation tourism such as Nawigayothin bay 
be a bay which opens into the Gulf of Thailand, 
ToeyNgam beach which cover go to with a lot 
of screw sea pines, the sea water is clean and 
sand is white, middle bay area has the islet the 
area where have natural beauty at completes with 
the coral and sea residence animal. Buddhist 
Eras have important places of a soldier be on top 
Kao Kromluang, Wachilalonkorn cliff, 
monument about marines’ soldier and about 
Major King.

The research result that the strength of 
natural resource tourism at ToeyNgam beach 
Nawigayothin baythe informant specifi es that 
the scenery of Wachilalonkorn cliff (point 
average value equals 2.85), the quality of the sea 
water (point average value equals 2.79) and coral 
line around the islet(point average value equals 
2.60).

While the weakness of natural resource 
tourism at ToeyNgam beach Nawigayothin bay 
the informant specifi es that the area in doing 
activity the area in diving limitedly not enough 
(point average value equals 2.43), include the 
garbage that fl oat to come to with the sea water 
during the crisis lacks the good arrangement 
(point average value equals 2.06).
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And the opportunities of natural resource 
tourism at ToeyNgam beach Nawigayothin bay 
the informant specifi es that popularity trend in 
conservation tourism (point average value equals 
2.64) and, the policy and the plan encourage in 
opening military camp to the tourist attraction 
(point average value equals 2.58).

Moreover the threats of natural resource 
tourism at ToeyNgam beach Nawigayothin bay 
the informant specifies that competition for 
conservation tourism situation (point average 
value equals 2.11) cause of nowadays 

conservation tourism trend is conserving to 
receive the interest from students, researches 
and general tourist then make compete of the 
tourism increase, in another hand found that a 
problem about economic recently due to its 
uncertainty makes a tourist is saving and tour be 
down ( point average value equals 2.04). 

Level participating in the conservation 
tourism management at ToeyNgam beach 
Nawigayothin bay of the tourism division at The 
Royal Thai Marine Corps.

Table 1. Relationship between motivation factors and participating in the conservation tourism 
management at ToeyNgam beach Nawigayothin bay.

Motivate 
Factors

Work 
Content

Achievement Recognition Responsibility Advancement Participating

Work Content 1.0 -.029 0.115 0.191 0.213 0.440**

Achievement 1.0 0.586** 0.296* 0.109 -.204

Recognition 1.0 0.329* 0.205 0.190

Responsibility 1.0 0.496** 0.381**

Advancement 1.0 0.479**

Participating 1.0

Work Content ,  responsibi l i ty  and 
advancement is positively related to participation 
in the conservation tourism management. 
Statistically significant at the .01 level. In 
descending order as follows: The advancement 
(r=0.479, P<0.01) the work content (r=0.440, 
P<0.01), and responsibility (r=0.381, P<0.01), 

but found that the achievement motivation 
factors (r=(-.204)., P<0.01) and recognition 
(r=0.190, P<0.01) does not correlate with 
participation in the conservation tourism 
management at ToeyNgam beach Nawigayothin 
bay at signifi cance level .05.

Table 2. Relationship between Maintenance Factor and participating in the conservation tourism 
management at ToeyNgam beach Nawigayothin bay.

Maintenance 
Factor

Policies Supervision Inter
personal

Working 
condition

Job 
security

Pay Participating

Policies 1.0 0.726** 0.655** 0.703** 0.553** 0.571** 0.104

Supervision 1.0 0.908** 0.748** 0.541** 0.546** 0.68

Interpersonal 1.0 0.737** 0.505** 0.509** 0.58

Working condition 1.0 0.559** 0.494** 0.28



Internati onal Journal of Agricultural Travel and Tourism
Vol. 5 (1): 99-106, April, 2014
Conservati on Tourism Management at ToeyNgam Beach, Nawigayothin Bay 
by the Royal Thai Marine Corps, Satt ahip District, Chonburi Province, Thailand

ISSN: 1906-8700

C. Jaipeng, et al. 

105

CONCLUSION AND 
RECOMMENDATION

Conservation Tourism Management at 
ToeyNgam beach Nawigayothin bay by The 
Royal Thai Marine Corps is a study about 
tourism resource in this area and analysis the 
environment inside is about the strength and the 
weakness of natural resource tourism. Otherwise, 
environment outside is study in order to specify 
a opportunities and an obstacle which that have 
the latency encourages, thus the result of the 
study can bring debate the advantage as follows 
: tourism at ToeyNgam beach Nawigayothin bay 
should lead the principle administrates to 
manage participate inly in the administration 
travels of conservation tourism and apply with 
administration procedure travels of conservation 
tourism at ToeyNgam beach Nawigayothin bay 
for effi ciency of the administration and operating 
systematically by the executor are decide.

In terms of the potential of tourism resources 
in ToeyNgam Beach overlooking the beautiful 
Gulf Marine Corps found that the quality of sea 
water. The Memorial soldiers Monument, the 
Marine Corps Museum, identities are the Marine 
Corps. Kromluang Chumphon camp that is the 
appeal to the public to visit. They also get a 
chance of external environment, current values 
in ecotourism, development of tourism policy 
in the barracks, link destinations in Sattahip 
naval barracks. Including open space ToeyNgam 
beach Nawigayothin bay is a source of learning 
about marine biodiversity and conservation of 
the marine environment. But on the other hand, 
in the area of tourism activities within ToeyNgam 
Beach, including a natural phenomenon, the 
publicity published suggested travel information, 

competitive circumstances of attraction, 
problems by closing the beach in a military court 
and has come to deploy the Royals are the 
barriers that keep some continuity in tourism in 
ToeyNgam Beach area. 

In the vision, mission, objectives, strategy/
plan. Monitoring and evaluation of ecotourism 
in ToeyNgam beach Nawigayothin bay not 
consider the cost of the resources available and 
the unit’s compliance with the policies and 
guidelines of the Commander Marine Corps. 
Determining which practices committed by 
government offi cials and military operations in 
the tourism division have jointly set up. It truly 
is the resolution of the unit.
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