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ABSTRACT

The objective of this independent study is to investigate The Perception of Chiang
Mai Night Safari Image in Muang District, Chiang Mai Province Data collection for this study
was conducted by using questionnaires, and the purposive sampling was used for selecting
samples. The collected data were analyzed using Descriptive Statistics (frequency, percentage,
mean and mode were used), and Inference Statistics (correlation was used). The populations used
in this study were the residents of Muang district, Chaing Mai Province aged at least 15 years old
and used to, at least once, visit Chiang Mai Night Safari. The total populations were 321 people.

The study results revealed that most questionnaires respondents were female. They
were mostly aged between 40 to 49 year’s old, single, and bachelor’s degree educated. In terms of
occupation, most of them were student; they got their average personal income of 10,001 —
20,000 baht. The respondents used to visit Chiang Mai Night Safari once, and most of them
visited a small animal zone (Jaguar Trail) around Swan Lake. The important reason for visiting
Chiang Mai Night Safari was to observe animals. Family group was the most common customers
of Chiang Mai Night Safari.

In this study, perception of image was evaluated in 2 levels: knowing level —
people’s knowing of Chiang Mai Night Safari was evaluated according to the concept of Dave

Dolak; and preferring level — people’s preference on Chiang Mai Night Safari was evaluated



according to the Philip Kotler’s concept. The study results showed that most respondents were
familiar with Chiang Mai Night Safari in the level of brand recall but not in the level of top-of-
mind. In terms of perception toward the image of Chiang Mai Night Safari, it is found that the
respondents expressed positive perception toward the 6 dimensions of Chiang Mai Night Safari’s
image: features, benefits, values, organizational cultures, personality, and customers.

Among the 6 dimensions of image, most respondents preferred the features of
Chiang Mai Night Safari the most: the dancing fountains and the light and sound on a water
screen. In terms of benefits, Chiang Mai Night Safari was perceived as a learning resource for
studying nature, natural resources, and wild animals which lead to a sustainable conservation. In
terms of values, respondents could see that Chiang Mai Night Safari was built to increase tourism
capacity of Chiang Mai. For organizational behavior, Chiang Mai Night Safari was known as the
organization that regularly developed its service quality in terms of administration, management,
personnel, and products and services. For personality dimension, if Chiang Mai Night Safari
(CnS) were considered as a person, it would be a lively one. In terms of customers, family group

was customers of Chiang Mai Night Safari (CnS).



