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ABSTRACT

The present study has the objectives to examine the factors affecting repeat visitation of
Thai visitors to Chiang Mai, to understand these tourists’ behavior, and to assess their
satisfaction. Information was compiled from questionnaires completed by 300 samples of Thai
visitors which comprised 133 individuals from the northern region and the other 167 from
Bangkok Metropolis and other regions of Thailand. The analysis was based on the results of
descriptive statistics and Likert Scale application for importance ranking of various factors and
rating of tourist satisfaction.

The findings revealed the majority of the Thai visitors from the northern region were
typically single male, 35 years old on the average, bachelor’s degree graduate, private company
employee, and having 26,931 baht average personal monthly income. The overall marketing
mix factor was expressed to highly influence their intention for repeat visitation. Specifically, the
most important factor was personnel for the attributes of hospitality and friendliness of Chiang
Mai people, followed by the product factor for the destination attractiveness and the diversity of
tourist attraction spots, arts and culture as well as local festivals and traditional events while
the third most important element was the place factor for the consideration on the safety in life
and personal belongings of the tourists. Most samples in this visitor group had rest and recreation

as their main objective for visiting Chiang Mai and they had on the average visited this province



for four times. The most common places they intended to visit in their current trip were
Wat Chedi Luang Voramahaviharn , Wat Phra Singh Voramahaviharn , and Mon Chaem during
their average two-day length of stay. Those visitors who organized the trip themselves spent
averagely 3,738 baht per person while those using services of tour/travel agencies paid the
average cost of 3,016 baht per person. The Thai visitors in this group rated their current visit to
Chiang Mai at the highest satisfactory level and they felt most satisfied with the places where they
shopped for souvenirs.

The investigation on the Thai visitors originating from Bangkok Metropolis and other
regions of the country revealed that most samples could be described as male, single, 32 years old
on the average, bachelor’s degree graduate, employed in private company, and with averagely
28,454 baht personal monthly income. They generally considered the overall marketing mix very
important for their repeat visitation intention. Particularly, the most important factor for them
was people for the local hospitality and friendliness. The second most important determinant was
the product factor for the attractiveness and diversity of tourist attraction spots, arts and culture,
as well as the local festival and traditional events. The third important consideration was assigned
to the price factor in the aspect of affordable travel pleasures. The Thai visitors in this sample
category mostly had rest and recreation as their main travel objective and they had visited Chiang
Mai for the fourth time on the average. During their present visit, they intended to spend 2-day
length of stay and had plan to visit Wat Chedi Luang Voramahaviharn, Wat Phrathat Doi Suthep,
and Wat Phra Singh Voramahaviharn. Those who arranged the present trip themselves spent on
the average 4,060 baht per person while those who used the services of tour/travel agencies paid
3,713 baht per person on the average for their current visit. The Thai visitors in this group also
indicated they were highly satisfied with their current visitation to Chiang Mai and felt most

satisfied with souvenir shopping places.



