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ABSTRACT

The purpose of this study was to analyze traveling behaviors of tourists from
Bangkok to Chiang Mai by using a questionnaire as the tool to collect data. The data was from
400 tourists aged between 25-34 years who stayed in Chiang Mai for at least a night in the 2009.
The factors that had impact on domestic tourism industry were calculated based on statistical
analysis and Likert scale.

The results of the study showed that the largest portion of samples were single,
office-working males who graduated with Bachelor’s degree and earned an average salary of
more than 30,000 Baht per month. They came to Chiang Mai on a special holiday by their own or
rented cars. The reasons for coming to Chiang Mai were to visit tourist attractions and to
experience people’s way of living and culture. Their favorite tourist site was Nimmanhaemin
Road. Most spent 3 nights at a hotel in Chiang Mai. Prior to the trip, the tourists had
recommendation from their friends or relatives. A criterion for selecting a tour destination was
the condition of the destination. Most of the tourists traveled on their own with a company of 2
persons which were their close friends. When traveling, they made plans and made hotel and
transportation reservations in advanced. Their average expense was 1,001 - 1,500 Baht per
person per day. Expenses for accommodation, food, and souvenirs each cost less than 500 Bath a

day. Most had been to Chiang Mai 5 times before.



The most important marketing factors affecting the tourists' decision which were
ranked at the high level were product (3.71), other factors (3.64), and place (3.62). The factors
which were ranked at the medium level were promotion and price. The 5 sub-factors which were
ranked first in each category were cultural and traditional tourist attractions (4.05), natural tourist
attractions (4.04), variety of restaurants (3.92), friendly local people (3.82), and well-preserved
natural sites (3.82). The tourists were satisfied with their travel experience at the high level and
stated that they would return and would reccommend Chiang Mai to their relatives , friends, and

acquaintances.



