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Abstract



The purposes of this research are to 1) investigate market conditions, image and the satisfaction
of tourists towards cultural tourism in Ayutthaya, Pathum Thani, and Nonthaburi, 2) study tourists’
access to information on tourism in Ayutthaya, Pathum Thani, and Nonthaburi ,3) investigate images
and satisfaction of tourists which bring them back to these provinces, as well as 4) represent marketing
models for cultural tourism in Ayutthaya, Pathum Thani, and Nonthaburi. The researcher used
qualitative and quantitative methods in this research. As for the qualitative method, an in-depth
interview with Thai foreign tourists in cultural tourist sites is applied. Then, the research carried out the
content analysis. For the quantitative method, the researcher surveyed the samplings which are 400
Thai tourists for each province, and at least 40 foreign tourists in Ayutthaya and Nonthaburi.
Questionnaires were used to collect information and convenient random sampling was applied with
tourists in cultural tourist sites in the 3 provinces. The statistics used in the analysis of information are
frequency, percentage, mean, standard deviation and multiple regression analysis, with the enter

method.

The research found out that most tourists visiting these provinces are from Bangkok. They
normally visit the sites with friends and the family on a one-day trip basis. The predominant points that
attract tourists to Ayutthaya, Pathum Thani, and Nonthaburi are common. These are the architectural
beauty of their tourist sites, the history of the places and the fame of Buddhist images. The dominance
of tourism in Ayutthaya is the fact that Ayutthaya is a famous historic site. At the same time, Nonthaburi
is dominant in that it can preserve its traditional ways of life. And Pathum Thani is famous for its cultural
tourism, especially its Thai-Raman culture. And tourists are highly satisfied with cultural tourism in these

provinces.

As for the access to information of the tourists, the research found that most tourists search for

the information on websites. The most famous website is www.google.com, followed by

www.pantip.com and www.sanook.com. In the meanwhile, the most popular social network for tourist

information is facebook. Also, they want more information to be added on the website. The information
includes tourist sites on the same tracks, budget accommodations, and famous restaurants in these

provinces.

Considering the influence of images and the satisfaction of the tourists which bring them back to
these provinces, the research showed that, in the case of Ayutthaya and Nonthaburi, the satisfaction
towards the attraction of tourist sites bring the tourists back the these provinces, followed by the

satisfaction towards environmental management. This is with .05 of statistical significance. Meanwhile,



in the case of Pathum Thani, the images of tourist sites have the most impact on the re-visit to the
province, followed by the satisfaction towards environmental management and the attraction of tourist

sites. This is with the level of .05 of statistical significance.

After analyzing the information using TOWS Matrix, the research revealed that the weakness of
the 3 provinces is the lack in the integrated administrative system for cluster tourism in the provinces
among the government, agencies, communities and private sector. Moreover, some water tourist sites
and piers are not in good condition, and other do not meet the standard. At for the strength, these 3
provinces are important cultural tourist site. This is diversity in these provinces. Also, these provinces
are not far from Bangkok and have the readiness of infrastructure, as well as transportation network.
The opportunity for these provinces Is that there is a clear national policy to promote tourism. Tourism
in provinces near Bangkok benefits from a constant increase in oil price. Moreover, the trends of
environmental responsibility, the preservation of traditional culture, and the joining of the ASEAN
economic community pave the way for more tourists in the ASEAN countries to visit Thailand. The main
threats for Thailand are political conflicts, the lack in the continuity in the administration and policies of
local leaders, or governors, the tourist completion at provincial and national lever, as well as

environmental changes such as flooding. The above analysis leads to the proposal of marketing plan.



