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Abstract: Tourism development has generated both positive and negative impacts on the economy,
society, environment and way of life of people in tourist destinations. The rapid growth and increase
in tourism development in recent year has brought many problems. Hence, tourism development
that is consistent with the perceptions towards experiences of tourists is fundamental for the
determining of a tourism development model that will minimize the negative impacts from tourism.
Therefore, this study aims to examine tourists’ perceptions based on their travel experiences in order
to develop appropriate tourism models for Chiang Rai province. A Likert scale questionnaire was
designed for 370 international tourists. Self-administered data collection method were adopted for
this study. Data were analyzed by descriptive statistics consisting of frequency and percentage. The
study revealed that tourists' perceptions based on travel experiences in Chiang Rai province exhibit
both similarities and differences, even within the same subject area depending on each traveler's
purposes. Tourists” perception information can be used for tourism marketing activities and for
determining

a tourism development model for enhancing tourism destinations to response the needs of tourists.
Keywords: Tourism, tourists’ perception, tourism development
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Development for Chiang
Rai Province

Figure 1. Research conceptual framework
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Table 1. Profile of samples

ltem Frequency %
Gender
Male 186 50.3
Female 183 49.5
Prefer not to say 1 0.3
Age
20-25 79 214
26-30 93 25.1
31-35 88 23.8
36 years and over 110 29.7
Country of origin
USA 50 13.5
China 37 10.0
France 35 9.5
Vietnam 30 8.1
Korea 32 8.6
German 31 8.3
Japan 32 8.6
Australia 33 8.9
Sweden 28 7.6
Canada 34 9.2
Brazil 28 7.6
Occupation
Full time 178 48.1
Part time 96 26
Unemployed 40 10.8
Not specified 56 15.1
Number of visits
First visit 324 87.6
More than one times a6 12.4
Traveling companion
Alone 84 227
Families 108 29.2
Friends 108 29.2
Prefer not to say 70 18.9
Travel arrangement
Own arrangement 334 90.3
Travel agency 36 9.7
Number of nights
1 night 75 20.3
2-3 nights 186 50.3
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4-5 nights

Accommodation
Luxury hotel
Budget hotel
Hostel

Booking channel

Online
Offline
Information sources
Search Engine
Websites
Friends/Families/Relatives
v
Prints medias
Others
Not specified

JCDLQ

T 20.8
111 30.0
83 224
75 20.3
221 59.7
149 40.3
101 27.3
54 14.6
53 143
48 13
50 135
46 124
18 4.9

n =370
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Table 2. Analysis of tourism perceptions in Chiang Rai province

N Tourism perceptions in 5X 4 3 2 1 )—( Interpretati
° Chiang Rai province (Percentage) on
1 Convenience to access 83 2.86 Medium
58 (15.68) 80(21.62)  76(20.54)
(19.73) (22.43)
2 Value for money 74 82 87 274 Medium
43 (11.62) 84 (22.70)
(20.00) (22.16) (23.51)
3 Entertainment and night life 108 95 67(18.11)  57(15.41) a3 3.45 High
(29.19) (25.68) (11.62)
4 Sustainable of tourist 76 78 295 Medium
) 63 (17.03) 89 (24.05) 64 (17.30)
attractions (20.54) (21.08)
5 Attractiveness of tourism 62 (16.76) 59 47(12.70) 66 (17.84) 136 258 Medium
resources (15.95) (36.77)
6 Surrounding environment 117 138 a5(12.16)  35(9.46) 35 3.72 High
(31.62) (37.30) (9.46)
7 Provides environmentally 101 135 55(14.86)  47(12.70) 32 361 High
friendly services (27.30) (36.49) (8.65)
8 Services received 93 (25.14) 137 87(2351)  30(8.11) 23 3.67 High
environmental awards (37.03) (6.22)
9 Accommodation 107 126 95(25.68)  22(5.95) 20 3.75 High
management based on (28.92) (34.05) (5.41)
sustainable standard
10 Tourism incomes distributed 121 133 57(15.41)  48(12.97) 11 3.83 High
to the community (32.70) (35.95) (2.97)
11 Experience the community 97 (26.22) 139 106 18 (4.86) 10 3.80 High
way of life (37.57) (28.65) (2.70)
12 Experience local food and 143 113 57(15.41)  38(10.27) 19 3.87 High
drinks (38.65) (30.54) (5.19)
13 Culture and community 133 109 80(21.62)  36(9.73) 12 3.85 High
sustainable (35.95) (29.46) (3.24)
14 An opportunity to travel to 107 97 140 15 (4.05) 11 374 Hish
nearby tourist attraction (28.92) (26.22) (37.84) (2.97)
15 An opportunity to participate 36 (9.73) 85 176 17 (4.59) 56 3.08 Medium
with local community (22.97) (47.57) (15.19)
16 An opportunity to participate 64 (17.30) 76 77(20.81) 76 (20.54) 77 293 Medium
with local festival (20.54) (20.81)
17 Aninterest in buying local 16 (4.32) 78 186 35(9.46) 55 291 Medium
products (21.08) (50.27) (14.86)
Overall 3.37 Medium
n =370

X5 = Extremely important, 4 = Important, 3 = Moderately important, 2 = Slightly important, 1 = Not important
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Table 3. Analysis level of service satisfaction

JCDLQ
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FIUNTIUIDarANN e la8 NSRS AT
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nans (X = 3.32) aauanslu Table 3

5X 4 3 2 1 X  Interpretation
No Service satisfaction
(Percentage)
1 Tour guide services in 32 22 233 22 61 2.84 Medium
Chiang Rai (8.65)  (5.95)  (6297)  (5.95) (16.49)
2 Ease of entrance to 104 141 98 5 22 3.81 High
accommodation (28.11) (38.11) (26.49) (135  (5.95)
3 Ease of entrance to 76 104 137 32 21 3.49 High
tourist attraction (2054) (28.11) (37.03) (865  (5.68)
4 Available of 83 100 122 43 22 3.48 High
transportation (2243) (27.03) (3297) (11.62) (5.95)
5  Available of tour service 83 28 131 117 11 3.42 High
(2243) (7.57)  (3541) (31.62) (2.97)
6 Opportunity to 82 111 131 31 15 3.58 High
participate in local (22.16) (30.00) (35.41)  (8.38)  (4.05)
events
7 Attractiveness of cultural 100 153 63 30 24 3.74 High
sites (27.03) (41350 (17.03)  (811)  (6.49)
8  Traffic and public 33 23 65 100 149 2.16 Low
transportation (892) (6.22) (1757) (27.03) (40.27)
Overall 3.32 Medium
n =370

X5 = Excellent, 4 = Satisfied, 3 = Neutral, 2 = Dissatisfied, 1 = Very dissatisfied
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Table 4. Analysis of overall satisfaction and tourist loyalty

Overall satisfaction and 5% 3 2 1 - .
. X Interpretation
tourist loyalty (Percentage)
1 Enjoy and satisfy travel 271 83 3 11 2 4.65 Very High
experience in Chiang Rai ~ (73.24) (22.43) (0.81) (2.97) (0.54)
province
2 Intention to revisit Chiang 168 133 0 69 3.54 High
Rai province in the future  (45.41) (35.95) (18.65)
3 Intention to recommend 4.06 High
244 20 13 58
Chiang Rai as a tourist
L (65.95)  (9.46) (5.41) (3.51) (15.68)
destination
Overall 4.08 High
n =370

X5 = Strongly agree, 4 = Agree, 3 = Undecided, 2 = Disagree, 1 = Strongly disagree
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Figure 2. Model of Tourism Development for Chiang Rai Province
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