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ABSTRACT 

This research study focused on the television drama media that effectively influence 

behavior in cultural tourism at Chaiwatthanaram temple for effective community economic 

development in the cultural center at Wat Chaiwatthanaram. Its purpose was to study the mode of 

broadcasting television drama effectively to develop an effective community economy and the 

perception model influencing behavior in traveling to Wat Chaiwatthanaram and to study the 

physical environment factors and the actors’ talent.  

The sample used in this study were 400 tourists who came to visit Wat Chaiwatthanaram. 

The independent variables were personal factors, such as gender, age, education level, 

occupation, income, marital status, and other variables, including the type of broadcasting, 

effective television drama and behavioral tourists at Wat Chaiwatthanaram and the dependent 

variable was the developing of a community economy. A questionnaire was used as a research 

tool. The statistics used to analyze the data were percentage, mean, standard deviation, and 

hypothesis analysis by t-test and one-way ANOVA. 
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