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The Satisfaction on Marketing Atmosphere of Long Stay Visitors

towards Intention to Revisit in Chiang Mai Province
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Abstract

This research aims to study the satisfaction on marketing atmosphere of long stay visitors
towards intention to revisit in Chiang Mai province. Because customer satisfaction contributes
to build loyalty and repeat purchases also helped introduce new service buyers. This affects
the sustainability of the tourism industry. The populations in this study include Japanese long
stay visitors in Chiang Mai. Samples were specified to 120 visitors. Rating scale questionnaire
was designed to collect data. Data obtained were assessed and analyzed by the Pearson
Correlation method. According to the study; most respondents were male in age : 60-69 years
old. Length of duration that they plan to stay is over 10 years. Regarding the satisfaction
towards tourism product factor and sustainability marketing atmosphere, they satisfy with
these two aspects at moderate level. Most of them will certainly revisit Chiang Mai. The result
of the study can be concluded that elements listed in the destination amenities factor have
positive relationship with the revisiting intention; but the sustainability marketing atmosphere

does not.
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