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ABSTRACT

The objectives of this research were to study the factors of marketing
communication, cultural tourism, and marketing mix affecting Chinese tourists’
decision making to choose cars driving around Chiang Mai. The sample drawn using
convenience sampling was 270 Chinese tourists in Chiang Mai. The instrument of
research was a questionnaire which was approved the content validity by the experts
and the reliability of 40 pre-test samples. The Cranach’s alpha of the factors, the
marketing communication was 0.835, the cultural tourism was 0.747, the marketing
mix was 0.734, and decision making was 0.828. The inferential statistics used for
hypothesis testing were multiple liner regression.

The study was found that the majority of respondents were female and aged
between 18-25 years old with a bachelor’s degree. Most of them have worked for
private companies and earned an average monthly income of 5,001-8,000 Yuan
(24,404-39,040 Baht). For the tourism behaviors of Chinese tourists, most of them
managed and planed the trip by themselves and traveled with their best friends. The
type of vehicles used in the journey was the compact car or personal car. They
visited Chiang Mai on public holidays with the purpose of relaxation. Most of them
received the information of tourism in Chiang Mai from the guidance of known
individuals.

Hypothesis test results were found that the factors of market mix of place
(5=0.279) and cultural tourism (/3=0.262) affected Chinese tourist’s decision making
to drive a car to visit Chiang Mai at the statistical significance level of .01. While the
marketing communication factor in terms of the advertising and public relations
(5=0.098), the direct marketing (/5=0.095), the service (/5=0.007), the marketing mix
factor in terms of the price (£=0.075), the product (/5=0.064), and the promotion



(5=0.015) did not affect Chinese tourists’ decision making to drive a car to visit

Chiang Mai.
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