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The Analysis of Tourist Satisfaction with Cultural Ancient Remains: The Case

Study of Royal Temples in Muang District, Chiang Mai Province

FIIREUN A

Thanchanok Khamkaew

AuzATHgmani uminmdnniTs v.deelmi s0290

unAae

5 ;d o A a o o =} LY ] o
amsAnasliidagszasnineinnzdnsiuuazanuianelsveninvieaiion
d. d. o -~ =i ] g‘ o r oo
fuousunszorsmanluasuneiios v.5lmi na s 5a ldun Sanszsgassgimmn
o o = a o - - o w o Aa i
519253113 JAeAdnat923inis Janszaiasins Tadauaen uaziniiavea filide
dnonwlunisfagaledrumanesiion dnonmlumssesiudumsvesiien uazdnenin
o o 9 8 E] o o 1
Aumsuinisdans uuudraesa Tuldgminnlfimouaas fifutinnuduiusizning
1 4 =l L4 t
Anuane lsveninnsuiisanazAnun I INAIIAINA
o 1 [ o 1 5
nansAneaaldiiiud lusou 24 dszidudesludnonina 3 dumy
] 4 =t a v o = = o ﬂ
wuutiaesn Tudu anudane leludmganmiunlsziulaesquamiamagoiuilu
4 Y o as ] X A 3 o
guamiinulun s asdirnu dvtinsilfudgsdruguamidgadnnaiumes Iinuds
5 r 1 1 H gl 1 ¥
sumimslSinlpaasmsmugunnludnenmdiuangsesmasrieuioans s uvsil n1s
o - | o [ 4 ) ] [l 3 d (Y
nizneAvesarimtl vl jsaviguavanvgezegludmvesquamininleiule
HamMsAny MU Fedsgalninveuiion s anufiendnualiazAnuasruveia
uazernaonssud1eq 1wy g Tuan 19Ad amiasnssudenis Aenssumsneviisaiitauls
@ o a 3 o3 @ 1 4 A =t
nsinmanulasans uazanyazanlums@uniant Tandinnsanstianuianele
J L d.ﬁl L] at ar J { at
NNV Al Ad A NuEzaINiisaneiunNudBINIT Yo nneied Imsinu

Tusadonuazanmadenmeluialieg luanmd daew uazazerniiouios

frdifg: anudinels wuusiaenTu nsveahivndiasnsisy wizeuman



Abstract

This study mainly aims to analyze tourist pcreeptions and satisfaction evaluations in threc
product and service dimensions of five Royal temples in Chiang Mai province, namcly Wat
Phrathat Doi Suthep, Wat Chedi Luang, Wat Phra Singh, Wat Suan Dok, and Wat Jed Yod. The
Kano model is used to illustrate the relationship between tourist satisfaction and product and
service quality.

The results indicated that, among thc 24 product or service quality items categorized
according to the Kano model, the attractive quality element and one-dimensional element have
the highest weights in all cases. The quality improvement index is calculated to provide clear
guidance and indication to improve and enhance product and service quality of these five Royal
temples. The quality improvement index analysis divides product and service quality factors into
four quadrants which are attractive, one-dimensional, must-be¢ requisional, and indifferent
requisional. We found that based on the distribution of the 24 product and service quality items,
the majority of those is in the “attractive” quadrant.

The results show that a unique identity of the temples, architectural items including
Buddha images, buildings, pagoda, typically Thai mural, traditional Buddhism activities, security,
and convenient and accessibility are the most attractive features. Having sufficient facilities in the
temple, cultural and environmental conservation are highly concemed by tourists, and these

improvements can enhance tourist satisfactions.

Key words: Satisfaction, Kano’s Model, Cultural Tourism, Royal Templc





