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ABSTRACT

The objectives of this study were: 1) to study the behavior of Chinese tourists influencing on
Chiang Mai tourism, 2) to study the components and marketing of tourism supporting Chiang Mai
tourism, and 3) to study the factors influencing on tourism marketing in Chiang Mai, case study:
Chinese tourists. The instrument used in this study was questionnaires to collect 400 samples
from Chinese tourists who were traveling in Chiang Mai. Analysis of the data was conducted by
using Frequency, Percentage, Mean and Standard Deviation,

The results of study were showed as : Influences on Chinese tourists in visiting Chiang Mai
were that beauty of the city with various tourist attractions. Most of the Chinese tourists received
Chiang Mai tourist information from friends and relatives. Moreover the purpose of visiting
Chiang Mai was mainly for leisure or recreation. Both the factors of 5As tourism and tourism
marketing 8Ps had a high importance level from the opinion of Chinese Tourists. Chinese tourists gave
the highest importance on attractions of 5As tourism (X=4.14, S.D = 0.89) is natural landscape of
Chiang Mai tourist attractions (X=4.21,S.D = 0.89). For productivity and quality"bf touﬁsm marketiﬁg

8Ps (;(= 4.09, S.D = 0.87) is qualified tourist attraction 6(: 4.15, S.D = 0.85) respectively.
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