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Abstract

This research aimed to study: 1) media exposure of Chinese tourists visiting Namtok
Phlio National Park, Chanthaburi Province; 2) Chinese tourists' opinions on the impact of natural
tourism resources at Namtok Phlio National Park, Chanthaburi Province; and 3) the differences
between media exposure and Chinese tourists' opinions on the impact of natural tourism
resources at Namtok Phlio National Park, Chanthaburi Province. This research employed
a quantitative research method, a sample group of 390 Chinese tourists who visited Namtok
Phlio National Park Chanthaburi Province. The collected data were analyzed using; percentage,
arithmetic mean, standard deviation, and One-Way ANOVA F-Test. The findings were presented
in a descriptive format

The study revealed that 1) respondents primarily received information from:
Interpersonal sources: specifically, other tourists who had previously visited the park. Print
media: by reading stories about Namtok Phlio from tourism posters. Internet media:
predominantly through Facebook. The internet was the most preferred source for accessing
tourism information about Namtok Phlio National Park Chanthaburi Province. 2) The research
also revealed that Chinese tourists generally disagreed with the positive impact on natural
tourism resources. When categorized by aspect, the areas where tourists expressed
disagreement were in descending order: Problems with public area encroachment. Problems
with the deterioration of tourist attractions. Problems with infrastructure and facilities that do
not consider the environment. Problems with buildings and structures. 3) The hypothesis test
revealed that: Chinese tourists exposed to print media and internet media showed statistically
significant differences in their opinions on the impact on natural tourism resources at Namtok
Phlio National Park, Chanthaburi Province, at the 0.05 level (p < 0.05).
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