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Abstract

This research aimed to 1) examine the patterns and channels of media exposure
among Chinese tourists regarding Wat Khao Sukim; 2) assess their perception of the temple
in terms of attractiveness, beauty, sacredness, and cultural value; 3) investigate their
attitudes toward Wat Khao Sukim, particularly satisfaction, expectations, and emotional
responses to the tourism experience; 4) study the tourism behaviors of Chinese tourists
visiting Wat Khao Sukim, including visit frequency, travel characteristics, duration of stay, and
preferred activities; and 5) analyze the relationships among media exposure, perception,
attitude, and tourism behavior of Chinese tourists toward Wat Khao Sukim. A quantitative
research methodology was employed, and data were collected from 400 Chinese tourists
through a questionnaire. Descriptive statistics frequency, percentage, mean, and standard
deviation were used to analyze general trends, while Pearson’s correlation coefficient was
applied to examine the relationships among key variables.

The results revealed that 1) most Chinese tourists received information about Wat
Khao Sukim primarily through online media, especially digital platforms such as YouTube,
which significantly influenced their awareness and decision-making. 2) Their overall
perception of Wat Khao Sukim was at a high level, particularly regarding its attractiveness,
cultural and natural beauty, accessibility, facilities, and the friendliness of local hospitality.
3) Tourists also demonstrated highly positive attitudes toward their experience at the
temple, reflected in favorable evaluations of tourism products, pricing, service processes,
and the helpfulness of service staff. 4) In terms of tourism behavior, most tourists were first-
time visitors, traveled with family groups, used tour companies, and engaged in activities
such as sightseeing and cultural exploration. 5) Correlation analysis indicated significantly
positive relationships between media exposure and perception, between perception and
attitude, and between attitude and tourism behavior. These findings suggest that more
effective digital communication and promotional strategies such as developing multilingual

tourism guides to improve the overall tourism experience for Chinese visitors.
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