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Abstract : The purposes of this research were to investigate the perceived of a cultural image and loyalty of tourists toward
the attraction at Banglumphu neighborhood in Bangkok and to study the relationship of the cultural image of Banglumphu
community and loyalty to visit this area of the tourists. This study employed both quantitative approach and qualitative
approach. In a quantitative research, a questionnaire was used to collect data from 300 systematic sampled tourists who visited
Banglumphu area and the correlation analysis were used to analyze data. The results revealed that the overall tourists’ point of
view toward Banglumphu cultural image was at a good level which lifestyle had the best image, followed by value and belief,
physical dimension, community identity, tradition, and local wisdom. In addition, the overall aspect of tourists’ loyalty including
satisfaction, word of mouths, and revisiting were at good levels which word of mouths received the highest value, followed by
revisiting, and satisfaction, respectively. In addition, the relationship between cultural image in aspect on lifestyle, tradition,
local wisdom, belief, community identity and loyalty to visit Banglumphu in each aspect on satisfaction, word of mouths, and
revisiting were moderately correlated at the significant level of 0.05, except physical dimension was not correlated with each
aspect of tourists’ loyalty.

Keywords : cultural tourism, image, loyalty, revisit

Conference Title : ICEBMM 2015 : International Conference on Economics, Business and Marketing Management
Conference Location : Rome, Italy

Conference Dates : December 03-04, 2015

Open Science Index, Economics and Management Engineering Vol:9, No:12, 2015 publications.waset.org/abstracts/39994.pdf

International Scholarly and Scientific Research & Innovation 9(12) 2015 1 ISNI:0000000091950263


https://publications.waset.org/abstracts/39994.pdf

