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Abstract

Thisresearch was the descriptive research and the interrelationship research. The purposes of this research were
1)tostudythe level of perception motivationand tourist decision-making behavior of tourism service 2) to study the casual
relationship of factors including perception motivation and tourist decision-making behavior of tourism ser-
vice 3) to analysis and test the capacity of casual relationship of factors perception motivation and tourist
decision-making behavior of tourism service from cultural tourism for sustainable tourism development. The
population was 400 tourists who traveled in the cultural tourism, historic building, religious site, monument,
museum, park and national park (the model of tourism according to UNWTO). Statistics used for analyzing
data were frequency, percentage, mean, standard deviation; Pearson’s correlation coefficient and LISREL
Program for confirmatory factor analysis in construct validity.

The result of the research were

1) Tourists had the perception towards the service of cultural tourism in the highest level and realizing
value, expectation, intention in high level.

2) Tourists had motivation towards the service of cultural tourism. The finding was the reasonable
preservation and cherishing the tourist attraction and the tourists’ emotion were satisfied and relaxed peace-
fully in the highest level. Additionally, tourist decision-making behavior of tourism service in cultural tourism
was in high level.

3) The factors of perception, motivation affected tourist decision-making behavior of tourism service

in cultural tourism.

Keywords: Perception; Motivation; Tourist decision-making behavior
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ngAnssunsidentde vietuuinig wu negdla n1s¥us
(Eilat and Einav, 2004) Yonanil Maslow (1943) lénan
feSosmesdafondnlidn “Auasiingfnssunisuansesn
f1e 9 ileneuaLesnLFINITTeMWEY” ity Ay

faan1svastinviauieudazauldnuazwaneeiy Jadu
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UadedrAgNnnuangAnIsun1suandaankaznisiaeon
anuvieuiied drutaduneuenvivetadediage (Extrinsic
or pull factor) vsnedia Yadeiiegneuenseudiyanaiids

o o

sumsatninliauAunsluviesnealuiisng 9 waziady

Y

mauaﬂﬁLUuLmma’LumsLé‘aﬂamuﬁViaaLﬁm Watldfsa
lufadaduanuduiusseninsanataz Juusssuvenu
HwAdsdunenuazindose q fuun W Jansssumdn
warTRIUSITNYRY ANUAAWIULATATEUASY (Goossens,
2000; Moutinho, 1987); Klenosky (2002) Lanaa1aldiu
31 msfuivesinveaiinludiuvesesduszneunisvies
Jiendsmasanisdnduladenaanuiivieadion sgrslsinu
awdnvalnamsvieuiisavesdauiivieadioniu q i
ansafetues uinmdnwainansieufisuiniuan
msfusifeafuesduseneumsvieaiieluaauiivieadien
(Lurnsdon, 2000) Fsdenndesiunnuandiudilgnaly
Hreduin mssuiiFesssduszneunisvieaiioafiavinase
asdnauladenaauiviendions dhiviniswateviaule
AnwesRusznaunisvisaiieafifisvinanenisdnaula
yosnreudiealunisidenaniufivieaiion wuin o
Usznaunisvieafisafidnanenisindulodonaaiui
Vioudion Wy viweinsnisviedion, n15UIN15URY
Lﬁaasﬁaﬂ, SIANVDIAUAILATUSANS, A981nAETAIN
LLasmimmmﬂﬁViaﬂLﬁm (Buhalis, 2000; Gallarza and
Saura, 2002; Molina, Gomez, and Martin-Consuegra,
2010; Osti, Disegna, and Brida, 2012) n$We1n3n115%109
Wignausoutanudnuay auAuazamaulavestn
vieafisreondu 3 Ussnnusznause 1) nSne1nsnis
vieudieUssansssueR 2) ninensmsvieaiieaUssan
Useimans Tusiadng Tusiaaniulazmau) uwag 3)
n¥nensnsvieaiiealssnnaayTausssy Ussngl uaz
Aanssu n¥mensnsveiivniuesdusznaunisvias
Lﬁmﬁﬁﬁ@ﬁmmmﬁﬁ@ﬂLLazL%zymuWﬁm/fauﬁm@u
mandaunasiaaiienfidanuduendnual anunauls
wariifodes daruvainnaiseminensuazianssy
yemsvieadien Tastnveiissaunsaldfuanuiuay

AUAUNAINADIUTVIBLTIYY (Formica, 2000) wanaNnil
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Mstiunsiazaan Yaende fissuurudsinielusazsing
Uszinefideuselaie azmndonsiiunmslufumamios
\Wiendadinnsipumats 3 dnwas e meunilauufininue
sine q Wudreenldaznin wiefusnissal msihilvi
WieuiSanaggUnsalgunieauaznineg 9 n19en1edl
MenAguiuaty Ja1en150uNIaunn ANSHeUAaIY
sudouisnsddieddiaznan sanda Dudrumiaiivila
tnvieaiienfaauladeniunisludianuiiiesiioriiy
athalsfiniu aoufivesdisruisussiusinisdndazenn
&run W Feaduimansilawnsidedineadisrssin
il Hadonadunsenineinsnsvieadisauilianiv
LLaz@mmmﬂmﬂuaﬂNum (Brown, Turner, Hameed
and Bateman, 1997) Tugnudssunemnuazain wu ivn
$uenms anuiisendnie danutuiie FeasswaALA
Larn1shUSN1SY12@1s usnsvuddlaelanisdusu
yarafiignUszasdnsAunaiieaeuindegiia n1s
aumaufiazannifulddndudsddyesnbs ety danuil
vieudinsdaassnisuinisuse q Wfutnveudien
wu fivn dlsaususedudng q Wden f8nsaAwnmune
aufuamunIn Ianuazeinkasiivinisuinsgiuaina Tu
druresinuemsmsiionmsiildoniaisviin 91915R09

ONgUaNWaY N1SUTNTNANIMUAZNSINVUATIANDIMNS

Y 9

v =

Fosimnuuiuounasfusssy uennd s1ANveEUAN
wazusnsiiudnesdusznaunisveniisafiisninase
mssnauladenaanuiieadisavesinveaiion Tnataniz
dlathvieafiendenudnstusinisveadisiuuunanavie
1131918 (Package) wsglunfiananionismundiends

v

pilsazUsenaulumignisusnisuaieagne Wy AN NS

v = a

uda 919115 udu m%mmﬁmignﬂdﬂuﬂiﬂﬁuaﬂ‘ﬁ
U3nsitazedne Sawandasinisvieaiisuuuduunana
y3oumnineiasfsgalaligndfiuanuduaiiianiui
veufisaweulfuasdenlduinmsuinniesdenliuinig
wenuiissegslaeg1ands dnvazvosiinnaniomun
Fretuorvvsiviufiainafifiiiausluaymrasaiaduay
uhainafidnTuanerasvidongnia menia aenndasiu

Christie kaz Crompton (2001) flFuanannuiiui s1e0

yoswdnfusin1svoniisanuuuwananiomang el
unuwddglunsinduladenanuiiveudieatuinyies
deamnnau uddnvioafinfidseldundnindeauuy
uwnanadaiidvdnasonguiliunin maeinvieadien
nauilldfnatuidesavesduduazuinismenisves
e dmfunisuimsvesdivinfivioynainimianis

= I3

vioufiendudnesduseneuvisiifiunumddy lasan
Fluinsfesiiujduiusiutinviouilealasnss dadudn
Fliuimsifissondoluniuagdanuivinveusewiing
fifuazfigauaim aunsofsgaliinieaiioafiunisnds
uwdwionfieadu o fren1suinisuazn1ssInaeaIL
avandie Wy nsuinisdufieludunasiendensiig
q dfaanadiinnuianudiladignies wazddalal
U313 geuviliiinvieniisnfnaudseivlawagnduu
THuinsnasa uenainid nmssuinansnsvesiiendu
HaduddnyBndadevdeiifianenalunsiinseingfinssu
ystinvioniien (Gursoy and McCleary, 2004) wagnns
fadulaidonanuiivioaiion (Bieger and Laesser, 2004;
Sirakaya and Woodside, 2005) Lﬁaﬂmmﬂumﬂﬁﬂﬁaga
Aeafuaud waadusiuazuinismuenisveniisauntn
vioafien Fanrslawandsvanduiusiunaulanagiuads
Rerfuundwieniisaiagiinasensdnduladonaniud
ﬂa&ﬁim (Andereck and Caldwell, 1993) ﬁyj\iﬁmﬂwami
Aerilimswinnsiuvesinvieadivafsrfuundsios
FemuumeTausssy dudssadonisindulaluniaidon

e £% '

A0NUNDUNYIN B UNY

HAe009lugnalvnssunisy o uigInig

3
Sausssu Semstemudilaludesmunainateniens
na1n (Market Heterogeneity) lnetaniglunguvesin
viouie1iniinisiug usegela uagngdnssunisdnduls
Suuinsnsvieadisalafidsninanenisinaulavesdh
vieuflrlunisidenvdeliideniiums daiumiieaud
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2. Javauanuzdniunisidesialy
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