
 

Questionnaire
Approaches to promotion of second tier tourism cities in northern Thailand



Screen questions 

S1. Have you ever traveled to a second-tier tourism city in Northern Thailand?

□ 1) Yes

□ 2) No → Terminate the questionnaire

S2. Have you traveled to a second-tier tourism city in Northern Thailand at least twice?

□ 1) Yes, I have traveled at least twice

□ 2) No, I have traveled only once → Terminate the questionnaire


Part 1 Respondent profile
Instructions: Please place a √ mark (✓) in the □ and fill in the blank where applicable. For each question, please select only one answer that best represents your situation.
1. Gender
□ 1) Male  □ 2) Female  □ 3) LGBTQ+
2. Age
□ 1) 18–25 years (Gen Z)  □ 2) 26–43 years (Gen Y)  □ 3) 44–58 years (Gen X)
□ 4) More than 58 years (Baby Boomer)
3. Highest level of education
□ 1) Primary education  □ 2) Secondary education  □ 3) Bachelor’s degree
□ 4) Postgraduate degree  □ 5) Other (please specify): __________
4. Average monthly income
□ 1) No income  	□ 2) 10,000 THB or less  □ 3) 10,001–20,000 THB
□ 4) 20,001–30,000 THB  □ 5) 30,001–40,000 THB  □ 6) More than 40,000 THB
5. Experience of traveling to second-tier tourism cities in northern thailand
□ 1) 2–5 times  □ 2) 6–10 times  □ 3) 11–14 times
□ 4) 15–18 times  □ 5) More than 18 times



Part 2: Measurement Scales for the Key Variables

Rating scale and interpretation

Score		Interpretation
1		Strongly Disagree
2		Disagree
3		Neutral
4		Agree
5		Strongly Agree

Instructions: Please circle X around the number that best represents your opinion.
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	Scale

	
	1
	2
	3
	4
	5

	Attraction (ATT)

	Variety of attractions at the destination.
	1
	2
	3
	4
	5

	Opportunities to engage with local culture.
	1
	2
	3
	4
	5

	Availability of educational for guest experiences
	1
	2
	3
	4
	5

	Use of technology to enhance the visit
	1
	2
	3
	4
	5

	Accessibilities (ACC)

	Availability of clear directional signage
	1
	2
	3
	4
	5

	Quality and safety of roads to the destination.
	1
	2
	3
	4
	5

	Ease of reaching the destination by public transport.
	1
	2
	3
	4
	5

	Amenities (AME)

	Cleanliness and maintenance of restrooms.
	1
	2
	3
	4
	5

	Availability of dining choices and food shops.
	1
	2
	3
	4
	5

	Quality of parking facilities.
	1
	2
	3
	4
	5

	Presence of tourist information centers.
	1
	2
	3
	4
	5

	Activities (ACT)

	Variety of outdoor recreational activities.
	1
	2
	3
	4
	5

	Availability of cultural activities.
	1
	2
	3
	4
	5

	Opportunities for participation in local events.
	1
	2
	3
	4
	5

	Availability of wellness or nature-based activities.
	1
	2
	3
	4
	5

	Accessibility to sports or adventure activities.
	
	
	
	
	

	Amiability (AMI)
	1
	2
	3
	4
	5

	Friendliness of local residents towards tourists.
	1
	2
	3
	4
	5

	Willingness of locals to provide helpful information.
	1
	2
	3
	4
	5

	Quality of interaction between tourists and residents.
	1
	2
	3
	4
	5

	Sense of safety when interacting with locals.
	1
	2
	3
	4
	5

	Art city (ART)

	Presence of museums, galleries, or art installations.
	1
	2
	3
	4
	5

	Availability of cultural performances.
	1
	2
	3
	4
	5

	Opportunities to engage with local artists or craftspeople.
	1
	2
	3
	4
	5

	Preservation and promotion of local heritage arts.
	1
	2
	3
	4
	5

	Accessibility to public art spaces or creative hubs.
	1
	2
	3
	4
	5

	Destination image (DES)

	Natural environment quality (scenery, cleanliness).
	1
	2
	3
	4
	5

	Tourist infrastructure quality (transport, facilities).
	1
	2
	3
	4
	5

	Variety and appeal of attractions available.
	1
	2
	3
	4
	5

	Ease of access to the destination overall.
	1
	2
	3
	4
	5

	Positive social environment perception (locals, atmosphere).
	
	
	
	
	

	Tourist experience (TOU)

	Overall satisfaction with the visit experience.
	1
	2
	3
	4
	5

	Perceived meaningfulness to the destination.
	1
	2
	3
	4
	5

	Quality and variety of services received during the visit.
	1
	2
	3
	4
	5

	Fulfillment of expectations regarding activities and amenities.
	1
	2
	3
	4
	5

	Level of engagement with local culture and community.
	1
	2
	3
	4
	5

	Destination loyalty (DLOY)

	Intention to revisit the destination in the future.
	1
	2
	3
	4
	5

	Likelihood to recommend the destination to others.
	1
	2
	3
	4
	5

	Preference for this destination over similar alternatives.
	1
	2
	3
	4
	5

	Positive word-of-mouth sharing about the destination.
	1
	2
	3
	4
	5

	Emotional attachment developed towards the destination.
	1
	2
	3
	4
	5



 Thank you
