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Abstract - This study aimed to 1) Study Chinese tourists’ satisfaction level of Wat Pho, and 2) compare demographic and 
social factors that impact satisfaction with cultural attractions management. The sample group consisted of 400 tourists, 
gathered by accidental sampling. Percentage, average, standard deviation, t-test and f-test values are calculated to compare 
independent and dependent variables. The result showed that age and education level did not affect satisfaction with cultural 
attractions management, while age and profession did have different effects on satisfaction with cultural attractions 
management. Moreover, the sampled population that had different decisions to return did not have different level of 
satisfaction with cultural attractions management. 
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I. INTRODUCTION 
 
WatPho, or 
WatPhraChetuphonVimolmangklararmRajwaramaha
viharn, locates at Maharaj road, next to the Grand 
Palace. Wat Pho is 50 Rai 38 Sq.Wa in area and is 
considered important by virtue of being one of the six 
top-tier, first-class royal temples, under kings’ 
personal patronage. Wat Pho is also a center of many 
sciences and is regarded as Thailand’s first public 
university. It also houses a world-famous Thai and 
traditional massage school. On 21 February 2009, the 
United Nations Educational, Scientific and Cultural 
Organization (UNESCO) registered Wat Pho’s 
marble inscriptions in the Memory of the World 
Programme (RonnayuthChitdorn, 2013, p.5). Fine 
Arts Department also registered Wat Pho as a 
national heritage and declared as such in the 
Government Gazette dated 22 November 1949. 
 
Wat Pho is regarded as having the highest number of 
chedis (stupas) in Thailand at 99 chedis, the 
important group being PhraMahaChedi Si Rajakarn, 
which are the great four chedis dedicated to first four 
kings of Chakri Dynasty (KrissanaDechasurakchon, 
2009, p.34). Moreover, inside the temple complex is 
the ViharnPhranorn (Reclining Buddha), the reclining 
Buddha inside the viharn is 46 meters long and 15 
meters high, the third largest reclining Buddha in 
Thailand. This Buddha is gold-plated and has one 
unique feature: both feet are of the same size and are 
next to each other. The sole of the feet have 108 holy 
symbols in-laid with mother pearls with a chakra in 
the center of each foot per the Mahapurisalakkhana. 
The 108 holy symbols are hybrid of Indian and 
Chinese beliefs within the viharn 
(RonnayuthChitdorn, 2013, p.10) 

Aside from said features, Wat Pho is an important 
landmark in Bangkok that attracts many visitors to 
the beautiful Buddhist artmixed with the inherited 
Thai wisdom. (RampaipanKaewsuriya, 2003, p.4). 
The place is easily accessible and there are many 
cultural attractions nearby so many tourists would 
definitely stop by Wat Pho 
(KrissanaDechasurakchon, 2009, p.1), including the 
then-President Barack Obama and the then-Secretary 
of State Hillary Clinton during a state visit in 18 
November 2012 (RonnayuthChitdorn, 2013, p.5) 
 
In 2015, TripAdvisor, the American-based, largest 
tourism website in the world has declared the list of 
best tourist attractions with highest number of 
visitors, the entries being voted by the millions of 
visitors. “Wat Pho” ranked at #21 with 20 million 
foreign visitors, and ranked #4 in the top Asian 
attractions (Thairath Online). Currently Wat Pho has 
a school of traditional medicine, privately founded in 
1957 to disseminate Thai traditional medicine. Upon 
graduation, the graduates may take an examination to 
obtain license from the Ministry of Public Health. 
There are also scriptures of astrology manuals on the 
Tripitaka hall walls, and Local administration guide 
on stone inscriptions, along with fables, identification 
manuals for elephants, horses, cats and ox horns. 
Moreover, there is a Chinese-style stone carving that 
portrays ancient land and sea transportation. 
 
This study, Differences in Demographic and Social 
Factors of Chinese Tourists on Satisfaction with 
Cultural attractions Management, saw importance of 
Thai tourism market that has competitive edge 
against neighboring countries, and is a popular 
destination for the growing number of Chinese 
tourists. Aside from natural attractions, Thailand also 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-5, May-2018 
http://iraj.in 

Differences in Demographic and Social Factors of Chinese Tourists on Satisfaction with Cultural Attractions Management, 
Case Study: Wat Pho, Bangkok 

 
24 

has outstanding, unique cultural attractions. A study 
on demographic data of Chinese visitors to Wat Pho 
may allow us to understand what factors that affect 
satisfaction level, and how to improve cultural 
attraction management. 
 
II. OBJECTION 
 

1. To study Chinese visitors’ satisfaction with 
Wat Pho. 

2. Compare demographic and social factors 
that affect satisfaction with Wat Pho cultural 
attraction management. 
 

III. RELATED WORKS 
 
Mo Wenhua (2016) studied satisfaction of Chinese 
tourists with Thailand’s tourism using questionnaire 
to collect information, and analyzed said information 
using frequency, percentage, average and standard 
deviation values. The result was then tested for 
difference by using One-Way ANOVA. The final 
result was that overall, gender did not have effect on 
satisfaction with Thailand with statistical significance 
at 0.05, while age did have effect on satisfaction with 
Thailand with statistical significance at 0.05. 
Moreover, different education levels did not have 
effect on satisfaction level. This study was consistent 
with the study by SudapornThongsawat (2016) on 
behavior and satisfaction of Malaysian tourists with 
cultural tourism in Song Khla, using questionnaire in 
data collection and processed by SPSS for descriptive 
analysis such as frequency distribution, percentage 
and standard deviation. Inferential statistics analysis 
is also done by using T-test and One-Way ANOVA. 
The final result was that satisfaction level was the 
same regardless of differences in gender, age, 
profession, income and place of origin, which was 
also consistent with the said study by Mo Wenhua. 
A study by WorapornChaikee (2013) on satisfaction 
of foreign visitors to Si Satchanalai Historical Park in 
Sukhothai province by using a questionnaire with 
reliability of 0.87 as a tool. Data collection was done 
through a five-level questionnaire. Statistic methods 
used in data analysis were percentage, average, 
standard deviation, T-Test, one-way ANOVA and 
Scheffé’s method. The study found that gender factor 
did not have weight on satisfaction while age factor 
did, with statistical significance at 0.5. 
 
IV. RESEARCH HYPOTHESIS 
  
Different demographic and social factors in visitors 
lead to different level of satisfaction with cultural 
attraction management. 
 
V. RESEARCH METHODOLOGY 
  
Comparison of demographic and social factors in 
Chinese visitors that affect satisfaction with cultural 

attraction management (Wat Pho) was a quantitative 
study, using survey research in the form of 
questionnaires filled by Chinese visitors to Wat Pho, 
Bangkok. The sample group consisted of 400 visitors 
(Taro Yamane, referenced in SamueamueanLohakit, 
2005), recruited by accidental sampling to get 
demographic and social information, and satisfaction 
with cultural attraction management at Wat Pho, and 
to comparatively analyze demographic and social 
factors and satisfaction with cultural attraction 
management at Wat Pho. The population was visitors 
to Bangkok which in 2015 numbered 41,283,511 
(Department of Tourism, Ministry of Tourism and 
Sports). The tool used was a structured questionnaire 
consisting of 2 parts: the first asked for demographic 
and social information, the second part asked for 
satisfaction with cultural attraction management at 
Wat Pho. 
Statistical analysis 
1. Finding percentage, average and standard 

deviation values to explain general information, 
demographic and social factors and satisfaction 
with cultural attraction management at Wat Pho. 

2. Using T-Test and F-Test to compare independent 
and dependent variables per the hypothesis. 
Statistical significance was set at 0.05. 
Comparisons were done between gender, age, 
education level, profession, transportation type, 
and travel goal and attitude of visitors to green 
hotels. 

Scope of Concept 
Independent variables: Gender, age, education level, 
profession, decision to return. 
Dependent variables: satisfaction with cultural 
attraction management at Wat Pho. 
 
 

 
 
 
 

 
 
 
 
 
 
 
 
 
 
VI. RESUIT AND DISCUSSION 
 

Table 1 
Demographic and 
social factors 

Numbers Percentage 

Gender   
Male 182 42.3 
Female 218 50.7 
Age   

1. Gender 
2. Age 
3. Education level 
4. Profession 
5. Decision to return 

Satisfaction with cultural attraction 
management at Wat Pho 
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Under 30 years 74 17.2 
30-45 years 176 40.9 
Over 46 years 150 34.9 
Profession   
Students 83 19.3 
Civil servants 140 32.6 
Entrepreneurs 72 16.7 
Employees 32 7.4 
Others 73 17 
Education   
Under bachelor’s 
degree 

130 30.2 

bachelor’s degree 187 43.5 
Higher than bachelor’s 
degree 

83 19.3 

Decision to return   
Yes 139 32.3 
No 261 60.7 
Total 400 100 

 
Table 1 showed that most of the tourists are women 
between the ages of 30-45 years. 43.5% graduated 
bachelor degree. Somehow 60.7 % of tourists decide 
not to re-visit the place.   
 

Table 2 Averages 
Topic N Mean Std. Deviation 

Satisfaction 
with cultural 
attraction 
management 

400 4.50 .645 

Effectiveness 
of cultural 
attraction 
management 

400 4.57 .587 

 
Table 2 demonstrated that most Chinese visitors were 
satisfied with cultural attraction management, with 
average of 4.50 and considered Wat Pho’s attraction 
management as adequate and effective with average 
of 4.57. 

Table 3 Comparison between gender and satisfaction with 
cultural attraction management 

 
Table 3 showed that gender did not have effect on 
satisfaction with cultural attraction management with 
statistical significance at .05. 

 
Table 4 Comparison between age and satisfaction with cultural 

attraction management 

 

The table above showed that the sample group with 
different ages had different level of satisfaction with 
cultural attraction management with statistical 
significance at .023. When analyzed in pairs using 
Scheffé’s method, it was found that visitors under 30 
years old and over 46 years old had difference with 
statistical significance at .036. 
 

Table 5 Comparison between education level and satisfaction 
with cultural attraction management 

 
 
Table 5 showed that differences in education level did 
not have effect on satisfaction with cultural attraction 
management with statistical significance at .05. 
 
Table 6 Comparison between profession and satisfaction with 

cultural attraction management 

 
 
Table 6 showed that different professions affected 
level of satisfaction with cultural attraction 
management with statistical significance at .049. 
However, when analyzed in pairs using Scheffé’s 
method, no pair-based difference was found. 
 

Table 7 Comparison between decision to return and 
satisfaction with cultural attraction management 

 
 
Table 7 showed that differences in decision to return 
did not have effect on satisfaction with cultural 
attraction management with statistical significance at 
.05. 
 
This study showed that gender, as a demographic 
factor, of visitors did not affect satisfaction with 
cultural attraction management, which was consistent 
with a study by WorapornChaikee which found that 
visitors with different genders did not have different 
level of satisfaction with cultural attraction 
management, while differences in age did lead to 
different level of satisfaction with cultural attraction 
management. This study was also consistent with Mo 
Wenhua’s study which found that differences in age 
and profession led to different level of satisfaction 
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with cultural attraction management of Chinese 
visitors.However, the study by SunisaPensup and 
PawanratSaengsiriroj found that the genders of Thais 
tourist have no different level of satisfaction with 
health attraction but differences in age did. 
 
The result that age and profession affect satisfaction 
with cultural attraction management of Chinese 
visitors means in management or development of 
cultural attractions such as temples, management 
programs aimed at people under 30 years, as people 
under 30 love adventures and new experiences, and 
people over 46 years old as they have financial 
stability. 
 
CONCLUSION AND SUGGESTIONS 
 
The study, Differences in Demographic and Social 
Factors of Chinese Tourists on Satisfaction with 
Cultural Attractions Management, Case Study: Wat 
Pho, Bangkok, found that most of the visitors were 
female (50.7%) followed by male (42.3%) with the 
same level of satisfaction with cultural attraction 
management. 40.9% of the visitors were between 35-
40 years of age, 34.9% were over 46 years of age, 
while only 17.2% were under 30 years of age. 
Visitors under 30 years old and over 46 years old had 
statistical differences at 0.36. Most visitors were civil 
servants (32.6%) followed by students (19.3%), then 
entrepreneurs, employees and other professions. For 
education level, the largest group had bachelor’s 
degrees (43.5%), 30.2% had less than bachelor’s 
degree, and 19.2% had postgraduate degrees. 
Different education levels led to different level of 
satisfaction with cultural attraction management with 
statistical significance at .049. Most visitors (60.7%) 
stated that they would not return to Wat Pho. 

However different decisions to return did not equal 
different level of satisfaction with statistical 
significance at .05. 
 
This article studied on satisfaction level and 
comparison of demographic and social factors of 
Chinese visitors only. There should be additional 
studies on visitors from other countries, like those 
from Europe, America, Japan or Malaysia to get a 
comprehensive picture of cultural tourism so further 
development can be made. Visitors’ needs also do 
change over time, therefore a study must be up-to-
date and suitable for that time. 
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