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Abstract

The objective of this research was to study general information of tourists, cultural tourism decision-making and digital
marketing communication strategies affecting cultural tourism decisions. The samples who used to perceive or use digital media
to access travel information were 400 people. The data collection instrument was the questionnaires. Data were analyzed using
both descriptive statistics and inference statistics. The results showed that most of them have known or used digital media to
access travel information via Social Media such as Facebook, Twitter, YouTube, & Viral Video. The majority of respondents
were females aged between 21-30 years old and held bachelor's degree. The respondents were private workers and had the
average monthly income of 10,001-30.000 Baht. They liked folk culture and festivals. They also knew the attraction- from the
internet/social media. Local culture was often mentioned as reason that individuals selected to travel with family/relatives/lovers.
The marketing communication strategies through digital media, tourist attraction websites affecting cultural tourism decisions
were the most average. The advertising through Search Engine such as Google helped to quickly access information, followed by
Social Media with word of mouth about recommended attractions via YouTube & Viral Video, and Smart Devices to search for
tourist information through the application, respectively. The hypothesis testing found that gender, age, education level,
occupation, average monthly income had no different cultural tourism decisions at the statistical significance level of .05. And the
digital marketing communication strategies have a relationship with cultural tourism decisions by indicating a moderate

relationship in the same direction at the statistical significance level of .01,

Keywords: Marketing Communication Strategies, Marketing Through Digital Media, Cultural Tourism
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