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The objective of this research was aimed to examine the factors influencing
Dhamma and merit-making tourism and event marketing of temple tourist attractions
in Ayutthaya province as follows: (1) to study the influence of activities related to
wisdom, precepts and meditations on merit and passion of tourists and Dhamma
practitioners (2) to examine the factors influencing overall satisfaction of tourists and
Dhamma practitioners (3) to examine the factors influencing overall behavioral
tendency of tourists and Dhamma practitioners (4) to compare the difference
between expectation and perception of tourists and Dhamma practitioners towards
tourism activities (5) to investigate the difference of overall satisfaction and
behavioral tendency according to the personal demographics of tourists and
Dhamma practitioners (6) to develop the strategies for building added-value
innovation for merit-making and Dhamma tourism.

The samples were recruited by using the quota sampling of merit-making
tourists from 4 temples (Wat Yai Chaimongkol, Wat Phananchoeng, Wat Tha Ka Rong
and Wat Na Phra Men). The number of 100 merit-making tourists was selected from
each temple resulting in the total 400 samples. In addition, the number of Dhamma
practitioners included 260 samples from Wat Mahaeyong and 227 samples from Wat
Tarn Ain resulting in the total 487 samples. Thus, the total samples comprised 887
respondents including both merit-making tourists and Dhamma practitioners. The
guestionnaire was used as the research tool in collecting the data from above-
mentioned samples of Thai tourists. The statistical analysis included Descriptive
statistics, Multiple regression analysis, Independent sample t-test, Paired t-test and
One-Way ANOVA.

The findings of hypotheses testing of merit-making tourists from 4

temples revealed that



1. The activities related to wisdom, precepts and meditations significantly
influenced merit and passion of tourists and Dhamma practitioners.

2. The attitudes towards the innovation of Dhamma learning and practice, the
innovation of merit-making, Buddhist principles and tourists’ expectation influenced
tourists” overall satisfaction.

3. The attitudes towards the innovation of Dhamma learning and practice, the
innovation of merit-making, tourists’ perception, Buddhist principles and motivation
of temple tourism influenced tourists’” future behavioral tendency.

4. Tourists’ overall expectation exceeded overall perception which indicated
that tourists were dissatisfied towards overall Dhamma and merit-making tourism.

5. Tourists who were aged less than 25 years had the satisfaction and

behavioral tendency less than other groups of tourists.

The findings of hypotheses testing of Dhamma practitioners from 2
temples revealed that

1. The activities related to wisdom, precepts and meditations significantly
influenced Dhamma practitioners” merit and passion.

2. The attitudes towards the innovation of Dhamma learning and practice,
Buddhist principles and tourists’ perception influenced Dhamma practitioners’
overall satisfaction.

3. The attitudes towards the innovation of Dhamma learning and practice,
Buddhist principles and tourists’ perception influenced Dhamma practitioners’ future
behavioral tendency.

4. Dhamma practitioners’ overall perception exceeded overall expectation
which indicated that Dharma practitioners were satisfied towards overall Dhamma
practice.

5. Dhamma practitioners who were aged less than 25 years had the
satisfaction and behavioral tendency less than other groups of Dhamma practitioners.
Moreover, Dhamma practitioners whose residence in rural provinces had higher
behavioral tendency of Dhamma practice than those who lived in Bangkok and

metropolitan region.



