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Abstract

This research aims to: 1) examine the motivations and perspectives of international
tourists toward creative tourism activities in Phuket Old Town during the low season;
2) analyze the perception levels of international tourists regarding creative tourism activities
in Phuket Old Town during the low season and 3) propose guidelines for developing and
promoting sustainable creative tourism activities in Phuket Old Town during the low season.
The study involved 400 international tourists visiting Phuket Old Town during the low season.
A questionnaire was used as the main research instrument, with comparative analysis and
hypothesis testing applied. The findings revealed that international tourists had a very high
level of motivation in three aspects: physical, cultural, and personal, thereby reflecting a desire
for more meaningful travel experiences. Moreover, perceptions of creative tourism activities
were also very high based on the 3S principles, showing strong potential for Phuket Old Town.
Hypothesis testing indicated that motivations and attitudes varied by gender and were
positively related to satisfaction, perceived value, and intention to revisit. Consequently,
the study proposes five guidelines: continuous creative activities, online marketing, fair pricing,
improved facilities and safety, and community participation to preserve cultural identity

and promote long-term sustainable tourism.
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Table 1

Levels of Motivation, Tourist Behavior, and Attitudes toward Creative Tourism Activities of the

Respondents
Motivation, Behavior, and Attitudes toward _ <D Level of
Tourism Activities Interpretation

Motivation for tourism 4.66 0.54 Highest
Tourist behavior 4.68 0.54 Highest
Attitudes toward components of tourism activities a.67 0.54 Highest

Overall motivation, behavior, and attitudes
4.67 0.52 Highest

toward tourism activities

Note. n= 400, *sig. < 0.05

1NAITT 1 1HaNITUININTINYBIUTIRILR nodnssuvesdnvisufied wagiAuaf

lngsiueglusyiu “uniign” dAnadesiumiiu (X = 4.67, S.D. = 0.52)
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Table 2

Levels of tourist motivation among respondents

_ Interpretation
Travel Motivation Factors X sD Criteri
riteria
Physical Motivation 4.67 0.60 Highest
Cultural Motivation 4.69 0.58 Highest
Personal Motivation 4.64 0.62 Highest
Composite Travel Motivation Factors 4.67 0.60 Highest

Note. n = 400, *sig. < 0.05
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Table 3

Tourists' perception levels regarding the 3S principles in creative tourism activities (N=400)

Level of
The 3S principles X S.D.
Interpretation

Sophistication 4.69 0.59 Highest
Senses 4.66 0.55 Highest
Stories a.67 0.55 Highest
Overall levels of the 3S principles 4.67 0.54 Highest

Note. n= 400, *si¢. < 0.05

IINATTIN 3 HANITTLATIZYINUTN SEAULWIAA 3S (The 3S principles) Y845 nay

wuugeunulneTinegluseauinian IA1edesiuwiiu (X = 4.67, S.D. = 0.54)

Table 4
Levels of satisfaction with the experience of value perception toward activities and intention

to revisit among the respondents

Satisfaction with the Experience of Value 7 <D level of
Perception toward Activities and Intention to Revisit Interpretation
Satisfaction with the experience 4.65 0.54 Highest
Value perception and intention to revisit 4.70 0.51 Highest

Overall satisfaction with the experience of value
4.68 0.51 Highest
perception toward activities and intention to revisit

Note. n= 400, *sig. < 0.05
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Table 5
Comparison of travel motivation factors across different genders (N=400)
Sex Quantity X S.D. T Sig.
Male 154 4.69 0.44
Female 196 4.73 0.51
4.339 0.014*
Prefer not to say 50 4.48 0.86
Total 400 4.68 0.54

Note. n= 400 and *sig. < 0.05

1NN 5 MU MaNTIeTERUSBUIsuANLUAnAsweadaussgslalunisvie e
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Table 6

Pearson correlation coefficient between travel motivation, satisfaction, and revisit intention

Satisfaction with Perceived value and
Travel motivation Total
tourism Activities revisit intention

*% *% *¥

Physical Motivation 795 .829 .839
(0.000)* (0.000)* (0.000)*

10
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Table 6 (Cont’)

Satisfaction with Perceived value and
Travel motivation Total
tourism Activities revisit intention
Cultural Motivation 780" 828" 830"
(0.000)* (0.000)% (0.000)*
Personal Motivation 744"” 791" 793"
(0.000)% (0.000)% (0.000)*
817" 863" 867"
Total
(0.000)% (0.000)% (0.000)*

Note. p < 0.01 (**) indicates statistical significance at the 0.01 level; p < 0.05 (*) indicates

statistical significance at the 0.05 level

91157 6 ANANITIATIEEAINANTUSNUT wsagdlanndudinwduiusiFeuanly
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