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Abstract

This research aims to study the behavior and satisfaction of Chinese tourists regarding
tourism and services in the Tha Phae Gate area, Chiang Mai Province. A qualitative research
method was employed, using in-depth interviews with Chinese tourists visiting the area. The
collected data were analyzed using content analysis to identify key factors influencing their
travel experiences. The findings reveal that the primary motivations for Chinese tourists visiting
Tha Phae Gate include experiencing Thai culture, taking photographs at key landmarks, and
trying local cuisine. Factors contributing to positive satisfaction include the friendliness of
Chiang Mai residents, the convenience of tourist facilities, and the unique atmosphere of the
area. However, negative factors were also identified, such as language barriers, overcrowding,
and higher-than-expected prices for certain goods and services. The study highlights
opportunities for improving tourism services in the Tha Phae Gate area. It suggests that
emphasis should be placed on tourist-friendly communication for Chinese visitors, better

crowd management, and promoting local identity to enhance the overall tourism experience.
Keywords: Chinese tourists, Tha Phae Gate, tourist behavior
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