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Abstract

This research aims to investigate the causal factors affecting cultural tourism behavior among tourists in Mueang
District, Nakhon Si Thammarat Province. The study synthesized information from multiple related research articles to
pinpoint the primary determinants of cultural tourists' decision-making and behavior. The research was conducted from
January to June 2025. The results indicate that the key factors influencing cultural travel behavior in the Mueang District
area can be classified into four primary groups personal and demographic factors, motivational factors, tourism element
factors, and marketing and information perception factors A thorough understanding of these factors will assist the
Nakhon Si Thammarat Provincial Cultural Office and the Tourism Authority of Thailand (TAT) Nakhon Si Thammarat Office
in planning and developing effective and sustainable strategies for promoting cultural tourism in the region.
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