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 ABSTRACT 

 

The objective of this study is to examine the factors influencing visiting 

museums in Bangkok. This research is quantitative research that applied to Theory of 

Planned Behavior consists of attitude toward behavior, subjective norm, perceived 

behavioral control, intention and behavior to visits museum. This study extends 

previous research by examining the effects of Informativeness, entertainment and 

source credibility on attitude toward behavior. 

samples. Data was gathered by online questionnaires together with attached video 

online and computed with statistical software to determine the relationships of 

factors from the above theory and model. 

According to the results, this research found that factors - 

Informativeness, entertainment and source credibility influences attitude toward 

behavior with intention to visit museums. There are also subjective norm influences 

intention to visit museums as well. 

However, this research finds that perceived behavioral control may not 

be applicable intention to visit museums, as the majority of respondents are 

+ years that have free time on vacation 

and money to pay for the entrance fee but they are interested shopping malls or 
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entertainment place that can satisfy needs of more than museums where have 

facilities and offers a wide range of interesting products so not be applicable to 

spending time for museum visits and did not see the value of the money that they 

paid for museum visits. 

The benefit of this research makes the museum's administrators or 

moderators can use as a guide for development of public relations of Thai museums 

to Thais and foreigner base on role of online that popular tools in marketing to apply 

with museum of Thailand make it more attractive. 
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