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ABSTRACT

Songkhla Province attracts many Malaysian Chinese Tourists who typically gather information via
online platforms before visiting. This research poses the question: Is the Chinese language
information recommending tourist attractions in Songkhla accurate and authentic? It aims to analyze
the accuracy and consistency of Chinese tourism information of Songkhla province in online media
vs. actual media. This study employed a qualitative methodology and investigated data from two
online media sources, which included 15 tourist attractions. The analysis was conducted from a
comparative perspective and drew upon correspondence theory of truth. The findings found that the
consistency between Chinese tourism information in online media and the actual data of Songkhla
province divided into three aspects, including: (1) Consistency information (i.e., the geographical
locations and core characteristics); (2) Inconsistency information (e.g., location and size detail, folklore
legend, style and elements of architecture); (3) Incorrect information (i.e., the English word in
parentheses, and recommend other attractions that are unrelated). The finding highlights the need
to improve the accuracy and relevance of online tourism information about Songkhla to enhance
digital communication and foster a more informed, and contextually grounded tourism discourse.
This study also proposed the possible development opportunities and the optimization
recommendations.
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INTRODUCTION

Under “Master Plan under the national strategy”, Tourism Development plan the
development approaches, including infrastructure improvement, enhancement of facilities,
support for incentive measures, marketing promotion, and hosting international events. In
alignment with the Southern Thailand Development Plan (2023-2027), Songkhla Province
aims to develop in accordance with its potential and opportunities, resulting in the strategic
development goal ‘Songkhla: The Economic Hub of Southern Thailand, Connecting
ASEAN, and Advancing Sustainable Development.’ Furthermore, significant projects have
been initiated to enhance tourism and service sectors, such as: the Community-Based
Tourism Development Project in Songkhla Province; the Tourism Development and
Upgrading Project in Songkhla Province (The Integrated Provincial Administration
Committee of Songkhla Province, 2021). These initiatives clearly illustrate the strategic



direction for developing Songkhla’s tourism industry to meet international standards.
Studies related to the promotion of tourism in Songkhla area therefore highly valuable and
hold significant potential for practical application.

From year 2024-2025, ‘China’ is the country with the highest number of international
tourists from South-East Asia and North-East Asia in Thailand. ‘Malaysia’ the country near
to Songkhla provinces, ranked second, recording 4,952,078 visitors in year 2024 (Jan—Dec)
and 861,060 in 2025 (Jan—Feb) (Table 1). Thus, an analysis of the Chinese tourism
information is beneficial for Thailand’s tourism. Specifically, examining Chinese-language
information related to Songkhla can provide valuable support for Malaysian Chinese
Tourists.

Table 1. The Top three Countries with the Highest Number of International Tourists

No. Year 2025 (Jan—Feb) Year 2024 (Jan—Dec)
country The number of country The number of
tourists tourists
1 China 1,034,321 China 6,733,162
2 Malaysia 861,060 Malaysia 4,952,078
3 Republic of Korea 377,155 Republic of Korea 1,868,945

Source: https://www.mots.go.th/news/category/411. (Ministry of Tourism & Sports, n.d.)

The review of the literature revealed that online media platforms are currently
connecting everyone and serve as a key channel for tourism communication. Before
traveling, tourists typically gather information through digital and online channels.
Toemsungnoen (2021) found that tourists use online media before the trip, during their
journey, and after. Therefore, studying the consistency of tourist attractions in online media
is essential. Chaiyakhet et al. (2018) and Chiwakunanan (2018) found that tourism attraction
information on online platforms affects tourists’ decisions. In addition, Soontornthamniti
(2021) examined Malaysian Chinese tourists’ image of and attitude towards Songkhla at
www.google.com.my, an affiliated website, Tripadvisor, from 2018 to 2021. The study
suggested guidelines and possible opportunities that help to develop tourism in the future,
such as providing Chinese information on attractions, which could help tourists know the
correct information. The study reflects that online information is important for tourists. It
suggests development of tourism information to ensure that tourists receive accurate details.
Moreover, it is related to the decisions of tourists when they choose tourist attractions.
However, the literature review indicates that this particular topic remains underexplored,
highlighting a noteworthy research gap.

This research explored online Chinese content related to tourist attractions in Songkhla.
The information found stated: 7E3i§ FHVDHE b, 30647 — AR SR )75 4R 56 Nt BER
PLZRIEXT B[ B #0rp K Lo (4= . (Trip.com, n.d.), which translates to “On the clean
white beach, there is a prominent bronze mermaid statue, symbolizing respect for the Earth
Goddess in Hinduism”. This information differs from the actual Thai information, which
states that the mermaid statue at Samila Beach was created based on a Thai folklore legend.
Therefore, the problem was identified, prompting the need for this study.

This research poses the question: Is the Chinese language information recommending
tourist attractions in Songkhla accurate and authentic? This study aims to analyze the
accuracy and consistency of Chinese tourism information of Songkhla province in online
media vs. actual media. This study examines the issue through the lens of accuracy and
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relevance, the observed inaccuracies involve linguistic issues, geographical information,
tourist information content, and outdated content. Thisis essential for the enhancement of
digital communication and the development of a more informed and contextually grounded
tourism discourse, which related to academic.

Objective

To analyze the accuracy and consistency of Chinese tourism information of Songkhla
province in online media vs. actual media.

LITERATURE REVIEW

Research on the accuracy of online tourism information

A review of the literature indicates that examining the accuracy of information regarding
tourist attractions is significant importance. Pertheban et al. (2019) found through the
Systematic Literature Review (SLR) that existing research on information accuracy remains
limited and requires further improvement. Berhanu and Raj (2020) examined the
trustworthiness of travel and tourism information sources of social media, the findings
revealed that visitors had a positive perception towards the trustworthiness of social media
travel information sources. Wang et al. (2023) examined the relationship between online
travel information quality (OTIQ), resonance, and conation destination image. The study
found that four dimensions of OTIQ (value-added, relevancy, completeness, and design)
affect cognitive resonance, and three dimensions of OTIQ (interestingness, design, and
amount of information) effect emotional resonance. The study also provides
recommendations to destination marketers to formula appropriate marketing strategies in
the age of innovation technology.

To analyze the consistency of tourism attractions, David (2005) revealed that
Correspondence Analysis (CA) can be used to explore relationships between variables in
complex data. CA is a method aimed specifically at quantifying categorical data
(Kroonenberg & Geennacre, 2004; David, 2005). The correspondence theory of truth is the
view that truth is correspondence to a fact—a view advocated by Russell and Moore early
in the 20th century. The correspondence theory is often traced back to Aristotle’s well-
known definition of truth. Simple forms of correspondence definitions of truth: (1) x is true
if x corresponds to some fact; x is false if x does not correspond to any fact; (2) x is true if x
corresponds to some state of affairs that obtains; x is false if x corresponds to some state of
affairs that does not obtain; (3) x is true if x corresponds to some fact that exists; x is false if
x corresponds to some fact that does not exist; (4) x is true if X corresponds (agrees) with
some fact; x is false if x mis-corresponds (disagrees) with some fact.

Related research indicates a lack of research of this issue and highlight dimensions that
deserve analytical attention. These are all key aspects to be incorporates into the present
study. To conduct a principled analysis, this study will refer to the simple forms of
correspondence definitions of truth in its analysis of the results.
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Research on tourism and online media

Today, online media are closely related to tourism. When tourists plan to travel to a
destination, they search for information about attractions in online media. Chinese
millennials use digital media when making decisions regarding traveling to Thailand as Free
Independent Travelers (FIT). The results showed that travelers using applications and
websites of Ctrip (Ctrip.com) focus on the need in checking accommodations and
reservations, while those using Mafengwo (Mafengwo.cn) read reviews about Thailand.
Travelers using Ctrip and Mafengwo were satisfied. Those using Mafengwo were satisfied
with the website and applications’ sufficient, correct, and credible reviews, design, and
functions (Li, 2017).

In addition, online media is the platform tourists use to search for the most information.
As the behavior of users searching for travel information on the internet, including the
frequency of queries, keywords used, and search patterns, Jansen et al. (2008) found that
about 6.5% of internet queries are related to travel information searches, of which almost
50% are related to geographical information. The study illustrated generation C tourists’
traveling behaviors, social media usage behaviors, and social media use and gratification for
tourism. The research results found that the frequency of traveling time was positively
correlated with social media usage behaviors (Puttaruksakun, 2017). Tourists use online
media most to search for tourist information and receive the most exposure to information
about tourism in Thailand via online media from Google (Chiwakunanan, 2018).

Moreover, while the tourists explore the tourist attractions in online media before the
trip, the information they explore includes maps and facilities. During their journey, tourists
use online media to search for information about various interesting travel activities. After
their trip, they primarily use online platforms to share travel-related information within
specific travel communities and to provide updates to friends and acquaintances. The results
showed that the main obstacles and issues that tourists face include unclear details about
tourist attractions, false information, duplicate pages, and outdated information
(Toemsungnoen, 2021). Furthermore, the study of the potential of Xi’an city to a smart
tourism, the findings showed that social media was highly significant to tourism
communication for tourists and tourism services provided. Most tourists utilized social
media for every tourism activity (Wang et al., 2024).

To sum up, social media has a significant impact on the tourism industry and for the
tourist decisions. Some tourists were satisfied with the sufficient, correct, and credible
reviews, design, and functions of websites and applications. On the other hand, the results
also showed that the main obstacles and issues that tourists face include unclear details about
tourist attractions, false information, duplicate pages, and outdated information. Thus,
online media can be both sufficient and insufficient, correct, and incorrect, and provide
credible and non-credible tourism information. Therefore, studying online media and
tourism in Songkhla province is essential. However, previous studies have not addressed this
study’s research question. This research identifies a gap, namely: ‘Is the Chinese language
information recommending tourist attractions in Songkhla accurate and authentic?’.

The conceptual framework was formulated from the literature review, as illustrated in
the following figure.
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Independent variable (IV)

Chinese Tourism information
in Songkhla in online media.

Dependent variable (DV)

A 4

Accuracy and Consistency of
Chinese Tourism online media
vs. actual media.
(Correct-Incorrect, Consistency-
Inconsistency)

Figure 1. Conceptual Framework

RESEARCH METHODOLOGY

Data collection

This study analyzes online information from www.google.com.my, an affiliated website,
including five tourist attractions from ‘Xinhua Silk Road website (Bo, 2018)’ and ten tourist
attractions from ‘Trip.com (Trip.com, n.d.)’. The details of data collection are as follows:

Data collection process

The data collection process includes: First, use ‘K-K5 sl (Songkhla Attractions)’ as a
keyword for searching through ‘www.google.com.my’. The data was collected in March,
2025. Secondly, select the first five websites that appear. Thirdly, the information was

collected from the first five websites that appeared based on the selection criteria.

The selection criteria

The criteria used to select websites for in-depth study are (1) they must provide information
on tourist attractions; (2) they must not include reviews of attraction information. As per the

criteria, table 2 illustrated that two websites that were collected.

Table 2. Source of Data Collection

Online Media

The appearance of
Reviews tourist attraction
information

Tripadvisor

https://cn.tripadvisor.com/At  + -
tractions-g317134-Activities-

Songkhla_Songkhla_Province.

html

2

Followus2travel

hailand-songkhla-day-trip/

https://followus2travel.com/t - -
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The appearance of
No. Online Media Reviews tourist attraction
information
3 Tripadvisor https://cn.tripadvisor.com/At  + -
tractions-g2098239-Activities-
Songkhla_Province.html

4 Xinhua Silk Road  https://www.imsilkroad.com - +
/news/p/85546.html

5 Trip.com https://hk.trip.com/travel- - +
guide/destination/songkhla-
649/

Therefore, this research investigates data from 2 online media sources, i.e., Xinhua Silk Road
Website and Trip.com, including 15 tourist attractions, as follows:

(1) Five tourist attractions from ‘Xinhua Silk Road website (Bo, 2018)’, the website
include five recommend destinations: Songkhla (%), Mermaid Beach (36 \ i
ME), Hat Yai (4 %), Songkhla National Museum (4 K1#4)1H), and Koh Nu and
Koh Maeo (‘Nu’ means ‘rat’ and ‘Maeo’ means ‘cat’) (5 5 A5 ).

(2) Ten tourist attractions from ‘Trip.com (Trip.com, n.d.)’ ranked by popularly in the
year 2025, including: Greenway Night market (£4E 7% 153%), Klonghae floating
market (5 %/K LETiY), Elephant camp (K%E), Tone-Nga-Chang Waterfall
(‘Tone’ means ‘waterfall’, ‘Nga-Chang’ means ‘ivory’) (%7 #1ii), Hatyai City
Municipal Park (4 % iff/A L), Samila Beach (BCKH7#F¥E), Phra Maha Chedi
Tripob Trimongkol (F144#¥4), Gold Mermaid statue (&3 A\ fafifEf%), Song
Thale Park, and Songkhla Central Mosque (R K% E.5F).

In addition, although the Gold Mermaid statue (4 {438 \ fa %) and Mermaid Beach
(ZE N faif§ME) shared the word ‘Mermaid’, they differ in the information about tourist
attractions. Therefore, this study involved the collection of all the data.

Data analysis

This study is a qualitative study. The data obtained from online sources and actual data were
analyzed from a comparative perspective. This study examines the issue through the lens of
accuracy and consistency, the observed inaccuracies involve linguistic issues, geographical
information, tourist information content, and outdated content. Using Correspondence
Analysis (CA), the simple forms of correspondence theory of truth (David, 2005) are used in
the analysis.

This study based on credible sources of factual information, including official
documents and encyclopedic references. The aforementioned credible sources include
encyclopedic of Southern Culture (Thai Cultural Encyclopedia Foundation, 1999),
Songkhla city Municipality (Songkhla City Municipality, n.d.), and Tourism Authority of
Thailand (Tourism Authority of Thailand (TAT), n.d.).
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Moreover, this study based on the finding and proposes the Chinese names of the
attractions listed and the optimization recommendations. The Chinese names of the
attractions based primarily on widely used conventions to ensure clear communication with
tourists. The optimization recommendations proposed in this study are derived from
appearing on online media. The suggestions are made by analyzing aspects such as value-
added content, descriptive content, the currency of information (up-to-date), transportation
details, and operating hours.

The research flow is outlined as illustrated in the following figure.

()

Actual Data sources

» encyclopedic of Southern
Culture Accuracy and Consistency
Data collection Online Media « Songkhla city Municipality of Chinese Tourism online
www.google.com.my, sources o TAT media vs. actual media
an affiliated website  Xinhua Silk Road 2 * Correct-Incorrect
website ¢ Consistency-Inconsistency
word search ¢ Trip.com
RFRA Analyze concept
(Songkhla . ()
Attractions)
* acomparative perspective
* ¢ Correspondence Analysis’s Development opportunities
(CA)

« The observed inaccuracies * Chinese names of the attractions
linguistic issues, * value-added content, descriptive
geographical information, content, the currency of

« provide information on tourist tourist information content, information (up-to-date),
oo and outdated content transportation details, and
3 h
* must not include reviews operatng Mol
Figure 2. Research Flow

The study found that the consistency between Chinese tourism information in online media
and the actual data of Songkhla province can be analyzed in three aspects: consistency,
inconsistency, and incorrect information, The details of this comparison are summarized in
Table 3. Through the data analysis, ‘Song Thale Park’, there is no information about the
attraction on the Trip.com website. The details of the accuracy and consistency of
information are as follows:

74



Table 3. The Accuracy and Consistency of Information

Consistency between Online information and actual information

No. Consistency No. Inconsistency No. Incorrect

1 Koh Nu and Koh Maeo 1 Hat Yai 1 Songkhla

2 Greenway Night market 2 Songkhla National 2 Mermaid Beach
Museum

3 Klonghae floating 3 Mermaid Beach 3 Tone-Nga-Chang

market Waterfall

4 Elephant camp 4 Hat Yai City Municipal 4 Samila Beach
Park

5 Gold Mermaid 5 Samila Beach

6 Phra Maha Chedi Tripob

Trimongkol

7 Songkhla Central Mosque

Consistent information

The study results indicate that digital tourism information in Songkhla Province is generally
accurate in terms of basic descriptions, particularly regarding the geographical locations and
core characteristics of attractions, which largely align with official recommendations.
However, there remains scope for enhancement in the implementation-specific aspects. For
instance, Hat Yai Floating market requires additional information on its introduction to
local cuisine and transport guidance. The cultural origins of the Golden Mermaid should be
more precisely articulated. The historical significance of Kor Nu and Kor Maeo could be
enriched through a more in-depth literature review.

This study found five tourist attractions with consistent data alignment, and their core
characteristics correspond to official recommendations (see Table 4).

Table 4. Comparative Analysis of Data-Compliant Tourist Attractions

Type of Attractions Attraction Core Dimensions

Greenway Night market  Cultural immersion

Cultural Experience Attractions :
Klonghae floating market Local gastronomy

Elephant camp Ecological engagement
Natural Experience Attractions Gold Mermaid Iconic recognition

Koh Nu and Koh Maeo Historical symbolism

The details are as follows:
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Cultural experience attractions

(1) Greenway Night Market
It serves as a cultural immersion hub through its authentic handicraft displays and live
performances, with descriptions fully matching provincial tourism guidelines.

Example 1

Original Text: iX BA &AL REAL, & S2E BHRF R T L2000, REe. ZREA
NG, BB E RIS, ARG S AR TR AT . (Trip.com,
n.d.)

Translate Text: There are various stalls selling local handicrafts, clothing, jewelry, and
snacks. The market also features live music performances and entertainment activities,
making it an excellent place to experience local culture and lifestyle.

(2) Klonghae floating market

The recommendation of places includes accurate and consistent to actual information
regarding their locations and the details of available products or services, as well as a
description of the experiences visitors can expect to gain.

Example 2

Original Text: /K Bt & 340X, fEiE&UBIGC. Tilg LA &FAR/ N,
RIS L i %, A GEGE T IR 2 S, B T i AR AR AR
(Trip.com, n.d.)

Translate Text: The floating market is located in the outskirts of Hat Yai, near Hat Yai
BIG C. The market offers a variety of local snacks and attracts many tourists. Visitors can
also shop for souvenirs or immerse themselves in the local lifestyle.

Although the basic information is accurate, there is a need to provide additional details
to enhance the visitor experience. The official website of the Tourism Authority of Thailand
(n.d..) provides detailed transportation routes and contact information, such as phone
numbers and website links. Additionally, the website highlights the natural characteristics of
local cuisine in its food section.

Natural experience attractions

(1) Elephant camp

For nature-based attractions, Elephant Camp demonstrates sustainable ecotourism practices
through ethically described activities like guided elephant treks, aligning with regional
wildlife conservation protocols.

Example 3

Original Text: KRE 2HIT HIR, WEROH I b T7 o 3% BLR: my 7K HE Tl i
M, KEOLSE, T HRSAISEE KRR RG, BIFRMERR, B R, 2
HITNRERGE AT B TR R, REIEA] L2 % . KRS M H it KRR &K
##”. (Trip.com, n.d.)
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Translate Text: The elephant camp is a great place to get close to nature and breathe
fresh air. It is a high-quality tourist destination with beautiful scenery, offering visitors the
opportunity to ride elephants and explore the forest. This unique travel experience is
particularly fascinating for urban dwellers. In addition to elephant riding, visitors can also
enjoy traditional Thai massages. The highlight of the elephant camp is the “elephant show.”

(2) Gold Mermaid

The description offers a concise overview of Gold Mermaid, primarily outlining its external
characteristics. Nevertheless, this study found that the information provided is too brief, and
it is recommended to add more content to increase its appeal to tourists. It also needs
clarification of its origins in local fishing folklore to strengthen cultural authenticity.

Example 4

Original Text: ZHEG e KRLHEMER bR, TXHE M, ENAEREE O,
Ko (Trip.com, n.d.)

Translate Text: The statue is a landmark of Samila Beach, facing away from the sea,
with the mermaid combing her hair.

(3) Koh Nu and Koh Maeo

They exhibit a strong alignment between toponymic legends and geographical features.
Their historical designation as “Lion City” by Arab traders during 14th-century maritime
exchanges highlights Songkhla’s role in ancient trade networks, warranting integration with
primary source navigation records. The analysis of actual data (Tourism Authority of
Thailand, n.d.) reveals that the information corresponds with official sources related to the
tourist attractions of Songkhla. The details are as follows:

Example 5

Original Text: B A AL TR Rt , SHOKREMEEEHE, LR RIFKZES
FAE. AE A EAAR LA — R, BRI R T NI g, W B, HIER
KT o BANE U AR R T AR _ LRy a5, BEAE 7 AR B 1 M B I Y
Hin Khao Tang Kuantli. #AIEARFI/K AL 137 H Sai Kaeo?bifE. [R5 F B
By AR L AR, SRRt B R R AFRAE“DIT-30” . (Trip.com,
n.d.)

Translate Text: Koh Nu and Koh Maeo are located in Songkhla Lake, facing Samila
Beach from a distance, and are well-known symbols of Songkhla Province. According to
legend, a dog, a cat, and a rat aboard a Chinese junk stole a merchant’s magic crystal and
attempted to swim ashore but drowned. The cat and the rat transformed into the two islands
in Songkhla Lake, while the dog, which perished on the shore, became Hin Khao Tang Kuan
Mountain near the bay. The shattered magic crystal turned into the white sands of Sai Kaeo
Beach. Because Ko Nu and Ko Maeo resemble a lion when viewed from the sea, Songkhla
was once called the “City of Lions” by Arab traders.

Inconsistent information

Inconsistent information is there is information that corresponds with the actual data, but
there is also information that does not. This study identified four aspects of inconsistent
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information, including: location and size detail, folklore legend, style and elements of
architecture style, and local language. As summarized in table 5 below:

Table 5. The Aspects of Inconsistent Information

No. Aspects Tourism attractions Number
1 location and size detail (1) Hatyai City Municipal Park 2
(2) Songkhla Central Mosque
2 folklore legend (1) Samila Beach 2
(2) Gold Mermaid
3 style and elements of architecture (1) Songkhla National Museum 2
(2) Phra Maha Chedi Tripob Trimongkol
4 local language Hatyai 1
Total

Table 5 presents four aspects along with the names of tourist attractions corresponding to
each aspect. The analysis revealed examples such as: the details about Hat Yai City
Municipal Park and Songkhla Central Mosque are not shown in their actual size and
location; the story of Samila Beach and the Golden Mermaid are not presented clearly; the
architectural style and elements of Songkhla National Museum are not described in the
correct style. The details, as follows:

Location and size detail

The attractions where the location and size detail are inconsistent are Hat Yai City
Municipal Park and Songkhla Central Mosque.

(1) Hat Yai City Municipal Park

The inconsistent is the area of the park. Online information shows that Hat Yai City
Municipal Park has 6.7 hectare, which differs from the actual data. The actual data indicated
that Hat Yai City Municipal Park has 400 rai (Thai) (approximately 160 acres) (Tourism
Authority of Thailand, n.d.). In addition, 1 rai is equivalent to 0.16 hectare; so, 400 rai is
140 x 0.16 = 64 hectare. As shown in the following example.

Example 6

Original Text: Az B I QA6 AR, (HHiZ16. 740, BUMERXEEL B 7 =4
TR s DUTHESTE . SCfbsE. WESF. HEl, XBEIEEY &, DA E 2R
o (Trip.com, n.d.)

Translate Text: Located about 6 kilometers from the city center, covering an area of
approximately 6.7 hectares, the government has built three tourist attractions on this
mountain: the Four-Faced Buddha Temple, the Standing Buddha Temple, and the Guanyin
Temple. Currently, this area is undergoing expansion, and more attractions will be added in
the future.

(2) Songkhla Central Mosque

Songkhla Central Mosque is located at Khonghae subdistrict, Lopburi Ramesuan Road,
Songkhla (Tourism Authority of Thailand, n.d.). However, online media shows that
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Songkhla Central Mosque is in the central area of Songkhla. So, the information in online
media differs from actual data. The details from online media are as follows:

Example 7

Original Text: AL T3 By, ANULHERHITRGSE, P8 DU i 56 IO F B s A 2
Tifho (Trip.com, n.d.)

Translate Text: It is in the city center, with a gorgeous and exquisite appearance, while
the interior is adorned with beautiful murals and decorations.

Folklore legend

This study found that the folklore legend of the Mermaid is shown in online media differs
from the actual Thai information. Online media features the narrative legend of Mermaid
through two attractions, including Samila Beach (trip) and Mermaid Beach (Xinhua Silk
Road’ website).

Online media indicates the legend about the Mermaid, stating that its prominent bronze
statue represents reverence for a Hindu goddess. However, based on actual data, the legend
of the Mermaid is based on Thai folklore legend and does not mention any reverence to
Hinduism (Tourism Authority of Thailand, n.d.). The details from online media are as
follows:

Example 8

Original Text: 7E7% H FIVDME L, 30A — FEAR IR A7 4 1) 56 N AR, DLFRIAXSER
J&E #h K (AR . (Trip.com, n.d.; Bo, 2018)

Translate Text: On the pristine white sandy beach, there is also a striking bronze
mermaid statue, symbolizing respect for the Hindu earth goddess.

Style and elements of architecture

This study found that two attractions advertised in online media do not correspond with
actual data. The architectural styles of Songkhla National Museum are a blend of Chinese
and European styles, not purely Chinese architecture. The architectural elements of Phra
Maha Chedi Tripob Trimongkol are stainless steel, not pure silver.

(1) Songkhla National Museum

According to the encyclopedias of Southern Culture (Thai Cultural Encyclopedia
Foundation, 1999), this study found that there is consistent information on Songkhla
National Museum, but the difference in information lies in the architectural style. The
website describes it as purely Chinese architecture, whereas the Thai sources suggest it blends
Chinese and European styles. It can be said that the original building of the Songkhla
National Museum was in the Chinese style, and after renovation, European architectural
elements were incorporated (Tourism Authority of Thailand, n.d.) The inconsistent
information recommended on the website is as follows:
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Example 9

Original Text: /K~ [E S EE T 18784, WA o E A HUREE, MR 1A A0 23t
AL . (Bo, 2018)

Translate Text: Songkhla National Museum was built in 1878. It has a distinct Chinese
architectural style, reflecting the influence of Chinese peoples on the local culture.

(2) Phra Maha Chedi Tripob Trimongkol

The materials used in the construction of the temple are inconsistent. The website describes
this temple as using ‘pure silver (Z{i#)’, but Phra Maha Chedi Tripob Trimongkol uses
‘stainless steel (41i4¥)’ (Tourism Authority of Thailand, n.d.). The details from online media
are shown in the example below. In additional, the Tourism Authority of Thailand (n.d.)
provides in-depth information about this temple in Thai, but online media contains less
Chinese information about the attractions.

Example 10

Original Text: X Ji =7 i & HAERATIGE 1), FHEMIX, JA B EHR 2.
(Trip.com, n.d.)

Translate Text: This temple uses pure silver, luxurious and cool, with a very quiet
surrounding environment.

Local language

Through the Xinhua Silk Road’ website, which describes Hat Yai, this study found some
inconsistent information. Hakka and Teochew are not the most used languages, and Hakka
is not the first language of peoples in Hat Yai. Hakka and Teochew are commonly used
exclusively by Thai-Chinese in Songkhla, a specific cultural group. Hat Yai peoples
commonly used the ‘Thai’ and ‘Southern Thai language’ as the local language. The details
shown in online media are inconsistent with actual data as follows:

Example 11

Original Text: &2 & Wk, ... H EAT NUEE, BRSNS, Hha R
NIX RS —iE S . (Bo, 2018)

Translate Text: Strolling through the streets of Hat Yai, ... the pedestrians are mostly
speaking Hakka or Teochew, with Hakka being the first language here.

Incorrect information
The incorrect information includes: the English translation in parentheses following the

Chinese terms is inaccurate, and additional descriptions recommending other attractions
unrelated to the context have been included.
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The English translation in parentheses is incorrect

There are three attractions where the English words are incorrect, including Samila Beach,
Songkhla, and Mermaid Beach. Therefore, this finding is significant for enhancing the
quality of Chinese-language information on online media. The details are as follows:

Example 12

Original Text: 38 NG 55052 — AL RANE B BER,  BUONAR R 55 4 (1P )3 B 5
it 43 il 44 A B (Ko Yo) AR & (Ko Losin). (Trip.com, n.d.; Bo, 2018)

Translate Text: By the side of Mermaid is a group of ‘Cat and Rat’ statues, because the
most famous island of Songkhla includes Koh Maeo and Koh Nu.

From example 12, the English words in parentheses of ‘Ji &’ is ‘Ko Yo’ and ‘i &’ is ‘Ko
Losin’, which is incorrect. The name ‘Koh Maeo (which means cat) should be used instead
of Jfi%y, and the name ‘Koh Nu (which means rat) should be used instead of ‘i &’.
Moreover, this attraction is commonly called ‘Koh Nu Koh Maeo’.

Example 13
Original Text: K~ (Songkhla) 55 RKPEH#H4TM (SaiBuri) #:4%. (Bo, 2018)
Translate Text: Songkhla border on Malaysia Kedah (Saiburi).

From example 13, the English word in parentheses of ‘F ¥/’ is ‘Saiburi’, which is
incorrect. ‘7 #T /1’ is ‘Kedah (the state of northwest Malaysia)’. In contrast, ‘Saiburi’ is the
name of a district in Pattani province. Therefore, in parentheses, ‘Kedah’ should be used
instead of ‘Saiburi’.

Recommend other attractions that are unrelated

The information of Tone-Nga-Chang Waterfall is not correct. There is a description of other
attractions, including ‘Tham Khao Rup Chang’. Although this place is a tourist attraction in
Songkhla, it is a different location that is additional, unrelated to Tone-Nga-Chang
Waterfall. The details are as below:

Example 14

Original Text: ...... A=A &R A R KGR 2 7 (THAM KHAO RUP CHANG),
PEESTH X K102 Byt r, HAFA3MNA, ... o (Trip.com, n.d.)

Translate Text: Another famous attraction is the Elephant Spring Cave (THAM KHAO
RUP CHANG), located about 10 kilometers from the city, which has three caves.
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DISCUSSION

The findings reveal that the Chinese tourism information of Songkhla presented in online
media contain both consistent and inconsistent content, as well as inaccurate information.
If tourists do not receive accurate and precise travel information from online platforms, it
may lead to decreased interest in visiting Songkhla, thereby negatively affecting the tourism
industry.

In comparison with prior studies reviewed in the literature, this study supports the
conclusions of Toemsungnoen (2021), which indicated that the accuracy of tourism
information remains limited and requires further improvement. The result aligns with the
finding of Pertheban et al. (2019), there are unclear details, false information, and outdated
about tourist attractions in online media. Moreover, the information about tourist attractions
is not entirely accurate. In contrast, the findings of this study do not align with those of Li
(2017), demonstrating different results, which found that the information of attractions is
sufficient, correct, and credible reviews, design, and functions. This finding also contrasts
with the study by Berhanu and Raj (2020), which examined the relationship between Online
Travel Information Quality (OTIQ), resonance, and conative destination image. Notably,
that study did not address linguistic information, location details, architectural descriptions,
or local legends, elements that this identifies as significant components of tourism
information. This study indicated that not all the information about tourist attractions is
accurate (e.g., location, folklore legend, English translation in parentheses).

The findings of this study contribute to the understanding of the consistency of the
information about tourist attractions, which may inform important strategies and
opportunities for tourism development in Songkhla province. This study also suggests
potential areas for improvement, including enhancing the quality of Chinese language use,
ensuring content is regularly updated, utilizing tools such as AR-based navigation, and
providing Chinese name for tourist attractions, as follows:

(1) Chinese-language information in online media should be regularly updated. The
names of attractions should be those commonly used. For example, ‘Mermaid
Beach (35 A\ fif) is not commonly used. The Gold Mermaid statue (& .35 A
A fif1%) is more commonly used for this attraction.

(2) Information about attractions should be accurately compiled and presented. The
names of attractions and relevant details should be accurate and up to date.

(3) Establish collaboration among the government, private companies, and
universities to develop Chinese-language tourism information.

(4) Using tools like AR navigation, interactive storytelling, and workshops to make
travel information easier to use and better at sharing culture. Technology could
change how travelers get information and understand local culture.

(5) The Chinese names of the attractions listed should be the same. This study
proposes the Chinese names of the attractions listed and the optimization
recommendations as show in Table 6 below.
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Table 6. The Name of the Attractions

No. English Chinese Thai Optimization
Recommendations
1 Songkhla K FIVA Expanded brief history
2 Gold Mermaid &0 N i gﬂﬁuﬁanﬂaa Expanded folklore narratives
statue 1%
3 HatYai = walng Up-to-date
4 Songkhla National 7R EFK Y NRTA AT Expanded brief history
Museum e uiIT @SN
5 Koh Nu and Koh RS I IMERBLNNZUAT Transit guides
Maeo
6 Greenway Night AR T amansuag lwins  None required
market i@
7 Klonghae floating HUKETY ANAANDINT Local Cuisine & transit
market guides
8 Elephant camp AVAa%E thedhalianmalng) Online booking system
integration
9 Tone-Nga-Chang R WA ihanlawnt Transit guides
Waterfall
10 Hat Yai City AN FIURDITUENALG Up-to-date, transit guides,
Municipal Park uaalng Ticket price and operating
hours
11 Samila Beach WK PIARTAR Restaurant, coffee, activities
12 Phra Maha Chedi =R=ERK wizammgaddlas A brief overview, special
Tripob Trimongkol s (F4fE  awlawsaa (ads activities on the schedule
523 ALAULAR) date
13 Song Thale Park XU [l FIUFDINS A brief overview
14 Songkhla Central KAEFF IS Urdanangtyzd A brief overview and
Mosque B Tmiasia highlight

Table 6 shows the English names, Chinese names, and Thai names of 14 attractions.
Additionally, it offers recommendations to enhance the accuracy and clarity of the names
and information. For example, the information about the Gold Mermaid Statue could be
enhanced by including additional details about the legend. The information about Hat Yai
City Municipal Park could be updated (e.g., transit guide, ticket price, ticket purchase, and
operating hours.) However, Greenway Night Market does not need any modifications.
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CONCLUSION AND LIMITATIONS

This study analyzed the Chinese tourism information of Songkhla province through online
media. The data from online sources and actual data were analyzed from a comparative
perspective and the simple forms of correspondence definitions of truth. The results indicated
that the tourism information about attractions is not entirely accurate. Some information
and details contain inaccuracies.

The findings found that the accuracy and consistency between Chinese tourism
information in online media and the actual data of Songkhla province can be analyzed in
three aspects, including: (1) Consistency information (i.e., Koh Nu koh Maeo, Greenway
Night market, Khonghae floating market, Elephant camp, Gold Mermaid): the geographical
locations and core characteristics of attractions, which largely align with official
recommendations. Nevertheless, the research revealed that the promotional information
provided for some locations was relatively scarce. (2) Inconsistencies information (i.e., Hai
Yai, Songkhla National Museum, Mermaid Beach, Hat Yai City Municipal Park, Samila
Beach, Phra Maha Chedi Tripob Trimongkol, Songkhla Central Mosque) include location
and size details, folklore legends, style and elements of architecture, and local language. For
example, the area of Hat Yai City Municipal Park, the legend of the Gold Mermaid statue
differs from the actual Thai information, and the architecture style of Songkhla National
Museum. (3) Incorrect information (i.e., Songkhla, Mermaid Beach, Tone-Nga-Chang
Waterfall, Samila Beach): the English translation in parentheses following the Chinese terms
is inaccurate, and additional descriptions recommending other attractions unrelated to the
context have been included. Such inaccurate information can result in misperceptions
among tourists seeking travel-related content through online platforms. Additionally, of the
three aspects mentioned, the inconsistency in tourism attractions is the most prominent. This
is essential for the enhancement of digital communication and the development of a more
informed and contextually grounded tourism discourse.

This study also acknowledges several limitations and provides corresponding
recommendations for future research:

(1) The data of the present study were collected from www.google.com.my. The
findings primarily focus on Chinese Malaysian tourists. Therefore, it is
recommended that future studies be designed to incorporate other sources for
analysis, especially applications, such as Xiaohongshu (/NL15), Douyin (%),
Fliggy ('¥J#), and Qunar (£#)L). The mentioned applications are also popular
travel search platforms. Moreover, they are also platforms that many Chinese
tourists use.

(2) The data used to examine accuracy and consistency primarily consists of place
names and descriptive information about to tourist attractions. In addition,
information related to restaurants, accommodations, and activities within
Songkhla province is also of interest. To date, there is a lack of studies that
explicitly examine these specific aspects. Therefore, it is also recommended that
future research be conducted on the mentioned aspects. These would be in-depth
and beneficial for Songkhla tourism development.

(3) The literature review and analysis of online information about tourist attractions
indicate that technological tools have not been integrated into the tourism
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development of Songkhla province. To contribute to the development of
technology-integrated tourism. This study also recommends that future studies
focus on immersive tourism (J1¥zZiklF) (e.g., NPC (Non-Player Character)
playing poets, historical immersive experience, cultural heritage immersive,
theatrical immersive experience), and study the approach of using immersive
tourism to adjust strategies and develop tourism in Thailand.
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