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Abstract

This study seeks to investigate the formulation and execution of developmental
and managerial approaches within tourist sites, leveraging market-oriented factors
employing Chat GPT technology for conducting sentiment analysis. The evaluation
entailed the compilation of evaluations from visitors frequenting the Night Bazaar
market in Chiang Rai province via Google Maps subsequent to the COVID-19 outbreak.
An in-depth analysis of this data was conducted to devise pertinent marketing tactics
tailored to the regional milieu.

The study culminated in the identification of 434 reviews spanning October
2022 to May 2023, garnering an average rating of 4.2 out of 5 stars, predominantly
derived from the Google Maps social platform. Notably, the preponderance of reviewers
hailed from the United Kingdom, accounting for 39 % of the overall respondents. The
most comments are positive for 55 percent and followed by neutral comment, accounted
for 23 percent. Employing Chat GPT technology for market scrutiny, the research proffered
a spectrum of strategies focusing on augmenting culinary diversity, upholding sanitation
standards, enriching the shopping experience, ensuring adept and appropriate lodging

facilities for tourists, and fostering collaborations with proximate tourist sites.

Keyword: Chat GPT, Developmental Approaches, Managerial Strategies, Market-oriented

Factors, Sentiment Analysis
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