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ABSTRACT

This paper aims to examine the effect that cultural marketing influences on
visit motivation and customer responses. We found that cultural marketing
promotion activities by Benares, Indian restaurant had a positive effect on
motivation to visit the store. Also research showed that the cultural direction
and positioning marketing activities of Benares’ cultural marketing had a
statistically significant positive effect on all items of customer responses, that
1s service, atmosphere, brand but cultural promotion and cultural support
marketing activities had a positive effect only on brand, except service,
atmosphere. In addition, research showed that while all items of customer
responses had a positive effect on revisit intention. In other words, it was
proven that cultural marketing promotion activities by the Third World
restaurant influence on visit motivation and customer responses and it
provides practical implications to business marketers that foodservice
companies’ marketing associated with cultural marketing activities can be
efficient marketing strategies that influence on revisit intention.

Key words: F37}AE (culture marketing), W%7] (visit motive), TZ2AHFS-
(customer responses), AW2 % (revisit intention)
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