29 aNAdNSNaNaNIIAAFW VLA NLAWNIITIDILTIY

29NN 29LN8I1B1 INaldsnInnaIsI BN

QNI aqmw%’wﬁ

Umaporn Udomsup

UNANL

¥
@ AA

nwitsidiandszad LﬁiaLﬁaﬁﬂuﬂﬂaﬁ'ﬂaauqﬂﬂaﬁﬁﬁw%wa@iaﬂ’m‘f@]?mlmﬁamﬁuma
vioafien peennveafisrrninslusiniauassadun uazinadnuilasodudinlseaunig
nIaanandaniwadanisaaawlatiantdunieviasfion vesinvaafisir1anglusinsa
WATTTRNN WoNTaanwnsaadulatdonidun1evieniien vesinvieaiisrmiinslusinia
UATTINN n&jw"’mzm"lﬁmi wnraafisrrn Insfidaunieviesfienlusintauasnaaun 1w
400 A Lﬁuiagaiwmmﬂﬁmuaaumw ahasaTeet leaun anwd Tesar dads dndosiun
V1A maSouifisuduaioaesd Mslenstanuudiu uaznsiiemzsinidinanas
WUUWRAR D

NANTTILWLIN ﬂaé’mquﬂﬂaﬁmﬂ@i’mﬁ% leun LWﬂ,mq,im"l,@i”,m%w,amumw,s:@”u
mafne Santwademiseanlaidenidunmeviaafion sesinvieaiorsn nglusiniauassadun
Tduanenani ﬂﬁjum”aazi’]asi’sui%ty'ﬁﬂ’nuﬁ@Lﬁwﬁmﬁ'uﬂﬁ]ﬁ'ﬂdmﬂszaumammm@ lasnwsand
@hLaﬁyaglfl,m:@”umnﬁm‘i’mehuﬂs:aumammm@ﬁLL@m@mﬁ'u FUINAN TBIRINN A LATIUT B
MInTsasIning daninadaniseaawladaniawnisvendisn sassinviaaisrminglusimia

UATINTAN DL NARURIAYNWEDANTZAU 0.05

ardary : Tadpduyans, Tadbdudszauniinisaaia, nsdaduls



Abstract

The objective of this research is to study personal factors influencing Thai tourists' travel
decisions in Nakhon Ratchasima and to study the market mix factors that influence Thai tourists'
travel decisions in Nakhon Ratchasima. The sample group includes Thai tourists traveling in
Nakhon Ratchasima province. 400 people collected data using questionnaires, including frequency,
percentage, average, standard deviation, comparison of two means, analysis of variance, and
analysis of multiple regression.

The results showed that different personal factors include gender, age, income, occupation,
status, education level. Influencing the decision to travel of Thai tourists in Nakhon Ratchasima
province is no different. Most of the respondents had opinions about the marketing mix. Overall,
there are averages at different levels of market mix. Price, followed by distribution channels.
Statistically significant influence on Thai tourists' travel choices in Nakhon Ratchasima at the level

of 0.05.
Keywords: personal factors, marketing mix factors, decision making
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