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The influence of price perception and perceived service quality on the

decision to purchase package tours among residents in Satun Province.

Muhammadazizi Baikadem? Sinart Narkwachara?
ABSTRACT

This research aims to study the influence of price perception that effect consumers’
decision making in selecting package tour tourism in Satun Province. To study the influence
of perceived service quality that effect consumers’ decision making in selecting package tour
tourism in Satun Province. And to study consumers’ decision making in purchasing package
tour tourism in Satun Province. The researcher gathered information using questionnaires that
were distributed to a sample 400 respondents from the population in Satun Province. Data
analysis employed statistics like mean, standard deviation, frequency and percentage.
Inferential statistics used for hypothesis testing at the 0.05 level of significance included

multiple regression analysis.

The study results indicated that the influence of price perception did not have a
statistically significant effect at 0.05 on purchasing decisions regarding package tours. However,
the influence of perceived service quality had a statistically significant effect at 0.05 on the

decision to purchase package tours .

Keywords : Price Perception, Perceived Service Quality, Decision Making
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