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Abstract

This academic article aimed to examine (1) tourists’ demographic characteristics,
(2) tourist satisfaction with marketing mix factors (7Ps), and (3) the relationship between
marketing mix and tourists’ decision-making process in visiting the 150-million-year
Dinosaur Learning Site in Nong Bua Lamphu Province, Thailand.

A quantitative research approach was employed. The sample consisted of 400
tourists selected through accidental sampling. Data were collected using questionnaires
and analyzed using descriptive and inferential statistics.

The results revealed that overall tourist satisfaction was at a high level.
Personnel, physical evidence, and learning products significantly influenced tourists’
decision-making process. The findings indicate that developing educational tourism
destinations should focus on enhancing experiential learning and service quality in order

to support sustainable tourism development.

Keywords: Tourist Satisfaction, Educational Tourism, Marketing Mix, Dinosaur Learning
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