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Factors Influencing Thai Tourists Decisions

to Travel to Chiang Rai Province

R

NANY HZARN

UNARER

a o o

di/d Ce dl 3 U % o 1 o 1
Nudeelidnnlsraed Wernedeyan ulaediuynna dadediulseas

Q a

NNNIIAAA NHHAABNITAARLIAAUNIINIY DAL NTAIT 918 U091 NTIagLN 9

g9 lne Han baaInnIsAnEIa NIl llaeuauNagNENIINITAATA BRI WINAT

o

! dl o v A ¥ ' ' o 1 A o ' dl dl dl o
‘Vl‘ﬂ\‘]LVIEIQI‘L!“’\\W]QﬂLﬁﬂﬂ?’]Hﬁ”lMﬁl’]\‘]“‘l NQNRAIBEN muﬂwmmmmﬂmmﬂ HNNEUIINUIA

Y v
o a A

TENTIE AMNNITENDE1E AU 400 AU LATENNEN M TuN1994E AT Ao LuudeLnIN

LATIATIEHAINI9AT A LU ANA9uD Feaas AmAe Arddudesuunnggau
NINARBLATALLL T - test @05 One - Way ANOVA LAT@NNNT0ANeE TINAN

HANIIANHINLIN Rauiuudeun ndowlug)luiwands fasay 65.75 Hangy

3

=

£1dn987e) 31-40 1 Faray 34.80 annunIwaNsa fatay 47.25 szAun1sAneToyonms

o

Faray 62.00 89Tnd1919n13 §FRanuna ferar 36.50 e lARaIRRY 15,000 — 25,000 LM
v [ % ] dld 1 v a a ] dl
Fa8az 30.00 1Tad8dqu1s2aNN19n19MAA(7Ps) NRNAADN17ARAAW 1A AUNI9NTIaaLie9

o v A o ' dl IS dl 1 o dl v
"ﬂ\‘lﬂ’)ﬂL‘ﬁﬂﬂﬁ‘qﬂﬂﬂﬂuﬂW‘ﬂ\‘iLVIH’J‘H’Vﬂ‘VIH .ﬂ’]Wﬁ‘QNQJﬂﬁLﬂﬂﬂ@%luﬁZﬂUNﬁﬂ%@ﬂ (X =4.37,

& J

SD = 0.473) Weaia13unaef1u wudnag lussAunnign AaRuEARAUI HA1eRe49

N1gn (X = 4.48, SD = 0.501) NARAUANNAFIU WudnTadudulszauniinisaaie

1
v =

114 7 67U Nduanan1sindulamunisuiviadianlusandadaase Tann A UNARA T

ANUIIAT ATUADIUN AIUNNTAUATUNITAAIA AIULARINT AIUNTTLIU LATATUATIHOLE

o 1%

NWNELAN TaLdIN1INUINIMIUIENIFARURRA LA Lauwmmvi'auﬁm@w mﬁm@’m

o o aa

wastinvieaieagnlngldfaaas 70.30 nwsanadnaldadAnyneaiangzay .05

ARNATY: dautlszann1eniInane, N1sspdulaviaiian, Wnviasfiaagialne



Abstract

The objectives of this research were to study personal factors and marketing mix
factors (7Ps) that influence the travel decision-making of Thai tourists coming to Chiang
Rai province. The findings can be used to develop marketing strategies for enhancing
various aspects of tourism in Chiang Rai province. The target population was Thai
tourists who had previously visited Chiang Rai, and a simple random sample of 400
individuals was used. The research tools included a questionnaire, and statistical
analyses performed were frequency, percentage, mean, standard deviation,
T- test, One-Way ANOVA, and Multiple Regression Analysis.

The results revealed that the majority of respondents were female (65.75%),
aged 31-40 years (34.80%),married (47.25%), held a Bachelor's degree (62.00%),
worked as government/state enterprise officers (36.50%), and had a monthly income of
15,000 — 25,000 Baht (30.00%).The overall marketing mix factors (7Ps) influencing the
travel decision-making of Thai tourists had a mean score at the highest level (X = 4.37,
SD = 0.473) When considering individual factors, Product was found to have the highest
mean score (X = 4.48, SD = 0.501) Hypothesis testing showed that all seven marketing
mix factors (Product, Price, Place, Promotion, People, Process, and Physical Evidence)
significantly influenced the decision to travel to Chiang Rai province. These factors
collectively accounted for 70.30% of the variance in Thai tourists' travel decision-

making, which was statistically significant at the 0.05 level

Keywords: Marketing Mix, Travel Decision-Making, Thai Tourists.
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Unstandardized standardized CO”inearity
Coefficients Coefficients Statistics
Model
Std.
B Beta t Sig.  Tolerance VIF
Error
1 (Constant) 436 135 3.219  .001*
NARATUIT 186 .038 187 4.838 .000* 505 1.97
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R=.839, R°=.703, Adjusted R2=.698, F=132.833, P of=.000%, Durbin-Watson=1.882

a o 1%

* PladAtyn1eatiangzi .05
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