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The Objectives of this research 1, To study the demand of marketing mix influcnce on tourist’s decision
making in their aecommodation on Sichang Istand, Chonburi Province. 2. To study behavioral intention in choosing
accommodation of tourists. 3. To study the relationship between behavior in travelling and the demand of marketing mix
influenee on tourist’s decision making in their accommodation.

For the researeh methodology, I use sampling method to choose some respondents from atotal group of
respondents, and draw a conclusion to that total population. It is more saving method to do sampling, aceording to time,
money and labor. Tcanducted 200 pieces of questionnaire. The total population [ selected is 200 for Thai tourists who
traveled and live in Sichang Island to answer my questionnaires for one montli {April). I analyzed data in form of
percenlage, average, standard deviation (s.d.}, t-test, and One-way /anova.

The result of thc demand of marketing mix influenee on tourist’s decision making in their accommodation
on Sichang Island is, most of the respondents are male who have age between 18-25 years old and income level below
ten thousand baht 2 month. Most of them-are single and educated in bachelor degree.

I can conclude from behavior in travelling around the Sichang Island that most of tourists visited there at
the first lime and with their friends. They had one night to stay in beachfront loeation with price average 500-800 baht
per nigh. They wete also request for facility like television. And they got the information about this place from their
friends;

The level of demand in 7 factors; Scrvice, Price, Location or distributor, Marketing tool, Personality of
staff, Process in scrvice and, Presentation influence on tourist’s decision making in their accommodation are high.

The result from comparing there is no difference in the levels on demand of markeling mix between gender
and status at the signifieance level 0.05. In other side, there is a dilTerence if classified by age, education, income,

frequency of travelling, partuers, pcriod of staying, localion, toom type, price at the significance level .03,



