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        The objective of this research was to identify the different in Service Quality  in  
according with Thai Tourists Acknowledgment between Thai tourists that preferred traveling to  
the same places and those who did not preferred. By inquiring the sample group of the tourists  
that traveled in domestic totally 400  samples during January 2006 to April 2006. This research  
used SPSS/FW Application for data analysis with  Frequency Distribution, Percentage,  
Arithmetic Mean, Standard Deviation and Testing of Hypothesis by means of Parametic Statistic . 

 
        The research finding found that in overview, group of the tourists who preferred travelling to 
the same places were in the content level, and by considering all aspects in descending order 
found that the satisfaction level of Usage of goods and services was most and next was Services, 
War ran ty  and  P r ic e  ,  Type  o f  goods  and  se rv i ce s ,  and  Fame  r espec t ive ly . 
 
        In overview, group of tourists who did not prefer travelling to same place was in the content 
level, and by considering in several aspects in descending order  found that the satisfaction level 
of Warranty was the most, and next was Service, Usage of goods and services, Price and Fame 
respectively. And Test of Hypothesis was found that Quality Service in according with 
acknowledgement of Thai Tourists who preferred travelling the same places and did not prefer 
was different. Readiness of Traveling Place and Service, Readiness of Restaurant and Service, 
Management System of Traveling Place, Entrance Fee, and Fame of Transportation Company at 
the significant level of 0.5 
 

 

 

 

 

 


