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ABSTRACT

The objective of this independent study was to study Thai tourists behaviors in
selecting resort in Kanchanaburi Province. The data was collected via a questionnaire distributed
to 400 tourists covering all areas in Kanchanaburi. The data was analyzed using descriptive
statistics, namely frequency, percentage, and mean.

The results of the study showed that 51.25% of the questionnaire respondents
were female, 62.75% held Bachelor’s degree, 34.50% were 31-40 years old, 46.75% were single,
34.25% were government officials/state enterprise employees, and 25.50% had a monthly income
0f 10,001-15,000 baht.

The most important factor for resort selection was the resort’s atmosphere which
should be peaceful and suitable for relaxing. The most important reason to choose a resort was
the resort’s beautiful grounds and facilities. The most influential person for the selecting decision
was the respondents themselves. They found information from the Internet and traveled to the
resort by personal car. In the past 3 years, they had stayed in a resort during April-June. They
chose travel time according to convenience. They made reservation through resort representative
or representative’s web site the most.

The respondents ranked overall service marketing mix factors at the high level, in
the following order from the most important to the least important: personnel, physical
presentation, place, process, product, price, and marketing promotion.

The first 3 ranked sub-factors for product were resort/rooms were beautiful, resort

situated near tourist attractions, and convenience. The first 3 ranked sub-factors for price were



reasonable price, variety of prices, and credit payment. The sub-factor for place which was ranked
at the high level was many channels for making reservation. The first 3 ranked sub-factors for
marketing promotion were discount promotion for rooms, promotion for extra free day, and other
promotions. The first 3 ranked sub-factors for personnel were staff’s politeness, staff’s
attentiveness, and staff’s friendliness. The first 3 ranked sub-factors for process were the overall
quality of service, quick and accurate check-in, and cleanliness and orderliness of rooms. For
physical presentation, the sub-factor which the respondents ranked at the highest level was
resort’s safety, and the sub-factors which were ranked at the high level were resort’s cleanliness,

room decoration, and quietness without disturbing noises.



