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ABSTRACT

The purpose of this study was to study about factors affecting Thai tourists
towards selection of tour operators in Bangkok. The sample group consisted of 400 people in
Bangkok who planned to travel domestically. Data collection was achieved through the use of
questionnaires. Data analysis was distributed by using Frequency, percentage and mean. The
results of this study were as follows.

The majority of the group samples were female in the ages between 26-35 years
old with Bachelor's Degree, single, work with private companies. The average revenue per month
10,001-20,000 baht, travel with tour companies in the form of tourism programs. Receiving
information from the Internet. The price is motivated to use its travel services. Frequency of
travel 1-2 times per year, in travel time 1-2 days, travel with friends groups. Like time travel
holidays contact several days. Travel costs average is 2,001-4,000 baht, Northern footloose , the
popular tourist attraction is natural, places like camp is resort.

The marketing mix factors that affected the decisions of Thai tourists towards
selection of tour operators in Bangkok had average at the high level were personal factors,
process factors, physical factors, product factors, place factors, promotion factors and price
factors in orderly. The first factors of each marketing were as following; personal factors was
human courtesy, process factors was service punctually and facilitation, physical factors was
atmosphere and beauty of attraction, product factors was security protection services, place
factors was convenience of travel, promotion factors was price reduction in package tour and

price factors was service charge for the tour.



