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Thepurposesofthisresearchweretomarkering mix affecting dccision making in rhe

travel agents for incentive travel group and to compare opinion marketing mix affccting

dccision making in the travel agents for incentive travel group. Four hundrcd subjccts

including tcn business group responded to a survey tool. Data werc analyzed statistically in term

of frequency, percentage, mean, standard deviation, one-way analysis of variance, and if

differences were found, the differences in pair were later analyzcd by LSD mcthod.

Rcsults

Result of study also reveal that most of tourist gathering data from Privatc Company

Limitcd and most of insurance, agriculturg, food and drink, mcdical, automotive, bank,

mcchanical, office, direct sales and computer business.

Thcopinionof respondentsonmarketing mix affecting deeision making in the travel

agents for incentivc travel group was ranked in high level in term of product (f:4.01), pricc

(t=4.16), place (.f=3.50), people (t=4.13), p(rcess (i=3.921, physical (i=3.921respectively,

however, promotion (f=3.40) was ranked in moderate level.

Different business in the marketing mix affecting decision making in the travel

agents for ircentive travel group was at the statistical significarce level of .05.
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