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ABSTRACT

The research was carried out with the objectives of studying the relationships
between the individual characteristics and three categories of tourist places as well as the
relationships between the individaul characteristics and marketing factors. The research’s
sampling group represents 400 tourists in Bangkok. The research has been conducted by
using questionnaires. Data analysis by frequency, percentage, mean, and standard deviation,
and Chi-square test.

The  result indicated that there are relationships between the individaul
characteristics and three types of tourist places categories. However, family size has no
relationship with nature destinations and educational level, career has no relationship with art
culture and traditional destinations.

The result also pointed out the existence of relationships between the individual
characteristics and marketing factors of nature destinations. Nevertheless, education and size of
family have no relationship with products (services) of nature destinations. Moreover sex and
education have no relationship with the marketing channels of nature destinations. Furthermore,
sex, education, and family size have no relationship with the advertising of nature destinations
and education has no relationship with sales promotion and public relation of nature destinations.

Moreover, there are relationships between individual characteristics except sex,
education, occupation, and family size and products (services) of historical, archaealogical and
religious places. Besides, sex has no relationship with the price of these important ancient places

and neither sex has no relationship with the price of these important ancient places and neither sex



nor education has relationship with the marketing channel and public relation of such places.
Also, education, and family size have no relationship with the advertising of historical,
archaeological and religious places. Finally, sex, age, and monthly income have no relationship
with the use of salesperson of the historical archaeological and religious places.

In addition, there are relationships between individual characteristics and products
(services) of art culture and traditional destinations. Anyhow, career and family size have no
relationships with marketing channel of such places and education have no relationship with the
advertising of art culture and traditional destinations and sex, ages, education, and career have no
relationship with the use of salesperson of these art culture and traditional destinations and sex,
ages, education, and family size have no relationship with the sales promotion of such places.
Finally sex, income, education, and family size have no relationships with the public relations of

such art culture and traditional destinations.





