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Abstract

The objectives of this research were 1) to study traveling behavior of the tourists at Ton
Nga-Chang Wildlife Sanctuary, 2) to compare the level of their satisfaction of Service Marketing
Mix in various aspects and level of requirement arising from their travel experiences at Ton Nga-
Chang Wildlife Sanctuary, 3) to study relationship between personal factors and traveling
behavior of the tourists at Ton Nga-Chang Wildlife Sanctuary 4) to compare tourists’ satisfactions
of Service Marketing Mix and their demand arising from traveling at Ton Nga-Chang Wildlife
Sanctuary by their personal factors and traveling behavior, and 5) to collect problems and
suggestions given by the tourists at Ton Nga-Chang Wildlife Sanctuary. The number of 400 Thai
Tourists who traveled to Ton Nga-Chang Wildlife Sanctuary were the population of this study.
The research methodology employed an accidental sampling and a quota sampling, and a set of
questionnaire was used to collect the desired data. Statistical procedures employed in the data
analysis were Chi-square, T-Test, and F-Test.

The results of this research revealed that the tourists’ major objective of traveling to Ton
Nga-Chang Wildlife Sanctuary was for recreation and they traveled by their own car with more
than five persons accompanied. In the past two years, the frequency of traveling was 2-3 times.
The number of tourists was highest during April to June, and most of them preferred to travel on
the weekends.

The level of tourists’ satisfactions of the Service Marketing Mix was at the moderate
level in most aspects, for examples goods for sale, facilities, goods and services pricing, traveling
comfort, services rendered by the officials, and the venue’s rules and regulations; except that the
cleanliness and attractiveness aspects were at the high level, while the level of satisfaction in

publicity was at the low level.
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It also found that personal factors of the tourists as age, career, monthly income and
marital status were correlated with the means of transportation using for touring, their hometown
was related to the frequency of their traveling. Moreover, the findings revealed that their career,
monthly income and marital status were correlated with their traveling dates; meanwhile the age,
education level, career and marital status of tourists were correlated with their preparing own
foods and drinks. For the publicity aspect, the male and female tourists had different level of
satisfactions at Service Marketing Mix. Their different career, marital status and monthly income
did differentiate their level of satisfactions at Service Marketing Mix in the venue’s rules and
regulations aspect.

The tourists who did prepare their own meals and drinks had different satisfactions at
Service Marketing Mix in the aspects of goods for sale, goods and services pricing and the
venue’s rules and regulations. The tourists who chose different dates of traveling had different
satisfactions at the Service Marketing Mix in facility aspect. Moreover, the tourists who have
different behavior to prepare their own meals had different demands for services. All mentioned
variables and specified tourists’ personal factors and attributes were highly correlated and highly

statistically significant at the 0.01 level.
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