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Abstract

The objectives of this research are 1) to study the marketing mix of the tourism
at Doi Inthanon National Park, Chiang Mai, 2) to survey Thai tourists decision-making to take a

trip to Doi Inthanon National Park, and 3) to analyze the factors related to their decision-making.

This research was a quantitative research using a survey method. The
sampling sizes of 200 were chosen using the purposive sampling technique. 200 questionnaires

were then received and analyzed.

The result of the research were : the majority of the respondents visited Doi
Inthanon National Park for the first time by their own cars, they spent two days and one night
there, they also preferred to stay in tents and enjoyed the cool weather from November to
February. As for the marketing mix of visiting Doi Inthanon National Park, the choice of the days
to visit, mode of transportation and season of visitation. The researcher found out that educational
level was related to fhe decision-making in the number of days to visit and the type of
accommodation. Where as the respondents’ career was related to the decision-making about
the number of days to visit and the choice of transportation. As for the income, the researcher
found out that it was related to the decision-making of Thai tourists to visit Doi Inthanon National
Park, choice of transportation and type of accommodation. Besides, the study revealed that
the marketing mix categorized according to products was related to the decision-making of
Thai tourists visitation and their frequency of visits. Where as the pricing was related to the

decision-making of Thai tourists to visit Doi Inthanon National Park, the choice of days and the
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choice of accommodation. As for the placing, it was related to the decision-making of Thai
tourists visitation and the number of days spent there. In terms of promotion, it was related to

the choice of visiting days, mode of transportation used and the visiting season.
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