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Abstract

The purpose of the research are to study the experiences in tourism website
application of internet users, the relationship between the service satisfaction and the
goods and service decision behavior concerning E-tourism, the relationship, between
marketing factors effecting goods and service decision behaviors concerning E-tourism.
The domestic and internationa! internet users have bought goods and the service in
three types such as air ticket, hotel reservation and package tours were the sample of
the study. Tourism Authority of Thailand website both Thai and English, Naresuan
University website, Service Science Center-Bangkok Metropolis, and Mahasarakham
University website were announce on 4 website. The sixty items of questionnaire online
was the instrument of the collection data of the study. The 400 questionnaire online was
collected data during 1% day of December, 2006 up to 31% day of January, 2007. The
frequency count, percentage, means, standard deviation, t-test, F-test and Pearson’'s
correlation were used as the statistical analysis. |

The research found that majarity of the respondents were male, 25-34 years of
age, bachelor degree of education, belong to private company / employees and has
income 10,000 — 29,999 baht / months, and main result were as follows.

| 1. The experiences in tourism website application of internet users found that

the customers used e-tourism for the goods and service 1-3 times, by the e-tourism



selection using the searching from search website or the collection website name list,
and the customer has less satisfied in goods and service via e-tourism.

2. The service satisfaction of e-tourism found that the product buying structure
on website, the customers were much satisfied on average 3.77 which much satisfied in
searching the data.

The customers has much satisfied in purchasing system on average 3.64 which
much satisfied in the step of purchasing and the reserve and service clearly.

The customers has much satisfied in purchasing system on average 3.64 which
much satisfied in the step of purchasing and the reserve and service clearty.

The customers has much satisfied in safety system on average 3.47 which
much satisfied in method of security on website and safety certificate in payment with the
bank / financial institution.

The customer has much satisfied in service on average in each aspect 3.72
which much satisfied in consultancy, new suggestion after the service, and goods and
service guarantee.

3. The marketing factor of e-tourism, the products, price, place and promotion
were very good satisfaction with the total average egual 3.83, 3.94, 3.84 and 3.99,
respectively.

4.Sex, age, educational attainment, present occupation and average income /
month of he customer effected goods and service decision behaviors concerning e-
tourism.

5. There were staiistical significant relationships at .01 between the purchasing
buying structure, the purchasing system, the safety system the service with goods and
service decision behaviors concerning e-tourism.

6. There were statistical significant relationships at .01 between the marketing
factors such as product, price, place and promotion with goods and service decision

behaviors concerning e-tourism.





