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ABSTRACT

Purpose of this study 1) to study the behavior of tourists deciding to stay of
tourists in accommodation Sukhothai Province 2) to study the nature and type of
accommodation facilities o tourists stay in Sukhothai Province Accommodation Select
Ram 3) to study the market. Visitors to the camp in the province of Sukhothai and nearby
provinces.

Group of respondents from the study by Thai tourists. And foreigners to come to
travel a total of 400 people in Sukhothai province, with a separate questionnaire is 3:1
Thai tourists is collected questionnaires and collected 300 sets of questionnaire travelers
use the questionnaire as a tool suite 100 in the store. data collection. Analyzing spatial
data with descriptive statistics (Descriptive analysis), including cost, frequency values
and the average percent standard deviation. Spatial statistics and inference (Inferentiaf
statistics) include a statistical test is Statistical difference scale values (T-test) in
comparison of group 2 and statistical tests used to charge different frequency values (F-
test) or one-way test of variance (One-way Analysis of Variance:. One-way ANOVA).

The research found that Respondents with an overall majority of tourists come to
travel in Sukhothai Province. Mostly fernale. 69.00% aged 15-24 years accounted for

42.5% of bachelor-level education. 60.5% Occupation Student. 38.8% monthly income



fess than 10,000, representing 38.8% of single status, 71.8% from the central region.
Representing 34.8%.

Visitors come to travel in Sukhothai Province. Most are intended to travel to study
history. 40.7% with 46.0% of families representing a coach on the road. 50.3%
awareness about the tourism sites / Internet 30.3% had not yet arrived in the province
Sukhothai travel. Representing 53.7% to stay in a hotel room at Phitsanuiok Province.
Representing 74.3% booking through tour companies. 40.3% Room prices do not
exceed $ 1,000, representing 54.0% of the number of camper nights 1 representing
68.7% awareness information about the company stay accommodation guide
Representing 30.7%.

Market factors that Thai tourists to stay in the lodge. The research found that
overall levels. The average maximum 3 is the first product. And secondary level in many
areas prices have come down in level. And distribution channels. Levels, and found that
gender, age, educational career income differences to focus on different market factors
have statistically significant at 0.05 level, but found that sex differences. Focus on market

factors do not vary.





