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ABSTRACT

This research is the study of the impacts of marketing mix (7Ps) on tourists’
satisfaction.  Specifically it is a case study of Khao Kho National Park, Phetchabun
Pravince. The results of this study show that majority of the visitors were maie, between
30-44 years of age, married and living with spouse, education lower than Bachelor's
Degree. Their monthly income did not exceed 10,000 Baht, and they held occupation as
employees of private companies, with dormicile in the Northern region. The marketing
mix factors (7Ps) had an overall effect on tourists’ satisfaction to choose ¥hao Kho
National Park at high level. Personal faciors are the most important factor influencing the
satisfaction to choose Khao Kno National Park. Majority of the tourists have visited Khao
Kho National Park more than five times, the cost of each trip was less than 3,000 baht.
Tourists expressed high satisfaction in visitng Khao Kho Nationa! Park, and were
impressed by many types of attractions such as waterfails. It is further discovered that
the satisfaction of individual tourist affected their decision to travel to Khao Kho National
Park, Phetchabun Province. The marketing mixed factors on products at the tourists' site

that influenced tourists’ decision 1o repeatedly visit Khao Kho National Park many times,



were the travel expenses for each trip, satisfaction from the trip and the impressive

sights. These show significant statistics at 0.05.





