¥oi304 : pUMNUIMsmvieuiienvesaamhuathidg
CELE) : fiamansesdgnse  augu  AMZUINISEING ANTNIZUAS
A : 2552
¥4 L
UNAALD
<2 g dy v R Y a v P :
msAntluasel yeAneguammsIiusmsnmsvisaiislvesnaiaiig

¥
o =

a v Y A by
1R MUMQERMIAAIALTA1S (Kotler and Keller, 2003 ) Taouveeondlu 7 a1u As  aw
a  w . . o o ] 9 v o
HAAAM  (Product)@UsIA1 (Price)  MUMIIATINUIY (Place) AMATTAAUXIUNIMIANA

a o . . 3/
(Promotion) AUTISWIANUTLAIN (Physical Evidence) ﬁmuﬂmns (People) Az
v Yy v

o @ 1 4 4 4 ° o 2 '3
ASEUIUMS (Process) TRoinUdoyanminviouie N undgina1ainuatiiie U 400

A0t19 TAuguAI8t139INANAEAIN (Convenience Sampling)

IS

[ a [~ @ ¥ { { a
INNANIIANEIND AR UV NI UNSINTABAAINLTAITNS

a

[] 4‘ :‘ :’ 42’ L] @ A Y ¥ ¥ ] o d’d [}
‘VH’NWIU’J‘U’EN@@W]HTUTQUTNQﬂgiuiZﬂUﬂﬂﬂﬂ'm Uﬂl')‘uﬂTUﬂ'ﬁﬁ\iLfﬁllﬂ']iﬂfnﬂ‘ﬂllﬂmﬂ'lwfz)f&lllu

szavthunaayaies onduiSeansindunssumuAuaumanans q  gunimeyly

)

a =

seAuR  UsuianuvamsanoNdbiouneIseounniga A UMAINBUNINNTITUTIA
] v v ¥
9 =S

unasdeyaiihlinneunrjinndminnahieie nswanieu yanaluaseunds oy
ad Y Ao o = ~ o & [} ta
gafties meuaneadifls@umanioawazmsauneazain e lngaunialey
Lok} Y] 1 a) @ a v 1 @ o v 4 [
soouadIudazds wiaumanmninveuisy fe yanaluaseunia tinneunsusazaull
) v ¥ v 1 Vv v v
anvalumsidunnindmaini 2-3 a53 nam iyl lunsmersuaararileomas 2-3 $21Tug
s o o 4 ) & a Ao
donse  ununldllumsmesiiendense Ao 501-700 UM FINVNTTUNNIUNTT
] d' A s : : 4? a o 1 [ 4”
vioued Ao Tulszmus s luaaiminuhibe mMsnageuauuAgIUS NI 3 Uszifu @il
1 A a ] d'i : :42’ 1 o A 4’,’ d
sz@usn  As  puamusmsmsvesngvesaaiminaiwegluszauamniy dszdun
¥ .
A 9 ] v o Y ¥ o v o s a
799 Ao Joyadiuamaruaveninneufiediin wduiusiesiniuaunmusnsng
t P g A a 1 Pt @ t P A v
vieuner  uazisziuiian Ao woAnssuMsSMeuntvesinveanol luSeslsuanuvas
H H ac a o oy 1 a a @ ] 4 { a
MBIy InAuMandamni¢ - gsaumumaninvesiion  anudlumsauna
s oy o ] ) 1 { ‘:l o a i ) $
ndwarniig $unanldlllumsvesnionaiaiing uag SauEun 1 ldlunsveans

o o d o = ' i
finwduwusvesuinduaunmmsusmsmsveuion



Title : Tourism Service Quality of Bangnumphung Floating Market
Researcher : Asst. Prof. Suttaya Somsuk, Faculty of Business Administration, RMUTP

Year : 2008
ABSTRACT

The objective of this research were to study the quality of tourism services of
Bangnumphung Floating Market based on the service marketing theory whichvinvolves product,
price, place, promotion, physical evidence, people and process. (Kotler and Keller, 2003). The
research instruments were questionnaires. The 400 populations were selected by convenience
sampling.

The results demonstrated that the opinion.of tourists on tourism service quality of
Bangnamphung Floating Market is in a good level whiereas the quality of promotion is at moderate
level in every aspects, except for the additiondl.eVents which is in a good level. The majority of the
respondents preferred natural tourist attractionsy The source of information about the Floating Market
was acquired through friends, family and relatives. The reason that respondents wanted to visit is
travel easily. The majority of therespondents had used the car to the floating market and they were
also accompanied by their fatily: parents, children, siblings and relatives. The visit frequencx is two
to three times. The visit-léngth is two to three hours per time. The travel expenditure is 501 ~ 700
baht. The activities is to have meat dish and sweet food. Mostly tourist will return back to the
Floating Market. The Hypothesis test were 1) tourism service quality of Bangnamphung Floating
Market is in a good level. 2) Tourism service quality had least relationship with all tourists’
personal information. 3) With regard to tourist behavior, preferred tourist attraction, mode of
transport, kind of persons people are traveling with, frequeﬁcy visit, visit length, travel expenditure

had least relationship with tourism service quality.



