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The purpose of this research was to study Thai tourists' behavior and satisfaction
towards tourist attractions in Koh Kred Nonthaburi province. The samples for this research
were 400 Thai tourists wha came for sightseeing at Koh Kred Nonthaburi province.Questionnaires
were used as a tool for data collection. Data were analyzed by using Statistical Package for
Social Science for Windows program version 13.0 The statistics used for analyzing were
percentage, average, standard deviation, differences analysis by independent t-test, one-way
analysis of variance, pair comparison analysis by Least Significant Difference (LSD) was used
if significant differences were found and correlation analysis by using Pearson product moment
correlation coefficient.

The research revealed that:

1. The majority of Thai tourists were female, 25-34 years old age, single marital
status, bachelor degree graduated, worked as civil servant/state enterprise employees
and earned 10,001-20,000 baht monthly income.

2. Different gender affects on different Thai tourists’ behavicr in term of average
expense for buying gift/souvenir and travel frequency to Koh Kred within 5 years (including
this time) at .01 statistically significant different fevel.

3. Different of age, occupation and monthly income affects on different Thai tourists’
behavior in term of average expense for buying gift/souvenir, average individual expense and
travel frequency to Koh Kred within 5 years (including this time) at .01 statistically significant
different level.

4. Different marital status affects on different Thai tourists’ behavior in term of average
expense for buying gift/souvenir, average individual expense and travel frequency to Koh Kred

within 5 years (inciuding this time) at .05 statistically significant different level.



5. Different educational level affects on different Thai tourists’ behavior in term of
average expense for buying gift/souvenir, average individual expense and trave! frequency
to Koh Kred within 5 years (including this time) at .01 statistically significant different level.

6. Marketing mix factor on overall price aspect correlated to Thai tourists’ behavicr
in term of average individual expense at lowest level in the different correlation direction
at .05 statistical significance level.

7. Marketing mix factor on overall price aspect correlated to Thai tourists’ behavior
in term of travel frequency to Koh Kred within 5 years (including this time) at lowest level in
the different correlation direction at .01 statistical significance level.

8. Marketing mix factor on overall process aspect correlated to Thai tourists’ behavior
in term of average expense for buying gift/souvenir at lowest level in the different correlatian
direction at .01 statistical significance level.

.9. Marketing mix factor on overall process aspect correlated to That tourists' behavior
in term of travel frequency to Koh Kred within 5 years (including this time) at low level in the
same correlation direction at .01 statistical significance level.

10. Marketing mix factor on overall quality aspect correlated to Thai tourists’ behavior
in term of travel frequency to Koh Kred within 5 years (including this time) at lowest level in the
same correlation direction at .01 statistical significance level.

11. Marketing mix factor on overall place aspect correlated to Thai tourists' behavior
in term of average expense for buying gift/souvenir at lowest level in the same correlation
direction at .01 statistical significance level.

12. Marketing mix factor on overall place aspect correlated to Thai tourists' behavior
in term of average individual expense at low level in the same correlation direction at .01
statistical significance level

13. Overall motives correlated to Thai tourisis' behavior in term of average individual
expense and travel frequency to Koh Kred within 5 years (including this time) at towest level

in the same correlation direction at .01 statistical significance level.



14. Satisfaction towards overall tourist attractions in Koh Kred on festival and traditional
correlated to Thai tourists' behavior in term of average expense for buying gift/souvenir at lowest
level in the same correlation direction at .01 statistical significance level.

15. Satisfaction towards overall tourist attractions on lifestyle study correlated to Thai
tourists' behavior in term of travel frequency to Koh Kred within 5 years (including this time)
at lowest level in the same correlation direction at .05 statistical significance level.

16. Satisfaction towards overall local souvenir products correlated to Thai tourists’
behavior in term of travel frequency to Koh Kred within 5 years (including this time) at low level
in the same correlation direction at .01 statistical significance level.

17. Satisfaction towards overall Thai foods/dessert correlated to Thai tourists’ behavior
in term of average individual expense and travel frequency to Koh Kred within 5 years (including
this time) at lowest level in the same correlation direction at .05 statistical significance level.

18. Satisfaction towards overall recreations correlated to Thai tourists’ behavior in term
of average individual expense at lowest level in the different correlation direction at .05 statistical
significance level.

19. Satisfaction towards overali tourist attractions in Koh Kred correlated to Thai tourists’
behavior in term of average individual expense at lowest level in the same correlation direction
at .05 statistical significance level.

20. Satisfaction towards overall tourist attractions in Koh Kred correlated to Thai tourists’
behavior in term of trave! frequency to Koh Kred within 5 years (including this time) at low level
in the same correlation direction at .01 statistical significance level.

21. Tourists' behavior in term of average expense for buying gift/souvenir correlated
to trend of Thai tourists' behavior trend in Koh Kred at low level in the different correlation
direction at .01 statistical significance level.

22. Tourists' behavior in term of travel frequency to Koh Kred within 5 years (including
this time) correlated to trend of Thai tourists’ behavior trend in Koh Kred at low level in the same

correlation direction at .01 statistical significance level.



