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The purpose of this research was to study satisfaction of thai tourists toward
rafing at Kanchanaburi province in 6 aspects which were product, price, place, promotion,
people and physical evidence & presentation. The sample group for this research were 460

tourists.

The method of data collecting was questionnaire. Statistics used for data andlysis
were frequency, percentage, mean and standard deviation. One-Way ANOVA and t-test
were used to compare the satisfaction of thai tourists towards rafing at Kanchanaburi. Least

Significant difference was found using One-Way ANOVA.

The research results were as follows :
Most of tourists aged 20 years— 25 years, having education of bachelor degree,
working as employee of private business/employee, single status, having average monthly

income lower/equivalent 10,000 baht.

The overall satisfaction of thai tourists towards rafing at Kanchanaburi were at
moderately satisfied level. For each aspects, the tourists were moderately satisfied in all

aspects except in the aspects of people and product which they were highly satisfied.

Tourists with different age had different in satisfaction level in rafing at Kanchanaburi
for overall and all marketing aspects, except in the aspects of product price physical

evidence & presentation.

Tourists with different education had no different in satisfaction level in rafing at
Kanchanaburi for overall and all marketing aspects, except in the aspects of physical

evidence & presentation.

Tourists with different occupation had different in satisfaction level in rafing at
Kanchanaburi for overall and all marketing aspects, except in the aspects of product price

and place.



Tourists with different status had no different in satisfaction level in rafing at
Kanchanaburi for overall and all marketing aspects, except in the aspects of promotion and
people.

Tourists with different average monthly income had no different in satisfaction level
in rafing at Kanchanaburi for overall and all marketing aspects, except in the aspects of

product.



