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ABSTRACT

Research Title . Decision Making and Behaviour of Thai Tourists in Visiting
Saisuddha Nobhadol Mansion in Suan Sunandha Palace
and Marketing Mix Factors that Influence Their Decision

Author :s. Siripen Yiamjanya

Year 2012

The study of Decision Making and Behaviour of Thai Tourists in Visiting
Saisuddha Nobhadol Mansion in Suan Sunandha Palace and Marketing Mix
Factors that Influence Their Decision consisted of five objectives. 1) To explore
the decision making and behaviour of Thai tourists in visiting the Saisuddha
Nobhadol Mansion in Suan Sunandha Palace; 2) To compare differences
between the influencing marketing mix factors and Thai tourists’ decision making
to visit the museum; 3) To compare differences of decision making behaviour
among respondents of different demographics including gender, agem level of
education and level of income; and 4) To compare relationship between the
museum marketing mix factors and Thai tourists’ decision making to visit the

museum.

The population of this research was Thai tourists who visited Saisuddha
Nobhadol Mansion in Suan Sunandha Palace. Simple Random Sampling method
was applied, and self- administrated questionnaire written in Thai was used for
collecting the data. The questionnaire used a five- point, Likert- type scale from
the most important to the least important. Two types of statistics were utilized
in this research. Descriptive statistics included frequency, percentage, mean and
standard deviation, whereas inferential statistics used to test the hypotheses
included Independent- sample t- test, analysis of variance (One Way ANOVA),
Least Significant Difference or LSD post hoc test, and Chi-square.
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The findings of the research revealed that most of the respondents
visited museum once a year. Main information source of their searching was
websites related to museums. Most did not know Saisuddha Nobhadol Mansion
before, and know about this museum (mansion) from the Website of Suan
Sunandha Rajabhat University. Concerning the purposes of visiting the museum,
the study revealed that the most often selected purposes included visiting the
university, attending seminars and trainings held by the university, visiting the
museum by intention, collecting and studying information and knowledge about
history, art and culture, respectively. In terms of opinions towards the museum
development, the results suggested that the museum may be developed by
these items, ranked from the most often selected to the least often selected :
providing relaxing area, a restaurant that serves royal Thai cuisine, souvenir shop,
lisht and sound or traveling exhibition, coffee shop near the museum, parking
lot, Rattanakosin dressing and photo service, tourist guide service, and the last
one, tour program development in relation with the tourist attractions nearby.
When exploring the marketing mix factors that had influence on the
respondents’ decision making, using the scale of importance level, the study
presented the finding that all marketing mix factors obtained “highly important”
rank, and could be ranked from higher to lower rank: promotion, price, product
and place. The finding also revealed that the mansion’s unique architectural
style, its fame as the old palace, the fame of the university, its fame as the
source of royal cuisine, and its fame as the training center of Thai art and culture
were highly important as the influencing factor in tourists’ decision making to
visit the museum. The test of the differences of decision making behavior among
different demographics indicated that there is a difference between male and
female in receiving information about the museum and in the purpose of visit.
An analysis of variance (ANOVA) revealed the findings that respondents in
different age, with different income and education level had different behaviour
in terms of frequency of museum Vvisit, searching information, receiving
information, purpose of visit, and decision to revisit. The utilization of the Chi-

square to test the relationship between the museum marketing mix factors and
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decision making to visit the museum unveiled more than one items in all factors,
except the price factor, that had a significant relationship with the tourists’

decision making to visit the museum.

The author suggested that the marketing mix of the Saisuddha Nobhadol
Mansion of Suan Sunandha Rajabhat University should be developed as follows:
1) Product- (1) creating program or walking trail in the museum with impressive
interpretation; (2) developing the museum foyer; and (3) training museum
interpretation skill and English communication for the museum’s officers. 2)
Price- (1) the museum should remain free of entrance fee until it receives
appropriate development, and remain its position as the learning center. 3)
Place- (1) developing the website to be more attractive with updated content. 4)
Promotion- (1) designing routes that link between the museum and other nearby
attractions that have a common background with Saisuddha Nobhadol Mansion;
(2) creating travel and recreational themes, as well as FAM Trip while doing
publicity activities; (3) organizing special events and festivals, press release, or
seminars; and (4) developing souvenirs that have some linkage with the museum

content.

Keywords: consumer behaviour, museum, Saisuddha Nobhadol Mansion, Thai

tourists, marketing mix
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