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Abstract

The objectives of this research were 1) to study the decision of Thai tourists to travel to Singburi
Province 2) o study the marketing mix of Singburi Province 3) to study the marketing mix that influences
the decision of Thai tourists to travel to Sing Buri Province.The sample group in this research was Thai
tourists, a total of 100 people, using a questionnaire as a tool to collect data The statistics used in the analysis
were frequency, percentage, mean and standard deviation. The hypothesis was tested using the Pearson's
correlation coefficient formula (Pearson 'Product Moment Correlation ) at a statistical significance level of
0.05 and using multiple regression analysis statistics ( Multiple Regression Analysis ) for test hypothesis
and report results.

The results of the hypothesis testing found that 1) the decision to visit Sing Buri Province of Thai
tourists overall is at the highest level. When considering each aspect The most average aspects can be sorted
as follows: researching information Evaluation after traveling in Sing Buri Province Comparing alternatives
awareness of problems and deciding to use the service, respectively 2) The marketing mix of Singburi
Province as a whole is at the highest level. When considering each aspect The aspects with the highest
average values can be sorted as follows: Product factors Marketing promotion factors Process factors
Personnel factors Marketing promotion factors Physical appearance and presentation factors and price
factors, respectively. 3) Marketing mix factors have a positive relationship with Thai tourists' decision to
travel to Singburi Province. Statistically significant at the 0.05 level with a correlation coefficient of 0.821.
When considering each aspect of the marketing mix, it was found to be related to Thai tourists' decision to
travel to Singburi province. It was found that the marketing mix factors The distribution channel factor has
the greatest relationship with Thai tourists' decision to travel to Singburi Province. The top 3 factors include
distribution channel factors. Physical appearance and presentation factors and personnel factors,
respectively, with correlation coefficients equal to 0.910 (very high), 0.878 (very high), and 0.778 (high),
respectively. Marketing mix factors that are related to Thai tourists' decision to travel to Singburi province.
The least is Product factors Has a correlation coefficient of - 0.219 (low) 4) Marketing mix factors in all 5

areas: distribution channels, physical characteristics and presentation. Process side Marketing promotion

a | [ 4 a a
N33 Insamsnilsyameiglsemaumaninazusmisgine Wri 2



and personnel Affecting Thai tourists' decision to travel to Singburi province. Statistically significant at the
0.05 level.
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