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ABSTRACT

The study aimed to examine Thai tourists * behavior , marketing mix and personal
factors that affected the demand for travel to visit Sifai bog in Phichit Province and the resulted
satisfaction . Information was collected from 400 samples of Thai visitors to Sifai bog during late
July-early August in 2011. It employed such analytical tools as descriptive statistics to understand
tourists ’s behavior , Likert scale rating to determine the effect of marketing mix on the demand
for visiting the tourism site and the resulted visitors satisfaction, and analysis of variance to gain
insight into personal factors which affected the spending of Thai visitors for visiting this tourist
attraction site.

The majority of the samples under study were characterized as female,21-40 years old ,
unmarried , engaged in their own business , bachelor’s , degree graduate , and having 5,000-
15,000 baht monthly income. Their main reason for the visit was for pleasure. They generally
traveled with friends using private vehicles in most cases touring the site. The average expense
per visit was 580.95 baht. They learnt the tourism information mainly from their own family

members.



The most influential marketing mix factor was found to be product which included the
attributes of reputation of the Sifai bog , attractive environment , diverse places for relaxation ,
and interesting tourism activities.

On personal factors affecting the spending behavior level , it was found that age and
domical of the visitors caused the difference in the expenditure level while gender and income did
not.

On visitor’s satisfaction, most samples understudy expressed their most satisfactory
marketing mix factor to be the physical aspect for the reasons of different locations for different
uses/interests. The next most satisfactory factors were clean lines of the place and the convenient
travel routes within the tourist attraction site , respectively. The least satisfactory marketing mix
appeared to be promotion because there existed too limited constant and wide publicity and

advertisement about tourism at Sifai bog through magazine , brochure , or internet sources.



