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ABSTRACT

Tlhe objective of this study was to study the factors and problems of domestic tourism of
the people in Bangkok metropolitan. The sample group consisted of 300 people in Bangkok who
planned to travel domestically. Data collection was achieved through the use of questionnaires.
Data analysis was distributed by using Frequency, percentage and mean. The results of this study
were as follows.

The majority of the group samples were female ages between 20 to 30 years old. The
next age group ranged from 31 to 40 years old. Most samples were married with Bachelor’s
degrees. There was a minority group of the samples who finished secondary education and most
worked with private companies. Their monthly eamning were 5,000-10,000 Baht while the next
income rate was between 10,001-15,000 Baht. The majority of this latter group individually
decided to make each travel within a two Gay period. They prefer to travel when convenient with
the budget of 3,000-5,000 Baht. They-usually travel alone or with friends and family. The

tramsportation used was personal car. The majority of travel information came from chosc



acquaintances while some information came from various media sources. They chose to stay in
hotels during their travels. Popular natural destinations were sea sides and waterfalls, The
majority of the population has traveled in the Central part of Thailand and wished to the Northern
provinces.

The marketing mix factors that affected decision making in domestic tourism of people in
Bangkok Metropolitan had average at the high level were physical evidence, service, people,
distribution channels, product, price, and promotion, respectively.

The first factor of each marketing were as following physical evidence factor was
atmosphere and beautiful scenery, sprocess factor was quick and efficient service, people factor
was good human relationship, distribution channels factor was convenience in traveling, product
factor was safety, price factor was price of accommodation, promotion factor was adventisement
through various media.

The problem factors that affected decisior. making in domestic tourism of people in
Bangkok metropolitan at the high level were process, distribution channels, price, physical
evidence and people respectively. The process problem factor with the average highest level was
late, inefficient service. The distribution channels probiem factor with the average highest level
was incompetent telephone correspondence. The price problem factor with the average highest
level was expensive accommodation. The physical evidence problem factor with the average
highest level was safety. The people problem factor with the average highest level was
inappropriate personality and bad human relationship.

The problem factors with the average lowest level were product and promotion. The
product problem factor with the average highest level was safety. The promotion problem factor

with the average highest level was false advertising,.



