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ABSTRACT

The study of “Factors Influencing Thai Tourists’ Buying Decision on Domestic
Package Tour in Mueang District, Chiang Mai Province” aims at surveying the various
factors affecting the decision-making of buying domestic package tour and studying
Thai tourists’ behavior in choosing domestic package tour. The sample group is Thai
tourists who reside in Mueang District of Chiangmai. Data are collected by distributing
400 sets of questionnaire, interpreted and analyzed by SPSS for window, discussed and
presented by using the descriptive statistics. Then by using crosstabulation, the
relationship between the six demographic variables which are sex, age, marital status,
level of education, profession and average monthly salary and factors Influencing Thai
Tourists’ Buying Decision on Domestic Package Tour are determined.

The result of this study reveals that although 17 factors studied vary in degree
of influence, all factors are found to influence on tourists’ decision-making. The factors
that have high level of influence are the reputation and reliability of tour agency, the

qualification of tour guides, the price of the package tour, the convenience of payment,



the destination, the quality of accommodation, the type and quality of transportation, the
tour itinerary, tour timing, people in the group tour, the promotion and advertisement of
package tour. On the other hand, the accessibility and communication with the tour
agency, the season, the attractiveness of tour activities, the number of accompanying
tourists, the flexibility to changes and self-organized package tour are found to be
medium level factors influenced tourists’ buying decision. In addition, by using
crosstabulation, it is found that the demographic difference affected the decision-
making to a certain level. The result of this study also indicates that tour entrepreneurs
should pay attention to the above mentioned factors in order to attract and motivate the

Thai tourists’ decision-making of buying their domestic package tours.



