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Abstract

This research aims to 1) explore the behaviors of Thai tourists traveling to the Tai-Yuan
community in Sao Hai District, Saraburi Province, and 2) analyze the factors influencing the
decision-making process of Thai tourists visiting this community. The sample for this study
consists of 400 Thai tourists who traveled to the Tai-Yuan community in Sao Hai District,
Saraburi Province, selected through convenience sampling. A questionnaire was employed as
the instrument for data collection.

The research findings indicate that the overall level of opinion regarding the service
marketing mix factors influencing the travel decisions of Thai tourists is high. Among these
factors, the process factor has the highest average score, followed by the physical factor and
the product factor. The analysis of the service marketing mix factors that significantly influence
the travel decisions of Thai tourists, at a statistical significance level of .05, identified five
factors: physical factor, product factor, process factor, promotional factor, and service
personnel factor.The multiple correlation coefficient (R) was found to be 0.953, with a
predictive power (R?) of 90.9%. Therefore, relevant agencies in the area should prioritize the
development and improvement of tourist attractions to align with the needs of tourists, as
well as establish service marketing strategies to promote community tourism and attract

tourists to return for repeat visits.

Keywords: Service Marketing Mix, Decision to Travel, Thai-Yuan Community
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guneEly daninaseys wud dnvieuiiervnilngiiaunisluvesieigusuln -uu suneianlv

= 1

Jamdnaseys dwlngiumanvieniisanswusn Andudevay 93.25 wunsluvesaufionlunsazais

9
[y [

Frau 12 Ju $evay 75 waztrsnariiumaiesdiesdnlvgiiumstuasuaziuoring Andu
$oway 56.50 uazthumauwuuluid - 1Bundu feway 55.50 MsiAuvaluzuwuunIsiiunigeaeg
Fedlilaldusnsuidninies Andufesas 82.25 uadldsnsuddmyanaiiumaliiuaseuns
Yovay 59.25 dmfuussianAanssudiaulainiigalunmaidumadluviesiion lun msludrenin An
Hudoway 4225 daufngusrasdlunsiiunsiudnlngifumaiioneadisiuasindou Sovay
87.50 wazgnsiiunsluvioniienlduvasdoyaiivisuszneunsdnaule fe iuluduazdessulad
Ussrndifusvesnisvieadion duaudesas 39.50 uazalddrglumsfumsieaiioninvieadieaus
avasalddetionndn 3,000 v Andudesas 70.75
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NaNIATIERsEAUANARLiuTesITuduUsEaNNIRaInUI NssenisdndulaAumig
vieudvastinviesiievninadunlivieaneyusuln-oin suneEli Jaminassys munnsen 3

A15199 3 uaasAednardiuloauninnsguladenienudiudszaunisnainuinisTenu ey

AT
SEAUAUARLITL
Jademefnudaudseaunisnanausnig X SD. STAU UAU
1. Yaduaudua (Product) 3.80 0.89 110 3
2. Jadun1us1m (Price) 3.71 0.88 3170 6
3. Jadeaudewninsdndmuie (Place) 3.50 0.93 170 7
4. Yaduanunsdaasunisnaia (Promotion) 3.76 0.95 1N 5
5. Yadesuurainslunislviuing (People) 378 094 ) 4
6. Yadesnunienin (Physical Evidence) 3.86 0.94 11N 2
7. Yaduanunseuau (Process) 3.88 0.94 110 1
AWTW 377 084 g4

MNANTEA 3 WU sERuaEAuesinvieafitarnlvesetatefudiuUszaunisnain
usnsfiszauanudaiiuluamsiveglussduuin (X= 3.77, SD.=0.84) dloRasansedunuin
mmAnLiuvesinvionfisadetadefunszuiunsegluseiugean sesasn Aetadusunioniw
Tadeamudua Jaduauyaainslunistiuims Jadeaunsdaasunseain Jaduausen wastade
AUYDIMNNTTAT MY PUEIAU

HANNTIATIZN0ANBENYAULULTUABY (Stepwise) Uadevneiudiulszaunsnainuinis 9
fnaranisdndudulafunicluvisaiisiguyuln-oiu sunaenly Jminaseys

A159N 4 MFIATIZVinRnRENAN Luuluneu (Stepwise) Tadevmeinudiudszaun1snainusnigi
fina siensiindudulaiiumaluvieanetyuvuln-oiu dnneenli Saminaseys

Unstandardized Standardized

UM eAUEIUNENNINITAAA Coefficients Coefficient )
B Std. Error Beta Sig

(Constant) 262 .060 - 4.366 .000
1. 09380 uduan 186 030 195 6.211  .000*
2 Yaduausa .008 032 .008 248 804
3 U9A UL 8IINSINT VLY 036 .025 .040 1.460 .145
4 J9uAuMduasunIsRane 138 032 .155 4.286  .000*
5 Jadesuymainslunisiuinig 106 034 119 3.155  .002*
6.Jaduaunenm 308 041 341 7.586  .000*
7 Jaduanunseuiu 150 032 167 4.750  .000%

R = 0.953 R Square = 0.909, Std. Error of the Estimate = 0.257 F = 559.569, Sig = 0.000

* p<.05
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NANSNT 4 Nt nEanITIesg wud Jademnediudiulsraunisnatausnisiiding
sonsnduduladumiluvioniiosuruln-siu suneianly Sminaszys sgsidodfgmnaaiad
560U 0.05 (p<.05) laun Jadearunionn (B = .308) Jadumuduai (B =.186) Jaduiunszuiu
(B = .150) Yaduaunsdaasunisnain (B = .138) uwavdadeauueainslunisliuinis (B = .106)
Tneluina Regression Sfnanduiusidaans (R) wirfu 0.909 wansindaudsweansaline 5 faly
dunslumaansaeduienuLUsUTILIBIHaaNSNSRaInsiule Sesaz 90.9%

Mnuan1sAnwieasulddindadediutszaunismatauinig tdud Jadedrunienin
(Physical Evidence) Uadsanuduai (Product) Uadsnunszuiunis (Process) Jadeaiunisaaasy
n139819 (Promotion) wazdadesmuyaainslun1sliuinis (People) fiBnanadAysanisinduau
Taumsluvieadioayuwuln-oau sunewanly Sminaszys

d3UNan15I9Y

nanTITengAnssunaieaiivrvesiinvisafisrvninefidunisluveaieyuruln-gi
Sunaanly Swiaaseys dwlngfunsdumeeniindusn Tneldsseznandudios 1-2 u 3
Toanfunslutasfungagaddannt (Tuiensuayiuending) Snvarnmsvieniisuduwuuluid-dundy
Tnetinvieafiguinfunsfenuesuazdenldsnsuddiuyanatiuiuaseuai Aanssudildiua

a A

fevgeanfonsiienin Ssazvieuismnudifyesmaiiuduiinanamssdildannnmsvieadion \3s
TAUTTINVDIFIINATEYT

wanslengissiuadediulssaunisnainuinig wud dnvieaisrralvedanufeiu
TusssugaRefutladesuduuszaunsnanuinig Inslanzdadesunszuiunisuaznienn
lesunsusziiiugegn sudhetadeduauiuasyrannsiliuing vas idadedusadslasuns
Usziuluszdugausiidususnindmisadleifieudiutiadedu

drunansiTedededudiulszaunsnainuinisidvinasgwiivedfusenisiouiiends
Sussalugauln-oiu Sminaseys wui Jadedunienmdsdidviwagsan sosaunfeiadosu
dumn Jadeaunszuiunis Yadeaunisdaasunisnain waz Jadeauyaainslunisliuinis
Fanunidanuddysonisiganazaianufimelaliuddnriesiien egrdlsfnu Jatedusan
waztemanmsdnsmglilduandninaiiideddylunsdmarenginssunisviesiiealuviuni
ﬂwﬁ%’8ﬁLLamﬂﬁLﬁuﬁqv-nmﬁwﬁ@suaaﬂﬁﬁ@um‘i’ja%’aﬁlﬁmsﬁaqﬁumi‘viauﬁmﬁai’wuﬁssmﬁ%éfaq
TAnuddyiunsiamundededunenimurdwiondies Jadududud nsdaasunisnain ns

WLUAAINIHIAUTNSULAENTEUIUNS Waliuuseansamuesnsnanalugnamnssuvioaiien

ORIEREIAG

1. 1nMsAEnwmgAnssudnvieaiies wudn dhvieuiisrrniinednlngumenveuies
Fuadausn wazinasiumeieadiendusveznandu 4 Ussina 1-2 Su Tasdenifumslugaety
wensuasiueriing ludnwaglldi-Bundu dnreaiiendnidunisiesiedagldlduinisuidni
eq wazidenldsasuddruyanalunisifunieiiufuasevaia wansliiiufanginssuves
fnveuisrvnlnefifendldinarinegiuaseunss drufanssudildsuanudenuiniianlunis
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vieadien Ae M3dnenm FeaenndesiussanuwgAnssuinviouiies T 2564 Tourism Authority of
Thailand (2022, pp.75-78) #inuin SU':NL’JmﬁﬁﬂﬁaaLﬂ?‘imsu’niw&Jﬁaulﬁumwiam,ﬁmmﬂﬁqﬂ laun
Funge (@nsuazeniing) wazduuuuldiniedu sudadinsdanisidunesieniisifedies
uananiiineafisrrnlneveudunadiefinnuguiuiuasevaiinniian dusuussiiud
Fnviendiervameiuindulsglenianmsiunisieuiineluussnaiiddy Waud nsle
183U wazdsaennneeiun13Any1ves Seyidov & Adomaitiene (2016, pp.112-127) Fawan15398
Ut dreszermTeIIAuIg Asdmnsaruazainlugavneaisnn lassadaiiugiuduns
vioafien Audnwuzdudawindon ninensyana waziia Wuaudnvusiiddydiniv
fnvieadiesluviesdulumadongamnetaenisiunisvienien sansidedtividiui woinssy
nMsvieaieavesinvieaiisrrainediluvionferyuvulne-sou Sminaszyd ddnuvazidiunis
iy 9 woulud-Bundu Tesazsdundurisiungeaadunne uazdnagfunaiunsie
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2. wan1siasziszauadediudszaunisnainuinis wuin naudiegisdiaanudniiiu
Tnpsameglusefuinn Tnesuiiiaedogsiian fe Jadesunszuiunts sesasnde Jadody
meam dadesudud Jadefuyaainsiiliuinig uazdadefunmsdaaiunisnaiamudiu diu
Yadesuiiiniadetiooiian fe Jadesnudomnanisiasmiedudn nanideiuandiifiuiy
tvieafeliruddyfunszuiunsifuimsvesunasioadion 1wy udwisaiisaneluysuly-
grufianutasaderannaienisuasninddu fdudnveaisadnfnaudulalunisfuniely
viewflen Tl nwaizmemeninuazuIIeIMAvesUmaien e lusuvy Anvieaiiodldduad
Saussuln-oiu FwamsiTeiaenndeatunisineives Silanoi & Suthirak (2015, pp.47-59)
w1 dhulszaumsmsnaaiifidvinademafumsmiesiiondununsleiFosdduainunlum
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wazuinslunisany msduasunisnaiamsviosfielnazdnuaenianisnmuesalu Auddy
wanaIntudidenndoafuuideves Chairerk, & Wongmontha (2019, pp.16-27) finuin 1w
Fpanemsdndning Wutldeiiinvieuiealirnuddnyesiignainiiadonniuuansliiiiuiy
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Fonifumsvisauisvesiinviesiiien

3. MlTgiladsdulsraunisnanuinsntdniwadenisdndulafiuniaviesiieaves

aAaa

g17lve wud1 Yadeusn Ae Jedesmunenmluladeiifidvsnadenisindulailemnuuawoadien
aeluygusulv-sruduiinruazorauasUaondedmivinoniiss dsaandosiunisdnwues
Hinlayagan et al. (2023, pp.26-32) finun AMENYVRIAMINEUA1ENI A1NUADAABMALNIT N
mnasiung Wudadenieifeuddyronsdnduiumavieadietluumdsmeadimmiaiausssaly
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Aumnanvieaiien aenadefufinwidiunsveniiondsausssuvesinsUsymalay Zhang & Chen
(2018, p.363)‘17iwud1 JR38A1UNITUSLINFUNUS AINUNUIEVDITAIUSTTY WATUSTEINA
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