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Abstract

This research aimed to study the service marketing mix factors affecting the decision to travel
to “Sri Satchanalai Historical Park” of consumers in Sukhothai Province. This research was
quantitative research using the concept and theory of service marketing mix as the research
framework and using a questionnaire as a tool to collect data from a sample group of consumers
who had traveled to Si Satchanalai Historical Park in Sukhothai Province, totaling 520 people. A
ready-made statistical program was used to analyze the data, including descriptive statistics,
including frequency, percentage, mean, and standard deviation, to describe the general
characteristics of the sample group, and inferential statistics, including analysis of variance to test
the influence of demographic factors, Pearson correlation coefficient analysis to test the relationship
between service marketing mix factors and travel decisions , and multiple regression analysis to test
the influence of service marketing mix factors. The results of the research found that most of the
sample were female, aged 21-30 years, had a bachelor's degree, an average income between
10,001-20,000 baht, and were single. For the opinions on the service marketing mix factors (7Ps),
all aspects were at the “high” level, which showed that consumers were clearly aware of and valued
the experience of visiting Si Satchanalai Historical Park. When considering the impact of the service
marketing mix factors on the decision to choose to travel, it was found that the product, price,
distribution channel, marketing promotion, personnel, physical characteristics, and process factors all
had a statistically significant influence on the decision to choose to travel to Si Satchanalai Historical
Park at a level of 0.05. The marketing promotion factor was the factor with the highest impact,
followed by the product and personnel factors, respectively. The findings from this research are very
useful for government and private agencies involved in promoting tourism in Si Satchanalai Historical
Park, including tourism entrepreneurs in Sukhothai Province, in using the data to plan and determine

appropriate service marketing mix strategies to increase the potential to attract tourists and stimulate



the decision to travel to the park even more, which will lead to the development of sustainable tourism
in Sukhothai Province.

Keywords: service marketing mix, decision to choose to travel, Si Satchanalai Historical Park,
Sukhothai
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