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Abstract

This research aims to compare the influence of demographic factors on the choice of travel
destinations in Nan province among working-age individuals in Bangkok and (2) examine the impact
of the marketing mix (7Ps) on such decision-making. A quantitative research approach was
employed, using demographic variables and the 7Ps marketing mix as the conceptual framework.
Data were collected using a structured questionnaire from a sample of 385 working-age individuals
residing in Bangkok. Statistical analysis was conducted using a software package and included
frequency, percentage, mean, standard deviation, and inferential statistics such as One-Way ANOVA
and Multiple Linear Regression.

The findings revealed that demographic variables—age, education level, marital status,
occupation, and monthly income—had a statistically significant impact on travel destination choice (p
< 0.05). Furthermore, all components of the marketing mix significantly influenced the decision-
making process, with physical evidence, process, and price being the most influential.

These findings provide practical implications for designing strategic tourism promotion plans
for Nan province, particularly in targeting urban markets through experience design that aligns with
the specific needs of the working-age segment.

Keywords: Travel destination choice, demographic factors, marketing mix, Nan province, working-

age population
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