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Abstract

This research aims to compare demographic factors with the decision to travel to
Chiang Mai among working-age people in Bangkok and to study the influence of marketing
mix factors (7Ps) on their decision to travel to Chiang Mai. This is a quantitative research
which applies the concepts and theories of demographic factors, marketing mix (7Ps),
consumer decision-making process, and general information about tourism in Chiang Mai as
a conceptual framework. A questionnaire was used as the data collection tool, targeting a
sample of 385 working-age individuals who have previously traveled to, or are interested in
traveling to, Chiang Mai and are currently working in Bangkok. Data analysis was performed
using statistical software, applying descriptive statistics (frequency, percentage, mean, and
standard deviation) and inferential statistics including the Independent Sample F-test, One-
Way ANOVA, and Multiple Linear Regression.

The results indicate that gender, age, educational level, and average monthly income
of working-age people in Bangkok do not have a statistically significant effect (p < 0.05) on
their decision to travel to Chiang Mai. However, certain marketing mix factors product, price,
people, process, and physical evidence have a statistically significant influence at the 0.05
level on their travel decision.

The research findings from this research can serve as useful information for
academics, government agencies, and tourism industry entrepreneurs to develop strategies
to enhance Chiang Mai’s competitiveness and to promote the sustainable development of

the tourism industry in the long term.

Keywords: Marketing Mix (7Ps), Demographic Factors, Travel Decision-Making, Chiang
Mai, Working-Age People, Bangkok
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