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Factors affecting the decision of Chinese tourists to visit Thailand
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Abstract

The purposes of this study were to determine the process of Chinese tourists decision and marketing
mix affecting the decision on choosing to travel to Thailand. Quantity research method was used for this
study by using 400 samplings of Chinese tourists who traveled to Thailand. The statistical application was
percentage, mean, standard deviation and regression.

Findings from the study indicated 1) The process of Chinese tourists decision overall are high level
consisted of details in ascending order as follow: Information searching, the evaluation of selections, the
evaluation after purchase, the purchasing decision and awareness. 2) The Marketing mix factors that have an
effect on the decision-making process of Chinese tourists to visit Thailand. The overall picture is high
consisted of details in ascending order as follow: personnel, distribution channel, prices and business
management process are in the very high concerned level, products, physical presentation and marketing
promotion are in the high concerned level And 3) The marketing mix factors also have an influence in
Chinese tourists to make an decision to visiting Thailand.

Recommendations from the study were that administrative officers of travel agency should offer
travel program which appropriate to time schedule, variety of package tour, introducing new places of
traveling with special prices, adequate of distribution channels, knowledge documents of travel places
included, personnel with service competent, accept comments from customers in order to improve and

provide better service.
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