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Abstract

The objectives of this research were to: 1) compare the 4P’s and 4C’s marketing mix
strategies that influence the travel motivation of Thai tourists, a case study of the Klong Khon
Ecotourism Community, and 2) study the motivational factors that affect the judgment of tourists,
a case study of Klong Khon Ecotourism Community, Mueang District, Samut Songkhram
Province. This study employed a quantitative research methodology, with a sample of 400
Thai tourists who visited the site, using specific and convenient sampling methods. This research
is a quantitative analysis using structural equation models.

The study found that: 1) In the comparison of 4P’s and 4C’s marketing mix strategies
that influence the travel motivation of Thai tourists, a case study of Klong Khon Ecotourism
Community. It was observed that all respondents acknowledged that the 4P’s marketing mix
strategy has a greater impact on tourists' travel incentives more than 4C’s marketing mix
strategies, although consumer costs are less than other factors, but they are still acceptable
to consumers. 2) Motivational factors that affect tourists' decision-making, in a case study of
Klong Khon Ecotourism Community, Mueang District, Samut Songkhram Province, were found
that motivational factors, including physical needs, social needs, cultural needs, and the need
for pride, positively influence the travel decisions of tourists.

Keywords: Marketing Mix, Tourist Motivation, Tourist Decision-Making, Ecotourism Community
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ii'lﬂluLL@ia:ﬂﬁLaummauﬁmag’lmwdn
1,001-2,000 U 389894178 2,001-3,000 U
waz AN 3,001 vnawld enudau

1. WRsuifisunagnidudszaumims
mmﬂﬁﬁﬁw‘ﬁwla@iangﬂﬁmﬁ@umaﬁamﬁm
vasrinvieanisazng nydidns guTu
ﬁauﬁau%am&%’nﬁﬂaaﬂﬂu dnatias

%‘a%i‘@a&gmmmm

= 1l P
FuFmemaniien

0.912***

Place

Promotion

Todsdmyaas

Customer Want

Customer Cost

ANHANITILATIZA ULV IR09INT
L?ﬁsmLﬁm_maqwfmuﬁszaumam;@]m@
ﬁﬁ%ﬂ%w'a@immgalamn@umaﬁamﬁzm!aa
sinvieafisamalng nadidnmn guaurieano
dvauindanaslan éwmmﬁaaaymm@im
WRIAFYNITIATIN Wud1 wnviasiieadl
Anusatalugunagnssaulszaunid
ANTARNA 4P’s GIUNFAN U G1UIA0
FUEnINA SusIEINMIAaNe S
0.912, 0.922, 0.698, 0.831 WAL
ifé’ﬂﬁfﬂéjﬁfymoaﬁ@ﬁ 0.01 niads wanaM
ﬁﬁfnviadl,ﬁmﬁmmL%aluquﬂaqﬂfmuﬂimu
NNIANA 4C’s AIUANABINIIY aa;ju’%lnﬂ
@E’mﬁunumm;@ﬂm MUANNELAIN AT
Ta ULRZEIWNNIFOFNT AALYND 0.237, 0.195,
0.356 W&z 0.256 MWEAUDE N TTAURHEIATY
MIghaf 0.1 nnilaay (MW 2)

Tourist

Tourist
Decision

Motivation
Making

Convenience to Buy

Communication CFl

Loglikelihood
Chi-squared BS

-19,160.212 Chi-squared MS  3501.134
15,308.140 RMSEA 0.067
0.882 TLI 0.874

P = a A A 6 1
NINN 2 Naﬂ']iL‘IJ‘SEJ'UL‘Ylimﬂ’]']&lL°]jémE]ﬂﬂigﬂﬁa’l%ﬂizﬁ&m’]dﬂﬁiﬂ@mﬂ@
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ﬂadLﬂU?Lﬁdﬂ%iﬂHﬂﬂaGIﬂu gnalliad
’%G‘Vi’)@]ﬂ&l‘ﬂiﬂdﬂ‘i’]&l

AMMNNANMITITLNLIN ﬁﬁ]ﬁ]ﬂ@]’]%LLidﬁ]dIﬁ]
‘Yl‘]Ji“’ﬂa‘]J(ﬂ’JEl AMNADINITETUTINIY AW

Tourist

Motivation

@laﬂﬂ'ﬁ@nuaﬁﬂu ﬂ')'lll@laﬂﬂ'ﬁ@n%'l@ll%ﬁii&l
LN ﬂ’.l’]llfl’]ﬂﬂ&llﬁ]‘ﬂvl,@]L@]%‘VI'N‘Y]EIGL'Y]EI’J ‘Y]
ﬁ\‘iNﬂ(ﬂaﬂqiﬁﬂﬁulﬁ]maduﬂ'ﬂﬂdLﬂﬂj Nﬂ"l
LV]']ﬂU 1.008 amamz@musmmgmaaﬂm
7 0.01 (Mni 3)

Tourist

1.008+** ..
Decision

Making

AN 3 LLamNamaaﬂa%’sﬁmuiagﬂaﬁawa@iamsé’@%ulamaaﬁhﬁamﬁm

3. HamINadUFNNAZ I

HANIIATIIFALAINNATIVEILULAA
TA39a 9 WUenaAaeas Chi2_ms = 3501.134
RMSEA =0.067 CFI=0.882 TLI = 0.874 %Gﬂl’l

e o
n

a

shaswlngidwno

AINIIN 4

A13199 4 LFAINANTU Tz AL U809 SEM

TAUA AINH LULAR
39UAINURDAARBINUT aNNLTIUTZAN S

U

Hypothesis Parameter Total effects Result
H1 [ J— >T™M 0.912%** FOAARDY
H2 PR > TM 0.922%** FOAANDY
H3 PL commmeee >TM 0.698*** FOAANDI
H4 [TV — >TM 0.831*** FOAANDI
H5 o/ p— > T™M 0.237%* FOAANDY
H6 [ o pmm— >TM 0.195*** FOAARDI
H7 CB > TM 0.356*** EGURERN
H8 o]y pem— >TM 0.256*** ERRLELN
Ho T™ ——-> TDM 1.008** FAANEY
‘V\ZJ’H;IWWJ:

1. * §ipdaw 0.1 * Ipdany 0.05 ** Anbdaty 0.01

2. PD=Product, PR=Price, PL=Place, PM=Promotion

3. CW=Customer Want, CC=Customer Cost, CB=Convenience to Buy, CM=Communication
4. TM=Tourist Motivation, TDM=Tourist Decision Making
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