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The research title was the relationship between traveler’s decision
making in choosing a resort and resorts’ marketing mix management in Khao Kho
District, Petchabun Provience. The purposes of the study were to study tourists’
decision making in choosing a resort in Khao Kho District, Petchabun Provience, to
compare tourists’ attitudes towards decision making in choosing a resort and resorts’
marketing mix management with tourists’ demographics, to examine the relationship
between tourists’ decision making in choosing a resort and resorts’ marketing mix
management and to suggest the management approach for the resorts in the Khao
Kho District, Petchabun Provience .

This research employed both quantitative and qualitative
researches. The quantitative research recruited 385 Thai tourists of resorts in Khao
Kho, Phetchabun province as the samples in collecting data through the
questionnaire. Regarding the qualitative research, 20 individuals of resort managers,
governmental officers, local entrepreneurs and communities were recruited for the
in-depth interview

The research findings were as follows: The travellers’ overall
attitude towards decision making in choosing a resort was in the levels of “agree”.
When considering each aspect, the findings revealed that travellers’ attitudes were
all in the level of “agree”. The evaluation after using the resort was rated as the first
rank. Next, the evaluation of data / information for the decision making was rated as

the second rank and the need recognition was rated as the last rank.



The travelers’ overall attitude towards resorts’ marketing mix
management was in the levels of “agree”. When considering each aspect, the
findings revealed that travelers’ attitudes were all in the level of “agree”. The price
appropriate to service quality was rated as the first rank. Next, the price appropriate
to room quality was rated as the second rank and the cheaper room rate when
compared with others in the same location was rated as the last rank.

The comparative study of travelers’ attitudes towards decision
making in choosing a resort according to the variation of demographics revealed that
travelers with different gender, age, occupation, personal income per month,
duration of stay and number of travelling companions had no different decision
making in choosing a resort. Moreover, travelers with different educational
background had different decision making in choosing a resort.

The comparative study of travelers’ attitudes towards resorts’
marketing mix management according to the variation of demographics revealed that
travelers with different gender, age, marital status, occupation, duration of stay,
number of travelling companions and the money spent in staying had no different
attitudes towards resorts’ marketing mix management. Moreover, travelers with
different educational background and personal income per month had different
attitudes towards resorts’ marketing mix management.

Traveler’s decision making in choosing a resort had a positive
relationship with resorts’” marketing mix management.

The management approaches for the resorts in Khao Kho,
Phetchabun province were as follows:.

1. Entrepreneurs should participate in promoting the booth of
Thailand’s tourism to build the awareness of participants who are interested in the
information of resorts in Khao Kho.

2. The utilization of on-line media in promoting the resorts and
the discount offering to the customers who booked the resorts through website or
facebook in advance should be implemented.

3. The special discount card should be offered to the repeat
customers or recommended travelers from the existing customers by emphasizing
the off-peak season and the special discount for travelers who stay more than one
night.

4. The resort network should cooperate with related tourism-
promotion sectors especially the Tourism Authority of Thailand to promote the

tourism in Khao Kho. The annual activities should be identified in the tourism



calendar monthly, besides the overcoat concert such as waterfall travelling, seeing

birds, stars and sea mist etc.



