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Abstract

This research is a part of Participatory, Tourist Consumer Behavior-Based
Integrated Tourism Marketing Plan for Chainat Province. The objective of this
research is to study tourism consumer behavior toward destination in Chainat
Province.

The guantitative analysis is employed in this study. Hence, 400 domestic
tourists are interviewed for quantitative analysis. The result of all respondents
show that the majority of tourists are female, aged between 25 and 34, single,
had bachelor degrees, employed in private companies with monthly income
lower than THB10,000, are resident from the central region followed by Bangkok.
Their attitude toward destination, needs/interest toward destination, and perception
of marketing communication are at the moderate levels. The intention to revisit
Chainat province is at the high level. The average amount to visit Chainat
province is 3 times. The average expenditure in Chainat province is THB 1,443.

The hypotheses testing results are shown as follows: factors influencing
tourist consumer behavior on emotion are intention to revisit, overall attitude

toward destination, destination equity on impression aspect and attitude on
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tourism culture and way of life with statistical significance of .01 level. This factor
can explain the dependent variable by 31.9 percent.

Factors influencing tourist consumer behavior on average amount to visit
Chainat province are intention to revisit and destination equity on impression
aspect with statistical significance of .01 and .05 levels, respectively. This factor

can explain the dependent variable by 7.7 percent.

Keywords: Tourism, Tourist Consumer Behavior, Chainat Province
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Tneldanfinisinseiidennnasuwuunyan (Multiple Regression Analysis)

fauUsdese B) t
WruaRlngTRan vieaiion .160 2.801%*

TAUARLAYTINADNITVIDATLINY
NSNYINTTITUYIP

TAUARLAYTIUADNTVIDLTNLINUFIAL/

o 113 2.186**
ARIUTIIU

ANNABINT/ANNaUlaluNTIB e
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15199 3 (sid)

fauUsdase B) t

ANANUVIEIDNNEY UsEnausie
- M33Inuvaieuied

- ANULARLAL/LDNANWAIYDITINIATEUIN

- puFAndiA 149 2.677*

nssuinisdeansnisnann

Anusslaviondien 277 5.039%*
F 47.724%*

Si. 0.000

R2 326

Adj. RZ 319

** Jpd1Agneadfnszau .01

A15N9 3 WU YadeniidvnSnadengfnssuaiuensualvetnvioiien
Tudmdndeum Usznaudis anusslaviesdien (B = .277) viruaflagsiusoanis
Woailed (B = .160) AMAULVAVIBUTEIAUANNIANTR (B = .149) uazVirundlay

' ] .:4' 1% o o | A o w aad )
FsaNIiBgIs Ui/ Jausssu (B = .113) egralitdeddynisanansyau 01
Tnedadosineg wandanunsaesuienginssusueisuaivastnvioaieludsmindeum
lhsovay 31.9

51991 4 UadeNadnsnwanangAnssuauduIuasvastinvioaiiea ludswinteun
Tngldafifinisiaseiiennnasuuunvan (Multiple Regression Analysis)

fauUsdese B) t

TAUARLAYTINADNISYIBIL L

TAUARLAYTINADNITVIDATLINY
NSNYINTTITUYIP

TAUARLAYTIUADNITVIDLTNLINUFIAL/
TIUTTT

ANNABINT/ANNAUla USRI
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AN5199 4 (sia)

AuUsdase (B) t

AATWVIEIBNEY Usenausie
- MIFINUVALTIBUTET

- NUlAALAL/LBNAN WAl IR IAT UM
- ANUSENTIA 124 2.083*

n33u3nNsdeaInNIIIAIN

musslariendien 194 3.202%
F 17.526

Si. 000

RZ 081

Adj. RZ 077

[y

* AdadAyn19@dAnTeau .05 ** AdvdAyn1sanfnszau .01

RNATNA 4 WU {Jﬁ]fﬁ’aﬁﬁSwﬁ‘wa@ia‘wqﬁﬂiiué’mﬁﬁmuﬂ%ﬁﬁuaqﬂfﬂviml,ﬁm
Tudmindoum Jsznoudne aruddavieadion (B = .194) uasamuvawioudien
frunnusaniia (B = .124) egrsfilvddynsaiifiszdu 01 wag 05 sy lag
Uadeeingg mdﬂﬁmmmaﬁmawqﬁmmé’maﬁ’mauﬂ%waqﬂfﬂviauﬁaﬂu%’wi’ﬂ%’wm
lo5eeaz 7.7

dyUuazafiuTeNan1sIveY

ngAnssusuesuaivestnviesfisrludmindoum Useneudae aauddle
vieadien (B = .277) siauaflassiusenisviondio (B = .160) mmiﬁﬂﬁﬁ (B = .149)
wagviruaRlaeTinsonIsvionfleadudan/Saussu (B = .113) egnildudfgyn
addfiszdu 01 Taeladusnag méﬂﬂfmmiaa‘ﬁmstqamsmﬁmmimiﬁumﬁfﬂviaqLﬁm
Tudwtadeumlddosas 31.9 uenani Jedefilavinaseonginssususuandmes
tnvieadierlufanindoum Ussnaudae anuddlavieadion (B = 194) uagenuddn
fif (B = .124) sgnfitudfyneadifiszdu 01 uay .05 mudeu Taedadesiee

wianflianunsoesuigngAnssuauiiwiuassvastnvisuiiedludwmiateumlasevay
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7.7 FeaenndostunuinuAnues Ajzen (1991) finaninvirunidsmasnoninudile
wasngAnssy avluaAdetul wud diivieadlenivausidifdeundaiondieae
Alinveniisandnmuddlalunisvieniiss dwalhiianginssulunisvieiionlu
Fmindoum TsaenndostoyavnadfaiBmssamniinuin dnveaiedludmiadoum
finnuddlalunsviendionlusesud (B = 3.56) nassauiliimuafsounawioniivuas
woAnssunsvieafisaduorsuailuszduiunans uidedeffissduiige ey
funisdeasmananavionuAreunasianisn drfunisaderssiuladeaty
wiasieadflealudmindeum  Iefesliinvieadiorsuifeatumnumannraneiisdinu
AaUdausssy fluvawieufisanesssuuafianaiy uazfinnsinounsdoyaly
unha eliiAnaudanudlauazanuidnifseuvadaieniion Faazdsnaliian

AanuddlauaznginssunNsviessludmindeum

YDLAUDUL

NNHANTITEE UWHUNNTIAIANTVIDLTEITIYTUINTULTIUTRYaNgANTIY
nsviesglarNsidiusinvesuruimindeun ludSunuaugdideladme

[ Y]

Femnanuitusdutatauswuslulseiusssaluil

1. foyangAnssutinvieadieaivhmsnwidunsinsesivugrutoyadilévh
msﬁﬂmmjmﬁfm/iaqLﬁa’gm’glmlﬂ/iﬂfu flsFnuiainvioadivarasiend Taeviruad
ANFENTIA paonauaNtlslun e iieadwmadenginssuvesinvieadlenralne
ﬁaﬁ?umsﬂimmé’uﬁuét,l,azmimam%aLﬂuﬂﬁaﬁwﬁ@ﬁ%mzﬁﬂﬁﬁﬂﬁaaLﬁmLﬁm
Auiuduariirueiindeundsionfiorlufmindoum Tnsamsaruddlarionde:
FadugfiAsademnmediunsmisiiuteyaioafuuawenisrludmindeum
Tuasnde deliiAnaudesnsuazanuauliawinduanuddauazsfangingsy
Tumsvieadien Wunseendelnsimilusiensduaiunsvioadion Inguszandusiug
wnaaisafimuglufunisdunvaidnvisafienisnuusssivlaluunasisaiien

o w

ddgludmiadeum  WelAAangfnssunsviene i ueITUaLaZIANNITYIBNLTE)

U IR
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2. §nindeumininensmauawiesiermiadlaludminiduduunnn
wiansimuiielfiuumawieuiivanazvamsussedusiug - vilvidnvieadioals
nsuRgumasiadivalufmindoum Wy amuunasaduumasisaiioams
sysumfuanduundsieniinafiuywdastuilvyfigeluvsemalng uinduliiin
msfudly asnfedsdulunsdaasunmaienfisnnslulssmensimaneunitoya
fineq widndl WiAnmssuiluasn i ussifsdntindunisdeansmeniseaalifnntu

mugiunsimuuvavieuieuaznandusiuamisafiesgrndugusssy

daiauauurdmiun1sideasedaly
= o = v v Y = a = o a ¢ ™
msAnwurawisungluiminlndifsduddnuagyinsiinseniuTeudigy
Jawuvaavionieluusazuiaigaudanazlontaedals eflazaiuisasey

Aumiangnesaresdwinteumuazainsmnuuwansalvifiudeumldsely
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