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The aim of this thesis was to study the marketing and satisfaction factors that
affected the visit of Indian tourists to Thailand. The sample of 400 were drawn from
614,566 Indian tourists who have visited Thailand. They were randomly selected using
convenience sampling. The data gathering tool used in this study was a questionnaire.
The reliability of the entire questionnaire was .918. The researcher collected the data
from the Indian tourists and data analysis followed using descriptive statistics: frequency,
percentage, mean, standard deviation. Variance used inferential statistic to test the
hypothesis by t - test for independent samples, one way analysis of variance to compare
their average in pairs by using LSD (Lease Significant Difference) and tests of simple
statistical correlation of Pearson. |

The research result shows that male and female Indian tourists were similar. The
ages were between 21 - 30 years old, with educational level mainly at bachelor degree,
most were self - employed professionals, with an annual income between 20,001 to
30,000 U.S. dollars, and most were residents in the city of Mumbai. The behavior of
Indian tourists who visited Thailand the 1% time, for the most cases, coincided with the
primary purpose of visit which was for leisure and travelling with the group tour. The

most favorite activities in Thailand was shopping. The housing types in Thailand that
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they chose to stay in was hotel, and the cost of travel was 501 - 1000 U.S. dollar per
time.

The hypotheses show that :

Differences in gender of Indian tourists affected the visiting behavior, and on the
frequency of visit in Thailand did not have statistical significant difference.

Differences in age of Indian tourists affected the visiting behavior, and the
frequency of visit in Thailand was statistically significant at the .05 level.

Differences in education and occupation of Indian tourists affected the visiting
behavior, and the frequency of visit in Thailand was statistically significant at the .01
level.

Differences in income per year of Indian tourists affected the visiting behavior,
and the frequency of visit in Thailand was statistically significant at the .01 level, except
the person who accompanied another.

Differences in the native city of Indian tourists affected the visiting behavior,
specifically on the main objective of traveling in Thailand and activities that interest them
while staying in Thailand. The frequency of visit in Thailand was statistically significant at
the .01 level. Type of accommodation on frequency of visit Thailand was statistically
significant at the .05 level.

The result of testingrelationship :

The marketing factors of the tourism product, the tourism cost, the tourism
channels and the tourism promotion had a relation which was statistically significant at a
low level with behaviors of Indian tourists.

The satisfaction of the tourism component of the tourism attractions, the tourism
amenity and the tourism access had relation which was statistically significant at a low

level with behaviors of Indian tourists.





