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The purpose of this research is to study factors influencing consumer decision making to
choose accommodations in the vicinity of national parks in Chaiyaphum province. Samples were
405 Thai tourists who used to visit the parks. Data from the 405 questionnaires were analyzed
using descriptive statistics (percentage, frequencies, means and standard deviation) and inferential
statistics [t-test, F-test (One-way ANOVA), Least Significant Difference (LSD), Pearson
Correlation Coefficient, Spearman Correlation Coefficient, Multiple Regression, Simple
Regression, Factor Analysis and Discriminant Analysis] to test the hypotheses

The results indicated that the majority of respondents were male, aged mean 31 years old,
5,001-10,000 Baht incomes, high school holder, students and single. Whose lifestyle were fun ,
easy-going and liked calmness. They had high level of good attitude towards the parks. More
over, they had a high level of marketing mix factors. (Product, Price, Place and Promotion).33.6%
of respondents stayed at the park accommodation. The average group size was 7.33 persons, The
average stay was 1.83 nights and average expenditure was 2,322.42 Baht.

The results of hypothesis testing at the significant level of .05 were :

1. Different genders had different lifestyles and marketing mix factors (product).

2. Age was correlated with lifestyles, marketing mix factors (product, price, place and
promotion), attitudes and behaviors (number of people and number of night).

3. Income was correlated with lifestyles, marketing mix factors (price, place and
promotion) and attitudes.

4. Education was correlated with lifestyles, marketing mix factors (product, price and

place) and attitudes.

5. Different occupations .had different lifestyles and marketing mix factors (product,
" place and promotion), attitudes and behavior (expenditure).

6. Different status showed different lifestyles and marketing mix factors (product and
place) and behavior (number of people).

7. Lifestyles had influences on attitudes.

8. Marketing mix factors had influences on attitudes and behaviors (number of people).

9. Attitude had no influences on behavior.

10. Attitudes, product factor and price factor had influences with 61.7% correct

prediction for new consumers to stay.





