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Abstract

This research aims to study Thai tourist satisfaction toward service marketing mix of Khiriwong
Community located in Lansaka district, Nakhon Si Thammarat Province and to compare differences
in tourist satisfaction based on personal factors. Quantitative research was employed. The sample
consisted of 400 Thai tourists who had previously visited Khiriwong Community. Convenience
sampling was employed, and data were collected using a questionnaire. Descriptive statistics,
including frequency, percentage, mean, and standard deviation, were employed for data analysis,
along with inferential statistics such as the t-test, one-way ANOVA. Overall, consumers’ tourist
satisfaction toward service marketing mix across seven dimensions were rated high (mean = 3.68,
S.D. = 0.63). Specifically, the highest-rated dimension was product (mean = 3.77, S.D. = 0.71).
Hypothesis testing revealed statistically significant differences in tourist satisfaction toward
service marketing mix at the 0.05 level (p < .05) among tourists of different gender, ages, education
levels, occupations, and income levels. The results of this study may guide business people for
customer segmentation with different personal factor criteria and formulate their service marketing
strategies to reach the right target for higher tourist satisfaction. This will result in repeated visit and
customer loyalty.

Keywords: Tourists Satisfaction, Khiriwong Community, Tourists Satisfaction Toward Marketing Mix
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Kotler, P. & Armstrong, G. #inanyindudszaun1snannuinis (Service Marketing Mix) 51 7 ¢y wi3e 7Ps
(Kotler, P. & Armstrong, G., 2018) LLaw:ﬁ%’alé’fﬁmum%’aﬁmma"m%’uehuﬂﬁzaumimam%miﬁgq 7 fu el

3.1 fundndaminisvioudien (Product) @ 6 Ao fie 1) mnuazenuazAIasafy
Yositin 2) anmvesgunsaifineslinuneluriesin 3) mmazeinEeuiesvesiuenng 4) duusenou
onsTanuarlyainaenia 5) mnamanvatgvesdudiszdn uag 6) nseenuuuAuFLIuendnyal
YBINYUUATI
3.2 fusauazalidevesinvioudien (Price) @ 4 faw fio 1) msrAuInsvionin

2) BMFIANUSNITDINNS 3) SIANAUAIVDINTLAN kA 4) DRTIATUINITNINTTUNDULNEN



19
NIATFIAUAENTUAY INUTTIU U 10 atudl 2 (MunWus 2569)

8 &
3.3 Audeannansivinglazanuil (Place) 1 4 A0 Ae 1) eiAswemginuaTe
WD9EZAIN 2) N15IDINNN/LNALNATISNAZAINKIUUSENUUNYT 3) N15IDINNN/WRALNTISAAZAIN
v 6 d' v @ LY o’d' 1 a & @
NNTANA WAL 4) N1SIDINNN/WINALNANISNALAINNIUNID UMD SLIR
3.4 iUMIALETUNITNAIN (Promotion) &l 6 AU AR 1) MIlawaNNINEeFNUN/ng/
Ws9ied 2) nMsuszandunusiidaiiunedules 3) nsdsasunisuieutaulavesiinn 4) nisdaasy
dl 1 v 1 a dl 1 a o o dl dgl U
159187 UaUlY995 UBIMNS 5) NsdanasunisuienUiaularesuseniiien wag 6) dnednieluds
Vo ~ a oa
WNAIIDUNEINAEIND
3.5 AUNTTUIUNSMIUSNS1899187 (Process) Il 4 A1anu A 1) NTEUIUNITHAUNYIBaNen

Y a ¥

Feseudasade 2) elvuinisdeyatinveadisniivme 3) mshreufiumesidnngisssuuuinng
ogaflgane uay 4) Iidwmihiifdieame

3.6 suglsiusnsvieaiien (People) il 4 dany e 1) Auanw soutien ThiAesigndn
2) mnuenlalduaznsziiesesu 3) anugnaestnulunsivideya wae 4) n1susineuarAINazeIn

3.7 frudnuanesnenin (Physical Evidence) i1 3 franu Ao 1) iallanwllfideeasns
upthagiivia 2) mmlsuasuresunasioadien way 3) auuthguvamisaisdazanaue

AanudukuunnduUsTINAIes Likert’s Scale 31 5 sgiu Inefinaailunislinzuuu fe

1 muneds dhviesiiondiusnessiutiosdian 2 vineds dnvisuflsionilsntiuseseduen 3 muneis
tnvisadiufiufesziuuiunas 4 vnefls dnvieafleadiusmesziuainniign uas 5 mnefls dnvieadien
Fugreseduuiniian nefinasflunmsuana feil anedessudne 4.21 - 5.00 mneds anufinela
sefUINNTign ARABTEning 3.41 - 4.20 vanefia anwdenelaszduiin Aledeszwing 2.61 - 3.40
yanefs anafianelaszduiiunans Aadesening 1.81 - 2.60 vineds anwfanelaszduosaade
591118 1.00 - 1.80 el anwfisnelasziutiosiiae

%4

1N199TI9@0UANLTEINTUTAU LD (Content Validity) IneiBiyanssnmial 31U 3 vnu 1ng

Y 9 9

TifvtirnuaenndaisemidaiauiuingUsyasArain1sive (Index of item Objective Congruent: I0C)

=2 a1 v A

Fafandufianudenadas wie A1 10C 0.50 FulU (Rovinelli, J. R. & Hambleton, K. R., 1997) léi@n 10C
firvinfu 0.90 warfinsmaudeiu (Reliability) Insthuuvasuanuiiudluudrlunaaedd (Pre-Test)

Audszrinsiieniu laldngudledns 99uau 30 #2989 AinseaA1dulseansdanivesnsouuy

ISP P

(Cronbach’s Alpha Coefficient) @siianegl 0 &1 1 Inainaivesrduuszanduoarnsulaazdnsiian

Y
11nnd1 0.7 AulY (Sekaran, U. & Bougie, R., 2010) (BliAn 0.89 wansinpsesielduiianuiietions
< v
4. MINUTIVTIUNTRYA
vYa v o a < £ Y ' A A ! A aa (J [ [
AIdeaniunisiiuteyaineoaiienyilneiuveaiigrluyuyudsie duneaiuan Jmin
UATASTIINTIY Wardin1sTuNSUALNINIEnLLDY 1N150TINFOUANNYNABIATUNIU kagliTuLUUaRUAIUT

anysal 91u9u 400 90 AnduFewaz 100



20
Journal of Social Science and Cultural ) Vol.10 No.2 (February 2026)
wielss

5. M3nsedaya

Aidedmszideyamelusunsumeuiamesdnsoguneads lneldadfgmssaun (Descriptive
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6. suglviuinsvieaiien (People) 373 0.79 Pl 3
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ALalesIune 7 1y 3.68 0.63 1N
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5. ghunszurumsliusnsvieadion (Process) 3.41 893 3.57 832 2.170 079
6. suglusmsvioadien (People) 364 773 382 801 2788  .023*
7. AuanwUEN19N18nIN (Physical Evidence) 3.67 834 382 791 2.191 070

SR o

* fio Sudfuneadafiszsu 0.05 v
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o w
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HanIFIATzRnsSsuTisuauiisnelavesinvieufisarediulszaunisnainnisesien
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. Y seldiade
21 21TN SELAUNISANEN .
- . faLhou
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NsAANANTIYiDaLTien . g . 5 . g . s
Sig. 3. Sig. 3 Sig. 3 Sig. 3.
-] - 2 -
Lo Lo Lo Lo
F-test F-test F-test F-test
1. gundasasinsvieadion 138 395 038 YV 056 X 020 4
2.558 3.959
2. AUSIALAEA T8 .052 X 011* 4 513 X 353 X
Yosiinyiondien 3.301
3. AUYBINNITIINUNEY .028* 4 078 X .022% 4 021 ‘4
wavan Ui 3.424 3.833 3.884
4. HUNSERESUNITAAR .002* v .086 X 201 X 026 4
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v o W aa o
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N159193WEININTUNTIBAIU TILUNALDTEY 81T SEAUNSANYT Wazuliaderaiiou (so)
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] - ) -
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1 ¥V
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a

N3OWIAY 0.05 (p < 0.05) 2 AU Ao AURAASUIINITVBUNYY AuTIATLazAlTI18vetNYIDaLTIYD

o LY

druduau 9 lduana1eiu 3) dnvissiisaniseaunisAnwinieiu danuianelassiuegredidedfgy
NNEDANITAUTENIMIOWINAY 0.05 (p < 0.05) 2 AU AB ANULDIVNNITINUUIBLATENIUN Lazay
ANBAULNNAILAN d1UAIUDY 9 lUuanaeiu Lay 4) wuin dnvisafiwandseldaduasifounieiu
= ~ | 1Y) | AN v o W aaa v v | a Y ¥ & ¥
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