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Thai Tourist Satisfaction Towards Retail Marketing Mix of Kad Kong Ta Walking Street,
Lampang Province
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ABSTRACT

The purpose of the study was to study the Thai tourist satisfaction towards retail marketing mix of
Kad Kong Ta Walking Street, Lampang Province. Collecting data by using a questionnaire from Thai tourists.
Because the exact number of Thai tourists cannot be known. Therefore, the sample size of 400 patients
was determined using the accidental sampling method. Data were analyzed using descriptive statistics
consisting of frequency, percentage, mean. And inferential statistics consisted of a comparative analysis of
the differences of the two groups of variables by using the independent-Sample T-test in the domicile
variables of the tourists. and analysis of group variables Cases with more than 2 groups using One-way
ANOVA statistics in the age variables of tourists. and compare the differences in pairs by Sheffe's Post hoc
Comparison approach

The majority of the respondents were female, aged 21-30, single, and had a bachelor's degree,
according to the study's findings. Employee in a private company's occupation Have a monthly income of
5,000- 10,000 baht and be a Lampang resident. In the last six months, how many times have you traveled
more than 4 times, Time of service 18.00- 20.00, 1- 2 hours of service When joining the service, the amount
spent on goods or services is between 500 - 1,000 baht. In Jewelry, Costumeand Learn about the latest
news from the tourist destination.

The test results showed that the survey respondents were satisfied with the retail marketing mix.
At the highest level is the Product. The factors in the retail marketing mix with high level of satisfaction
were Price, People, Place,Promotion and Presentation respectively. The satisfaction of Thai tourists on
different retail marketing mixes classified by age, namely Products, Price, PlacePromotion and People and
the satisfaction of Thai tourists on different retail marketing mixes. Classified by domicile such as Product,

Price, Place, Promotion and presentation at a significance level of 0.05
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