IBUMIIYatuauysal
1399
[ L4 ) d' d 1 %
waAnsINuaTAUNwe lavasinviasfierva lnefiidenarntirassuay

9naselun JMIngevan

Thai tourists behavior and satisfaction in

Klongdaen floating market,Ranod, Songkla
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ABSTRACT

This study aims to investigate behaviors and satisfaction of Thai tourists toward
Khlongdaen Floating Market, to compare the satisfaction level of Thai tourists in the
different demographic characteristics, and to explore a guideline for organizing the tourism
activities that are aligned with the needs of Thai tourists. This research deploys the mixed
method, which includes quantitative and qualitative research. The result of this study is
presented with descriptive statistics. It is founded that most of tourists are residents and
local tourists from surrounding areas. The main purpose is for leisure. The majority of
tourists demonstrated the highest level of satisfaction at 4.37 on average. The correlation
tests of the association between variables found that occupation and income associate
with tourist behaviors. The behaviors and trip companion selection associate with
marketing mix in all aspects at the significance levels of 0.10, 0.05 and 0.01. Moreover, a
significant guideline in tourism destination development includes physical improvement,
facility enhancement and creating activities and tourists can participate with local

community in order to impress them in that particular destination.



