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ABSTRACT

The purpose of this research was to examine the levels of tourists's satisfaction in terms
of marketing strategies, the factors of marketing strategies in terms of tourists's satisfaction,
compair individual factors and the levels of the tourist's satisfaction and find the relation between
individual factors and behavior and travel characteristics. The levels of satisfaction were
examined separately by sex, age, nationality, status, educational background, occupation, and
income of the tourists. The samples comprised tourists who came with the travel agencies located
in Bangkok and visited Phranakhon Si Ayutthaya province. The research instruments, designed
by the researcher, included a cheeklist, a rating scale, an open-ended questionnaire, and an
interview. Statistical analysis using SPSS was performed in terms of percentage, frequency,
arithmetic mean, standard deviation, t-test, One-Way ANOVA, and Chi-square.

The findings were as follows :

The level of satisfaction was at a high level regarding the management and marketing
strategies of the travel agencies which included product, price, product selling, marketing
promotion, personnel in service, physical characteristics and service system.

It was also found that the majority of travel agencies employed marketing strategies as
a guideline for providing their touristic services. The strategies included product , price, product
selling, marketing promotion, personnel in service, physical characteristics of the tourist sites and
travel agencies, and service system.

The level of tourists’ satisfaction with the travel agencies management in terms of
marketing strategies indicated that tourists with different sex, ages, statuses, educational

backgrounds, occupations, and incomes did not have different levels of satisfaction. However,



tourists with different nationalities had different levels of satisfaction with statistically significant
difference at .05
It also revealed that nationality and occupation correlated with types of tourism with

statistical significance at 0.05
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