UM 18 adu? 2 \WsunanAN-LRiBusUNAN 2564

Jaduidenaranisidonuvasvisaiiien
vastinvinaiiennguasaundd nsdiany Swiauuny3
FACTORS AFFECTING THE SELECTION OF TOURIST

DESTINATIONS OF FAMILY TOURISTS: A CASE STUDY
OF NONTHABURI PROVINCE

#3051 SRR, WunSng waveAs, Favy Augu
Suchitra Rimdusit, Poonsup Setsri*, Chidchom Kanchula**

919138U5831IME1FN15INNITINAMNTTUUINNS
UNINYIRYVANFIUFUUN INeWVAUATUTY, e-Mail: sujitar.su@ssru.ac.th
Lecturer, College of Hospitality Industry Management,
Suan Sunandha Rajabhat University, Nakhonpathom, e-Mail: sujitar.su@ssru.ac.th
(Received: 2021, July 13; Revised: 2021, August 13; Accepted: 2021, August 26)

GRER
ﬂﬁaé’]’aﬁﬁi’maﬂﬁvmﬁtﬁaﬁnwﬁ]ﬁaﬁdma&iamnﬁaﬂLméwiauﬁmﬁuaa
ﬁfm/immmﬂ@mmauma HumeideidsUinna nquiethafe thvisadivasnilne
nauAsouAf Fmiauuny3 91wy 400 aseuntr indesdledildlunsidedu
LuuAeua fAmanuanudesiuyindu 86 1 sdusedauuuazan Hans
YU é’ﬂ@mumaqmam%’aaﬁﬂwwLﬁuﬂiaUﬂ%ﬁﬁﬁumasﬂuﬁzhﬁm'u aon
vioufalurrananiangmend i fiszey L’Jﬁ’]ﬂ’]’i‘i’l@\‘ILWEJ’JE]EJiu‘WJ’N 1-2 $u Ad
Tunstiumaioadiondas 12 s uas Laaﬂmumwmmmmamm dm3y
misldefiensvioniienagszaring 5,000-10,000 vwsionds fimsAududaarinu

aammmauiau WU Facebook Wag Line Iﬂ&J‘Uﬂ‘VI@QLVIEJ'JﬂﬁﬂJﬂi@Uﬂi’JLﬁ@ﬂV]E)\‘IL‘V]EJ’J

* 913158U5891INYIFTEN1IIANITRAAMNTTUUTNIT UNAIN1FETAYaIugiun Ingnanuasugy,
e-Mail: poonsrup22@hotmail.com; poonsub.sa@ssru.ac.th (Corresponding Author)
Lecturer, College of Hospitality Industry Management, Suan Sunandha Rajabhat University, Nakhonpathom,
e-Mail: poonsrup22@hotmail.com; poonsub.sa@ssru.ac.th (Corresponding Author)

*9197158 U5 T1INGNTENITIANITANAINNTIUUINNG UMIN1F85 A YaugTiunn Ineuauasgy,
e-Mail: chidchom.ka@ssru.ac.th
Lecturer, College of Hospitality Industry Management, Suan Sunandha Rajabhat University, Nakhonpathom,
e-Mail: chidchom.ka@ssru.ac.th

NIANTININTATUNN VY3




LY

U7 18 aUu7 2 wieunaAL-iReusUIIAN 2564

luumdsvionilesssuniniameiannniign

MnMagevaLIRgIunUI Jadusuninensvesuvawiaaiiey Jads
frunsdaasunmsnann Jadesudemnensdndimine Jadesudimeidler
U315 Uadeaunisiauednuaenianienin davsnasonisdnaulaiianuas
vipalenvesnguasounuanmsiuseiitedfyeaiiniiseiu 05 uazilade
AUTIANAUAILAZUTNITANN 9 Tadusunszuiunis Aevsnanenisandulaves
finviesnguaseuailaiuanssiuseeidfaynsatiafisesiu 05
Addny: nvisuionguaseuaia, Jedeiidsnasdenisidonunaaieciin

ABSTRACT

The research objective was to study the factors affecting the selection
of tourist attractions of family tourists. This research was a quantitative
one. The sample groups selected by convenient sampling methods were
400 Thai families in Nonthaburi province. The researcher collected data by
using the questionnaire, which had a confidence level of .86. The results
of the study showed that most family characteristics were those having
adolescence children. They chose to travel during long holiday seasons
with 1-2 day period and chose to travel by themselves. They spent
between 5,000-10,000 baht per trip. They often used social media such as
Facebook and Line to find information for selecting destinations to travel.

The hypothesis test, tourist attractions factors, marketing promotion
factors, distribution channels factors, service staff factors, physical
evidence and presentation factors were influencing the decision in selecting
a tourist attraction of different family eroups with the .05 statistical significance
level. In addition, factors in the price and services, process factors, the
influence on the decision of family tourists were not significantly different
at .05 level.

Keywords: family tourist group, factors affecting, tourist attractions.
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5SS df MS F P
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*p < .05
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