MIMIFAINGIMNTITE: avududiadns 1 30 10 aduf 1 Wnnau-Iguien 2564)

U2 N AINANDNITAN T I TD FUAIVDIRNN DN LINWBALARNINTIA
r=| Q Q

fInATlan nIanATLgH

Factors affecting tourists' purchasing decisions at Dvaravati Sri Nakhon

Pathom Walking Street Nakhon Pathom Province

dszraunaina

Tasuunaaa 9 wawnay 2564 unla 25 dguou 2564 ANAN 8 NINgYIAY 2564

TUNWIE B1NTIINENR / Chanapong Arpornpisal
ATZINYINIIIANT NI TNUIRUINTAUATLUIN 399TAUATLIN / Faculty of Management Science, Nakhon
Pathom Rajabhat University

E-mail: chanapongs@hotmail.com

o AA e

nMyabaIsiiianUzad 1) Wofnmszauaspdmlszaunionsaaa laun duniasms suman aam
MITATIMING uazduMIRIESIIIMIaMauaz e aRlatefuiaainTionfisn aunanEuNNTIEAS
uaTlgy S9niauasisy 2) iedAnwiTasudusudszaunanisamaldun duniasuel dumen dwuns
$ATIMINY LazeuMIRIESININsAaafisINadamsaasulafeiudvasinreafisn nunewaunIR
Aiuavly Siniauatdgy ldngudaatng $1uan 400 au IEmsgudnadedniflastndsy wdouisite
B9UTNN T WANNTITBNWLIN 1) 5zﬂ°umwﬁmﬁwnaaﬁfﬂf{fﬂﬁhuﬂi:aumammm@lumwmuLLazi'm@”']uaglu
J2ALAN LLazizﬁ'umi@”@]ﬁulaﬁﬁaﬁuﬁﬂummwLLazim‘*ﬂ"aayjlm:ﬁumﬂﬁwwﬁuﬁu 2) Jaaen sl zau
manIaaansinadamiaasulafofudivasinrenfisinuuamduninmiasuanlgy smiauasly de

AUNRAA T (X,) FIUBA1TIATIRUNY (X5) FIBTIAN (X,) AT AUFILRINNNTARNA (X,) RINITOVIIUEY

dszinTawmarhanuiiunnlasesas 57.70 lasdsuaumsrinwesniiaafuladefue laaelh Y, = 483 +
316(X,) + .217(Xq) + .210(X,) + .138(X,)
aday: MiaaFuladafud, dnviasned, auuawdunddiunslay

Abstract

This research aims to 1) to study the level of marketing mix factors including product, price, distribution and
marketing promotion and the decision to buy products of tourists Dvaravati Sri Nakhon Pathom Walking Street
Nakhon Pathom Province 2) to study the factors of marketing mix including product, price, distribution and
marketing promotion that affect tourists' purchasing decisions. Dvaravati Sri Nakhon Pathom Walking Street
Nakhon Pathom Province. The A sample of 400 people was obtained using random sampling methods
quantitative research method was used: 1) The level of opinion of the overall marketing mix factor and each
aspect was at a high level. And the level of purchasing decisions in overall and each item is also at a high
level. 2) Marketing mix factors affecting tourists' purchasing decisions at Dvaravati Sri Nakhon Pathom Walking

Street Nakhon Pathom province is product (X,), distribution (X;), price (X,) and marketing promotion (X,).
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Collaborative efficiency can be predicted 57.70% by writing the equation for predicting purchasing decisions as

follows: Y, = .483 + 316(X,) + .217(Xs) + .210(X,) + .138(X,)

Keywords: Purchasing Decisions, Tourist, Dvaravati Sri Nakhon Pathom Walking Street
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