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ABSTRACT

This research on agrotourism decision making behaviors: a case study of Mahasawas canal in
Nakornpatom Province aimed to study agrotourism decision making behavior of tourists, comparing
decision making behavior according to personal information and suggesting on agrotourism
development approach for Mahasawas canal in Nakornpatom Province. The research instrument used
was questionnaire with Cronbach’s O was 0.982. The sample group was 384 agotourists. Descriptive
statistics used were percentage, frequency, mean (X ), standard deviation (S.D.), an independent t-test,
one-way analysis of variance, and content analysis for 6 key informants.

The research finding revealed that:

1) Decision making agrotourism behavior research finding in sequence revealed that No.1
physical evidence factor at X = 4.39, S.D.= 0.65; highest decision making level, No.2 people factor at
X = 4.34, S.D.= 0.60; highest decision making level, No.3 process factor at X = 4.21, S.D.= 0.68; highest
decision making level, No.4 price factor at X = 4.01, S.D.= 0.66; high decision making level, and No.5
product factor at X = 3.98, S.D.= 0.61; high decision making level.

2) Comparing decision making agrotourism behavior in personal information consisting of
gender, age, status, education, income, and career, research finding revealed that different personal
information made a different making decision tourist’s behavior were different except tourists gender
had no different in decision making behavior at the statistical significance level of 0.05.

3) Suggesting agrotourism development approach finding revealed that seven factors were

developed in terms of tourism at Mahasawas canal in Nakornpatom province.

Keyword: Tourist’s Behavior, Agrotourism, Mahasawas Canal
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