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Abstract

The objectives of this study are 1) to study the behavior of tourists traveling to
Koh Kret 2) to study the attitude of tourists towards the tourist attraction 3) to study the
incentives of tourists of tourists 4) to study the factors that influence the intention In the
repeated travel of tourists The sample consisted of 390 tourists who visited Koh Kret.
The tools used were questionnaires which were t-test, One-Way ANOVA and Multiple
Regression model. The results showed that tourists had a good overall attitude. The overall
motivation is at a high level. Most tourists have previously visited 2 times, accounting for 38.7
percent. Tourism purposes for recreation Accounted for 38.9 percent. Travel by private car
Accounted for 42.6 percent, with the number of members traveling to travel with 2-3 people,
accounting for 51.3 percent. The relationship between groups of people traveling together is
friends, accounting for 39.5 percent. Factors that influence the intention of traveling Repetition
of tourists visiting Koh Kret found that 7P’s marketing mix factors consist of (product side
Distribution channels for process personnel And physical environment). Attitudes and income
have an influence on the intention to travel repeatedly to tourists visiting Koh Kret. With
statistical significance at P-value <0.01, which positively affected

Suggestions, entrepreneurs or those who are involved should plan marketing strategies,
make advertising media, promotions, product variety. To match the target group And should
improve to have a tourist center In order to serve tourists, impress and exceed their needs

and come to visit again the next time
Keywords: Influential factors, Intention to visit repeatedly, Koh Kret, Nonthaburi Province
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Tufiufinizinge Fondnuunys S 40 au ieveaeunmamideliuvesiuuaouny (Reliability)
Inglgns3I8n19mn Alpha Coefficient (Cronbach, 1974) Wemeuudeevewuuaeunulng
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2. Bnspvinenuduiudsening ey, 10l sruafvesinviouilsddeundsisaiien,
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nsvUILMs fupnustlalunmsuvieadisidivesiviesfinfiiumaniiies imzinde Jainuunys
gl Pearson correlation coefficient

3. Asevidateiitansnareanudsiolunisuvieafiswesinviosiienfimunauniien
nzndn dadauunys lagldadd Multiple Regression model #1e38n15 Enter Method lag
Fadonfuusiamundnaunis (Fit model)

NAN13IVY
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SD = 0.524) fam5797t 2

4. woRnssuvesinvieuidumaiiisanizina wuin dnvieuieaMiFuvnanidien
neindadnlngineuniivaneuning 2 afy Anduiesar 38.7 Tmguszasdlunisvieadien

= v 1

Wiernueungeula Andudesay 38.9 msiaunie lnesadium Anduiesay 42.6 dwiuandn
AsamiAumsvieadieaie 2-3 au Andufosar 513 dnvazanuduiusveinguyanaiisay
Wunsie ey Andudesay 39.5

5. Yasudrulsraunnnainvesinrieufieafiiuniwniisnnizndea wuldnviewdien
Adumenifisnnizinialianuddgiisitudadodiuuszaumamainainsn oglussdunn
(X = 3.84, SD=0.582) #a915197 3

6. AuRslanduLLiBgwesTnioaieriuniisinizinianuindnvieaiion
*7{Laumau'nﬁmLmzLﬂ%ﬁﬂ,ﬁm’mﬁflﬁ’zﬂunﬂié’mauhﬂé’umLﬁaasgflmws’m agluszAuin (X =3.91,

SD=0.617) 5199 4
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7. Jafuiiflonsnanoanuddalunisuviendfivigivesdnveadioafiunfisanizinia
Tunsuviesiisrtvesinviendienfiuniiiennizinga sgraiidedfymeaianseiu P-value < 0.01
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vouflsrtvesineaiiendifiumaniionnzinia agnafifeddyneadniseiu P-value < 0.01
Fadman1suan Fnseil 5 wavm1seil 6

M15°99 1 Anedeavdrndeuunnnsgruinuafiveainvieuiie Maunaniewniznge

ViruaRvasinvioadien X S.D. ZAUNAUAR
puAUlAAALYDLNZLNSA 4.20 576 A
FUAULNTEY 3.89 665 A
ﬁwuéqémmamazmn%ﬁugm 3.64 738 Urunang
é}”mmi%’uiﬁmﬁ’mmzm%m 4.01 741 A
ANSITIAUAR 3.96 536 A

A13197 2 Anednavdinudenvuasgiuussgslavestnvieafiefiiuniniienniznse

ussgdlavasiinvisaiiien X S.D. LAUTIAUAR
fuaauiivioadien 4.03 561 1N
Auusgslandynng 3.91 592 11N
AUITUD 4.01 675 1N
AUN1SUTEIFUNUS 3.39 740 Urunana
AMFIUTILR 3.84 524 el
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nzinsn Suunidusesu

Uadgdruuszaunisnann X S.D. FTAUAINFIALY
puNanAU (Product) 3.89 640 el
Aus1A (Price) 3.87 710 110
PULYBINTAT MUY (Place) 3.93 677 170
PIUNTENLESUNIRAR (Promotion) 3.67 796 Urunang
AUUARAINT (People) 3.95 686 el
Haiviidsvinaomuiilalumsunioniieathvesinviendes Uil 2 atiuil 1 1WeunnsAy - quisy w.e. 2563
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A1357199 3 AdsuardulsnuuInsgIUlateduUTEaNNRAINYRINYIBANEIN LAUNITE)
imzensa Suunidusiesu (fe)

Uadwdrulszaunienann X S.D. FTAUANUFIAGY
AIUNTEUIUNIT (Process) 3.72 752 110
AUBIINADUNINEAN (Physical) 3.82 745 11N

AT UsZEINIRAIN 3.84 582 170
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1. vudenineindalunsuvieadienssusuusn 3.94 804 170
2. yhumauiildeennznsaunien 3.92 773 170
3. AT TINUAUTEUVDIALLDS 3.83 723 11N
4. auiitidnsnalunsinaulanniion loud wieu 3.96 742 110
unuauluasOUAT?

5. vinduAdlefieuiualdaeiomn 3.94 724 1N
6. vuuseirulaludualunizinge 3.87 876 11N
7. melunililviasnduuifiennisindauiuey 3.91 801 110

amsmmsinaulansnduuniiens 3.91 617 1N

A1519% 5 Jadeniidvnsnasremnudslalunisuivsanesiveinva aieNAun1 s ieInIznse
lngiasziannaeidanvan (Stepwise Multiple Regression Analysis)

fauds B SE Beta t P - value
Constant 0.193 0.205 5.836  <0.001*
Uaveaudszaunismain (X) 0.612 0.051 0.587 11.952  <0.001**
NAUAR (X)) 0.145 0.056 0.128 2.577 <0.010%**
8l (X) 0.216 0.051 0.205 4250  <0.014**

R =0.696 R=0.484  SFE =0.438 F=120.656"*
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Wumanifisnnisinia lneliasizionneeidanman (Stepwise Multiple Regression

Analysis)

fiauds B SE Beta t P - value
Constant 0.813 0.140 5.809 <0.001%**
Produce (Xl) 0.458 0.051 0.483 8.951 <0.001%**
Price (Xz) 0.325 0.042 0.380 7.818 <0.001%**
People (X5) 0.154 0.050 0.171 3.108 0.002**
Place (X3) 0.187 0.043 0.209 4.362 <0.001%**
Process (X7) 0.177 0.042 0.219 4.191 <0.001**

Physical Evident and Presentation (Xé) 0.153 0.047 0.188 3.262 0.001**
R=0.780 |R*=0.609 SEE =0.382 F =99.292**
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