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Abstract

This research aimed to 1) determine a model for quality development of
historical tourism in northeastern Thailand for Thai tourists, 2) study the personal
factors of tourists that affected satisfactions of marketing mix and logistics
management for historical tourist attractions, 3) study factors of marketing mix and
logistics management for historical tourist attractions that affected the returns of
tourists, and 4) study the direction to increase the potential for supporting historical
tourists during the high season by rural communities’ participation. Questionnaires
were used to collect data from 333 samples in two sites: Phra That Panom and Phra
That Cherng Chum. Interviews were a total population of 62 samples from the
community people and 12 samples from community leaders. The data were
analyzed by descriptive analysis, percentage, mean, standard deviation, t-Test, F-Test
, Scheffe’s method, and Discriminant Analysis.

Results of the study showed that tourists had the overall satisfaction of
marketing mix and logistics management for historical tourist attractions at the
‘much’ level (X= 3.53), and the product satisfaction of the historical tourist
attractions at the ‘highest’ level (X = 3.97). It was also found that the tourists,
recardless of differences in age, salary, and education had different levels of
satisfaction with marketing mix and logistics management for historical tourist
attractions. Besides, the study found that majority of the tourists expressed their
desires to make a return visit due to attractions of the tourist places having the
impact size of 3.612. These results could be applied to design and develop a model
for the development of tourism quality. Concerned parties, such as public and
private sectors, including community residents, should pay more attention to the
significance of overall factors that affect tourist attractions on a regular basis by
improving nearby landscapes, and maintaining identity and antiquity of the tourist

places.





