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The purposes of this study are; 1) To analyze the level of International Tourists'
opinions toward the tourism marketing mix of historical sites, 2) To analyze the level
of International Tourists' opinions toward the loyalty of the historical sites,
3) To analyze the level of International Tourists' opinions toward the tourism marketing
mix of historical sites influencing on destination loyalty of historical sites, and
4) To analyze the level of International tourists’ loyalty including, the Intention to
recommend and Revisit Intention depending on Personalized perception of the channels
and International Tourists' Behaviors. This study focused on the target population as
International tourists visiting Phimai Historical Park and Phanomrung Historical Park
from 120 samples by using a questionnaire. The data was analyzed with descriptive
statistic methods consisting of mean, standard deviation, and with inferential statistic
methods by using Multiple Regression Analysis.

The results of the study revealed that; international tourists had a rather high
level of opinion on marketing mix factors of historical tourist sites with the mean of
4,98, There was a high level of Cost to Customer factor opinions with the mean of 5.74.
As for the overall factor of loyalty to historical sites, the opinions were at a high level
with the mean of 5.65. The intention to recommend was at the highest level in the first

order with the mean of 6.17. Besides, factors that positively affected the level of loyalty



to the overall historical sites of International Tourists was the factor of cost to customer
(B=0.348), the value factors consisting Customer Value, Convenience,
Communication, Completion, Corporation, Circumstances, and Connectivity had a
positive effect on the level of loyalty to the overall historical sites, but was not
acceptable statistically significance.

For the level of opinion on destination loyalty to historical sites, the intention
to recommend, and the revisit Intention, it was found that the source of obtaining
information about the tourist destination factors in overall was not different.
International Tourists behavior of traveling with travel agents had a greater level of
loyalty than International Tourists who had a behavior of traveling with a group of
friends. International Tourists would say positive things about this place rather than
encourage friends and relatives to visit the place. International Tourists would
recommend this place to friends. According to the revisit Intention, the level of

destination loyalty to historical sites was not different.
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