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Chakornkiet Tantirat. (2021). The Marketing Mix Elements that Influence Chinese Tourists’
Buying Decisions. Master of Business Administration (Business Administration). Advisors: Asst. Prof.

Dr.Sakchai Naknok

ABSTRACT

This research is a quantitative research. This research aims to 1) study the level of the
marketing mix (4C’s) among Chinese tourists at the Siam Gems Group Co., Ltd., and 2) study the
marketing mix (4C’s) that influences the Chinese tourists’ decision to visit the Siam Gems Group
Co,, Ltd. Research Methodology the samples include 385 Chinese tourists who visited the Siam
Gems Group Co., Ltd. The research tools are a form of questionnaires. Descriptive statistics and
multiple regression analysis at the 0.05 significance level are used for data analysis.

The results are as follows: 1) The element of the marketing mix that the Chinese tourists
valued the most was their wants to buy the best quality products, followed by payment methods,
including adequate cashier counters. And 2) all of the marketing mix elements including consumer
wants, consumer’s cost to satisfy, convenience to buy, and communication affected the Chinese
tourists’ decisions to visit the Siam Gems Group Co., Lid.

The body knowledge gain from this research includes therefore, if the Siam Gerns Group
Co,, Ltd. or other companies want to promote tourism among Chinese tourists, they should focus
and give importance to product quality, consumer’s cost to satisfy, convenience to buy, communication,

and pay attention to customer service.
Keywords: Marketing Mix, Buying Decision, Chinese Tourists
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