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Abstract

This research aims to study causal factors sport tourism in Thailand. There are three
mains objectives, which is 1) To study the current situation of sport tourism. 2) To analyze
the sport tourism situation in Thailand. 3) To study causal factors affecting the sport tourism
in Thailand, survey method was adopted as a tool for collecting data from 316 tourists
throughout Thailand which data has been analyzed by mean and standard deviation.

The results of the study on the factors affecting the decision of sports tourism were
found at a high level. Most tourists focus on the environment, with emphasis on facilities of
the place as well as politeness and service mind of service providers. For products and
services, tourists focus on interesting activities during their journey. For individual interesting,
tourists pay attention in modern tools and equipment. The distribution channels of tourist
highlights on modern distribution channels such as internet for promotion campaign or
attractive price reductions. For presentation, tourists give emphasize to attractive places.

Finally, for the prices, tourists pay attention on value of money paid.

Keyword: Sports Tourism
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wistuf buseAvanavwalig 1wy Mswtstufiwiledutn nsudsdunnuealan delainidnswaste
msvieafiuiiuegnann (Keller, 2001; Ross, 2001) Msudstufmifumssusiuveseumainuans
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Kenrick et al,, 2010; Valek, Shaw, & Bednarik, 2014) unlglunns@nen

46 NINTMIIANTFINT W Inenasyswi I 8 aliui 1




s s a a
UNIL: NAYNSNMIAAIN QUAA: VU NANTTUAY
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Seudmalayyidadany (Social Cognitive Theory)

Vg W WO ANIIUAULNY (Theory of Planned Behavior) Lﬂquwﬁﬁﬁaaammmﬂ Theory of
Reasoned Action fithwisdsifiufiiRendaafuarufieumunszuadsa IINUTINA UagiAuad
yanaulfluns@in (Ajizen, 2002) nuingAnssumuusuiianldoaieniduegisnnmnely
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Quintal, Lee, & Soutar, 2010; Hsu, & Huang, 2013) Ajzen (2002) 85u1g3u593¢laveusiazyana
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