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Abstract

This study aims to 1) analyze the marketing factors of sports tourism, Chiang Rai Province
and 2) propose marketing promotion guidelines for sports tourism, Chiang Rai Province. The
research methodology collected data from 600 tourists who participated in or attended sports
events in Chiang Rai Province with questionnaires. Data analysis used descriptive statistics and
Confirmatory Factor Analysis (CFA). The results found that the marketing factors of sports tourism
in Chiang Rai Province aligned with the goodness of fit index model with a p-value of 0.283, which
exceeded 0.05, encompassing tourism products and services, price, place, promotion, service
personnel, service processes, and physical evidence. Consequently, the proposed marketing
promotion guidelines for sports tourism in Chiang Rai Province were based on the marketing

factors of sports tourism in Chiang Rai Province.
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A1519 2: ANENEUTUS (Correlations) AMUNNSAANANISNBWNYNTINWITINTALTLI5

Corr. MKT1 MKT2 MKT3 MKT4 MKT5 MKT6 MKT7
MKT1 1.000

MKT2 152 1.000

MKT3 278 .230 1.000

MKT4 101 143 153 1.000

MKT5 Ar7 251 269 167 1.000

MKT6 .200 .420 303 .188 331 1.000

MKT7 .189 .268 .286 178 313 352 1.000

1AAI519 2 WU ANENFUNUS (Correlations) ¥a9dawUsdunnla (Latent Variables) A1y
A15AAIANITVIDWNLITINWIINI LT YIS Lwiazfﬂmﬁu 0.8 LandI mmmé’mﬁuéizmmﬁaLLUﬁagﬂu
¢ a ~ a o & = v a o & a ' P
NN NNE AN Taelis19aB8nNISLARINARIT MKT1 Ao AMUNAANM9ILAZNISUSNISNISVIDLT 87
MKT2 9 ¢1us1A1 MKT3 g Auan1ufing MKT4 Aa A1unisdaasinisnatn MKT5 Aa auyaaingd
19U3N1S MKT6 A A1UNSEUIUNNSTHAUSAS way MKT7 AB AUaNWUENIINIEAIN IngdnanisiasIen

KMO and Bartlett's AuUN19a1an15va4Ngndanindaninliedsiy fan1s1an 3

A1519 3: KMO and Bartlett's A1UN1SAANANISYIDNEBTINWITINIALT 957

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.788
Bartlett's Test of Sphericity Approx. Chi-Square 529.748
df 21
Sig. 0.000

2NAITN 3 WU A1 Kaiser-Meyer-Olkin (KMO) ANUN1SAaIan1svionggennndsningesss

ANYMIAU 0.788 G11nN71 0.500 LEAYIN HANITILATIZUBIAUSENBU (Factor Analysis) LHUNEEUAU

I v o W a 4

Toyadiilog d1un15IATIN Bartlett's dentudAgynneada (Sig.) wiiu 0.000 Fatloendn 0.050 kAR
o ~ v v sw a a ¢ Y ada ¢ I Y N
FanUsiANUFuNUs A uLazIINzaNT 98IAT 18R 35 TAs1EviesAUsEnaule (Factor Analysis) 39
AU IER U898 UdY (Confirmatory Factor Analysis: CFA) AMUNNSAAIANISVIDAUABUTIARN

FIMITEI978 wanalunIng 2
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= a ¢ U a & o 1Y i = a v o
ANNN 2: ﬂ'ﬁ')lsﬂs'wﬁ'ﬂﬂﬂﬂlsﬂ]\‘iﬂuau (CFA) MUN1FRANANTITNBILNYITINWIINIALYEIIY

INANA 2 WU N15ILASIEATATETITUTU AIUNITHAIANITYDUNLNTINWITINT AT 8958

(Confirmatory Factor Analysis: CFA) nafilsvilvuuusiaesfulumusuiiauaenades (Goodness of

fit indices criteria) famns197 4.32

A9 4: HANITIATIERUITUTIBUTY ANUNITRAINN1TVIB LN NT N9 (Confirmatory

Factor Analysis: CFA) Aiulumusuininuaenndos

AYTUINTLAUAMUMNUZ EY

(Goodness of fit index model)

NaAN1SILATIZI

(Analysis results)

WNUTIAUNUZEN

(Goodness of fit criteria)

Tunsuseunarn (RMSEA)

AanmLAaLA23 (X) 14.290 p-value #0911AN31 0.05
AU T9ase (Degrees of freedom) 12

dndruvesnnuazidu (p-value) 0.283

dadiuszrinemalusdaseiu 1.191 fosliAtounin 2.00
ANzl (x/d

fulinszaunumnzaunes (GF) 0.993 foedA1u1nNd 0.95
filsnflaesesauaanadou 0.018 foslA1tiaenii 0.08
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ALETUANANBAINTVDUTNYATINNIVOITINIATITIY N159NLUUIEDNTINAINAIBLEAILEUNIIHIY
anufdAyveiios mslimaluladiisiiuuszaunisainmsvieafigndumsvauineundindunld AR
(Augmented Reality) Lt auanstoyauseifeansiuiluaniuiase nsimuiusnsguaIniaziuy

Ry v v A

ANTTONINTUNITENTLAUNITNDUNLNTINWT NTas1aeSevenmndmsutinAv iy nswaunlsaLsus

v A d

fioseanidineuazaunsailindeuszauiondn azvrefgaiinfwuasiinfwiuniudflndeouly
Famdadease mesmunfifauuulsuansATlUsunsuasufw ey avtheaiisUszaunisaliluan
Tmivaziauladmduinioniior mstmuueudindonddsegluanmundeudmnsantuudas
UsgLniin 1wy uandindeuindudnseudequilufiufinesusianes uionosns wiegdv avtae

L

Aagainfwuasfiufmszauiioanwlimniuimluimingesse
2.2 4TI
msimuasiauuylawifin (Dynamic Pricing) tunagnénsfiuselduazuims
Fansanudesnisludisnatiieg dmudmiadess nsldnagnsdenafinnsantadoniieg wu
anmenniA ggnnavieiiied uazUfiiunsudeduiun wu lusissustulansseudese sady
Aonssudilduanudeugs onafinisufumadiinuazuiniadieg Iigetu Tuy usiidaagadud of

= v 1

Unvieuiigatiaendt e1adn1siauesImilAwiefatnyiowied TIud9 AISAINUATIAINILA WY

Y

YY) [

(Competitor-based Pricing) Wlofinnsandsnisutsdutuiminlndidesififnanindunisvieadionds
A 1wy Smiadedul fuszneunsludmindssemsiinseinauazauaiitiaueve i
uagiaLInagnsaftamsaudeduld lngenaugaidurendsse wu mundusssuwnd Sausssu
viosduilduiendnual uaganumainmatsvesfanssuimnatauds msiausuianasiauduna
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yesanmeInALazianssuvisafisdluniazggnia nmsaue A iiawdvsunisesarminlutigg
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nsimuesIAeungulnuang (Segmented Pricing) lng1aiansaaussAilAydmsunguiinim
afasiay dniSouindnw viefasengfiaulefanssufwiioguaiw mslénagnssaifsgala (Loss
Leader Pricing) anausnUszgndldluuisianssumiovuinissumsvieaiieandsimuesdmindoase
WU MstaueIMfiawdniunmstdnssudenin wedsgatinvieaiielrunlduinng wazadralena
TunsueusnIsEdudug wu Msiniindumednsen weuinsuakeuraendinstudnseny ans
afalusunsuazanudulardmanumsduaiumvioniiondeiwetweidesdudmindesne lay

219N UIUTLNTUAT19AUANA (Brand Loyalty) A9n19v 0l g nTsAwIdaninideesieilians
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