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Abstract

The objectives of this research were to study 1) the satisfaction level of participating
in the Tea Tasting, Sakura Blossoms, Tribal Culture, and Doi Mae Salong Coffee Festival and
2) marketing mix factors affecting re-visit tourists to the Tea Tasting, Sakura Blossoms, Tribal
Culture, and Doi Mae Salong Coffee Festival. Using a Quantitative Research approach. The
Infinite population was Thai and foreign tourists who visited the 25" Tea Tasting, Sakura
Blossoms, Tribal Culture, and Doi Mae Salong Coffee Festival. Data were collected from a total
of 400 samples. The research instrument was questionnaires. Descriptive statistics were used
for data analysis, including frequency, percentage, mean, standard deviation, and multiple
regression. The results found that: 1) The tourists were overall satisfied at a high level. The
highest satisfaction was product, followed by activity and price, respectively. 2) Factors that
affect repeat tourists are the promotion of public relations and physical. Y = 0.022 + 0.113(X,)
+ 0.147 (Xs). Organizers should pay attention to clear allocation of event zones, improve
bathroom cleanliness, prepare adequate parking space, and increase event publicity through

various channels, especially social media.
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A a
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Wiggunanadum PINTTIN TAUSTTUYUR Uaznurinesusiaass (Y) Tnglan1siinnzsinig
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o w a
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3

31NA15199 5 Wan193AsIsvilanUseaniandunusnraa (Multiple R) Wnfu .503 A1

£ @
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VWL 1 U8 d9Nanon15NNARAUlaNa UL WA UANTY 0.113 By Ja38n19n159a1nnu
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