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ABSTRACT

This research aims to study the motivations influencing repeat tourism of tourists attending
festivals and events in Pattaya. Data was collected from a sample of 400 tourists who had
previously attended Pattaya festivals and events, using a specific purposive sampling method.
Statistical analysis included frequency, percentage, mean, standard deviation, and inferential
statistics such as One-Way ANOVA (F-test) and multiple linear regression analysis with two variables.
The study found that tourists place significant importance on motivation, satisfaction, and repeat
tourism, with an average motivation score (X)) of 4.02. Motivational factors were identified as the
strongest influencers of repeat tourism. Furthermore, comparisons based on personal factors such
as gender, age, education, occupation, and hometown showed no significant differences in repeat
tourism behavior. Motivation and satisfaction significantly influence repeat tourism among tourists

participating in Pattaya festivals and events, with a significant level of 0.05.

Keywords: Tourism festivals and events, Push factor, Pull factor
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usegdlafiegn Fainandadeniouen wu aauiivatenisiiazly uazusagslanuundn aneluvesin

o ¢

tnvieadies wu mudesmsiujduiusiuauluaseunss audesnismdnuiarudnaluiin Wusu

wuIRALAzNgENEIUALNINE R

A Ve

muiianela (Satisfaction) Asmuidnvestinvissiisnluisnviadauiisuslsanussaumsaifings
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wazasanuiimavidliannsvieadiss Taenwgdnssunisviesiinduynagnnseuantadesnagsiuiedsiagala
vosunasiendien egalsinuinviendisresssiiumenduiniiisnd i oldiunandunnilesgluaawi
viouftentiud nAldiuty (Maghsoodi Tilaki et al,2016) usidwnndnviesfieafivszauniselluidsuinuazlésy
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al.,2016)
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Ussrnsymilneiiendoegluussnelne 1iesnngidslimmurunavesUszvinsiiuviads
AUIUIINUTLVINTAUGATVD Krejcie & Morgan (1970) fvualidnduvesdnuasiaulaly
Uspuns AU 0.5 seduauidesiu 95% waysedunuamandsuiisansuld 5 aglddiuou
Uszanmesnguinesna 385 au laevhnisdisesiegnafiudniosay 5 Tesaunguihegiaiadu 400 Ay
Tngldsnsrumamnaumegauuulderfoaruiiazdu (Non - Probability Sampling) lagldld35n1s
AuBE1LUUIANZI1EAY (Purposive Sampling) %ﬂﬁ]%ﬁﬂ’]iLﬁU‘ﬁ@uﬂﬁLﬁWﬂzﬁﬂﬂaﬂLﬁﬁl’JﬁLﬂ?JVi@ﬂL‘I?IIFJQ
wAnauazumnssulesinet ieliaenndesiuinguszdedvesniside

mssusdeya lnenisfn 3 dlaliiEnmdmuiuwuasunueseulay (Survey) Tagldngs
Fuslaeilegluvieadivamananazamnssuiiesiner snsliuuvasuaueseulat iieazninsing
snslunsdrdeanguitmune §dlddndunsiiudeyaniu Google forms tned Link, Qr code M1
dodsnuonulat Line, Instagram uay Facebook iunsiiuuuuasuanuanngusioissiuau 400 o
THwznailunafururadeyaluieu suneu 2566 & unseu 2567 Mntniluinsgideyaads
Imﬂiﬁfﬂﬂﬂmiuﬁﬂﬁﬁlgﬂ SPSS (Statistical Package for Social Sciences)

fiduldAvumudeyalagliuuuasuaumisesulall (Online Survey) ileidnTanguiiogis
Wamungldegesimiuaznavaussmengfnssugai atudagiumea] el uuaeuaiurinngs
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nsAATideya
miﬁﬂmmu’iﬁaﬂ%ﬁﬁiﬁﬁw%’aaﬂaﬁLﬁ’m’mimuﬁmiwﬂmiﬁ?ﬂﬂiLLﬂmSPSS (Statistical Package

for Social Sciences) HuMsAswkarasUiansfinw Tngdiaswideyatifediuunnamenisldaia
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Tanssaun (Description Statistics) Awnsngvdeyanuiadediuyana lngldata Anade (Mean) Sogay
(Percentage) 1¥afiAldeouunu (Inferential Statistics Analysis) lnglin1simsieyt 2 fauus One-Way
Anova LflevAn F-test LLaﬁmswﬁmLa?{ﬂLﬁam'%auLﬁw{]aé’]’adauqmﬂaﬁ@mﬁ’udmaﬁamiviauﬁmsz};w
wazldaRRnsanaeeimmgas (Multiple Regressionfitasiesiussydlanasanuiisnelaifieniaanuiuay

Seuay
NaN15338

daufl 1 MmAlenwiRnfudadvduyana

nansiteiieatutadediuynnavenguiegis wul nguiegslasadulvaidumandgs
U 259 AU Tegay 64.8 91y 18-25 U 91uIu 242 AU Fe8ag 60.5 d58AUMIANYIUIT Y RTUTe
\Wsuwinniiga $1uru 273 au Yevar 68.3 dordniniFeu/dnAnwidiuiu 227 au Fesay 56.8

a a

anunlan 911U 318 Au Fegay 79.5 uazllgilawneginianas 31uiu 189 au Seway 47.3

U

dauil 2 MIRTesiusgdasarauianela(Satisfaction) hazn1svioaiie I
Nan1TIRTIErnsagdlanunguiieglinnuddgiuiunuazeinUaendy dAnadewiiy
4.22 (Wiumeun) wavanuiianelanuinnguiegliaruddgdmihinglumaniauaznuunnssu

TAnsliusnisiin danedevindu 4.22 (Wusieuin)

A19197 1 Aade wavdiuleauunnsguresegdla mnuiiaels wagmsvisaiie g

fiankUs X S.D. J2AU
w3egsla
Jaduuan(Push Factors) 3.95 0.69 Wimean
Uadefaga(Pull Factors) 4.03 0.07 WAUSAELN
AU swala(Satisfaction) 4.01 0.64 WiLELN
miviaqvi?iﬂ':sgwmﬁnviauﬁm(Revisiting) 4.09 0.74 Wi eN

373U 4.02 0.69 an
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Pnviaiien wenawazauunnssuiionimen nudn Jasuidaseaunnuaniume Inesiu Tuseduuin
Ao Uadurmunsvisaiigngivesinviewiied(Revisiting) dfnadeuiniiande 4.09 srdudaude Jadesa
(Pull Factors) diAaae 4.03 a1nudauife Javemuaiuieanela(Satisfaction) dAwede 4.01 wazainu

gavnede Uadunan(Push Factors) fidady 3.95

dauil 3 MsllATwiiaediuUs One-Way Anova WiawUSeuiisutadudiuyamafisneiudamasie

N1SNBHNYIVIVBIUNVIDRALT NSUANINITNANIALALITUUNNTTUL DIRNNYIAN9Y

A15197 2 One-Way Anova \W3guiiguladuduunna

Uaddauynana Sum of Squares df Mean F Sig Sum of
Square Squares
AU Between Groups 2.223 3 741 1.376 250
Within Groups 213.331 396 539
Total 215554 396
é’ﬂumq Between Groups .492 3 164 302 824
Within Groups 215.063 396 .543
Total 215554 396
ﬁﬂuﬁﬁﬁ'}m'} Between Groups 2.660 5 532 .984 427
Within Groups 212.895 394 .540
Total 215.554 399
AuszAuNsAner  Between Groups 219 2 109 202 818
Within Groups 215.336 397 542
Total 215554 399
ATUAA U Between Groups 920 3 307 566 .638
Within Groups 214.634 396 542
Total 215554 399
AUDITN Between Groups 2.299 4 575 1.065 374
Within Groups 213.255 395 .540
Total 215554 399
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(Multiple Regression)

A543 Multiple Linear Regression

fiauus Unstandardized Coefficients Standardized Coefficients
Std.Error B P-value

wsegsla
Uadunan(Push Factors) 0.048 0.119 0.013
Jaduhaga(Pull 0.440 0.460 <0.001
Factors)
AUNINala 0.302 0.342 0.005
(Satisfaction)

PN 3 WUNMNMIANYINTIATIEYITRAneeBevAM (Multiple Regression Analysis)
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0.013)
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viewdlen uarumnssudosinemuin Jadvduyeeafiuandsiudsuaronisviondiorsnldisiuds
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Vo7 8 NANIaRaZIULNNTTUET BT T sdanndoetusIuITee9 Marmaiyatno , Himawan
Brahmantyo and Sri Mariati (2023) wuintinvieafisadiesnsuamuszaunsalieaiiornnuswdnsiu
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sssumAviedadesnuensual wazmwidn (Emotion) thvisafltesniiezduiiausseiniafilsuuudn
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MnUsraunsaiagAanssuiide Wy nsinreundevla nsudnvdainanmuandeui e nszdu
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wuihtinviesfiedosnslasulsraunisaifulanmiiiiensuauesrudo snsiintyu (Dann, 1981) i
Aanssuriafienfiiruadeassd (Fakaye & Crompton, 1991) Tnefanssuiifianuudaninduazainy
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Fawsssunagindonmitansanu doyarnasveunasionissudsdnislavanysss duiusedie
s aouiivieadisafimnuazerauazaulaensty Awnnsauasmniivaizandndse Toud fiwn
£ufn fiaensa Wudu ﬁqﬁﬁaw%wasiamiL?‘iaﬂfgwmaﬂmamﬂumiﬁaqLﬁm (Crompton, 1979)
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