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ABSTRACT

This research has the objective for learning the development approach of the marketing mix of
the Tat Mok national park, phetchabun province. The sampling is the group of 280 travelers that come
to Tat Mok national park. The research tool is the questionnaire which is divided into 3 parts: the first
part is the general data of the respondent, the second part is the marketing mix and the suggestion and
the third part is the statistics which compose of the percentage and the average mean. This research
finds the most marketing mix approach ought to develop the promotion, the second are product (the
direction sign post, knowledge service), the third are place and finally are price which have the average

mean at 4.4, 3.9, 3.6 and 3.5 respectively.
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