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ABSTRACT

The purposes of this study werel) to study living condition of foreign tourists 2) to
study the expectation and success condition of foreign tourists 3)to study the factors of
Muaythai camp business on learning Muaythai in Muaythai camp and 4)to prepare a
Muaythai strategy to promote Thailand tourism 5) 5)to study behavior and the need of
Muaythai viewing on to promote Muaythai toward Thailand tourism. This mixed methods
researchconsisted of

Firstly, qualitative research used to study general information, social background,
living condition to made the conceptual frameworkand Muaythai strategy to promote
Thailand  tourism.  Secondly, quantitative research used to study general
information,expectation, successand the success factors of Muaythai camp.

The sample group consisted of 2 groups: 465 tourists who come to train Muaythai
and 400 tourist who come to see Muaythai . The simple multi-stage samplingmethod and
accidental sampling were applied for the sample group.The instruments used in the study
were 1) questionnaire and in-depth interview were ensured (Index of Item - Objective
Congruence) = 1.00 and (Alpa—Coefician s Cronbach Correlation)at 0.96, 0.97, 0.98, 0.81, 0.76
and 0.89,respectively. Data analysis were used by descriptive statistics with paired sample t-
test to conduct with significant at 0.05 , reliabilityat 95%CI and correlation analysis in the

factor toward achievement of Muaythai camp with factor analysis

The results of this study were 1)the most tourist came from Europe and then from
Asia continent. Most of them are student in 20 — 29 of age with an average income
2,000 - 3,000 Dollars.Realization of Muaythai information from social media. Training
Muaythai 5 time a week. In their living condition, lived in Muaythai camp, eat streetfood,
worrying about financial and language for communication. Almost agreed that Muaythai
camp divided various courses and equipment to served tourists. Most of them had
disciplined in training because of they believed in trainers and Muaythai camp and got good
services from the camp. Almost healthy due to their intention. Using internet and outgoing
hen free time. Social media, instagram ,facebook,line,and packet tour were the best way to
promote Muaythai for Thailand tourism 2)Almost tourist expected to study Muaythai and
reality condition in the high level when analyzed find the different found that the reality
higher that the expectation with statistical significance. Consequently, the reality of Muaythai

training in Muauythai camp higher that the expectation and both of expectation and reality



condition were related with statistical significance (P-value) <0.05 .3) Success factors in
learning Muaythai were good taking care from trainer ,safety, reliability and credible of the
camp and lastly was enough Muaythai equipment. Success factor inMuaythai camp business
consisted of the network marketing business, people, curriculum, place and equipment,
cleanness and sport science by using factors analysis4) Tourist behavior using Social media
,Facebook,Instagram and line to find how to get Muaythai and decide to see Muaythai
because of Muaythai is good for self-defend and ¢ood for healthy .Factors affecting the
market of foreign tourists who come to watch Muay Thai in Thailand were Muaythai staff are
the most generous, followed by the cleanliness of the area around camp.5) Strategy to
promote Muaythai for Thailand tourism in product and services was conducted by 7p (Mix
marketing) composed of; people, physical evidence, place, price, promotion and process
with 52sub-projects
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