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Abstract

Head of Project Asst.Prof.Sujitraporn Jussapalo
Email su_palo@hotmail.com
Duration 1 June 2016 - 31 May 2017

This research is mixed methods. The objectives are (1) to study the behavior and
demand of Thai and foreign tourists. (2) to assess the marketing potential of tourism
products in the Lake Basin (3) to study the marketing communications and public relations
of tourism in the Lake Basin. In this study, the samples were tourists visiting the Songkhla
Lake Basin, 499 Thais and 155 foreigners, totaling 654 persons. The main informants were
selected from 30 tourist groups and 50 tourism entrepreneurs.

In terms of the behavior of Thai and foreign tourists, it was found that the source for
finding popular tourist information of Thai tourists is their friends and acquaintances whereas
foreign tourists are most likely to search for tourist information from the websites or online.
The purpose of most tourists traveling to this attraction is to travel or relax. Interestingly,
these tourists visited other tourist attractions before traveling to this attraction. It also found
that the proportion of foreign tourists planed to travel to other tourist attraction after this
visit more than Thai. Moreover, Thai tourists did not tend to use tour business whereas
foreign tourists did. Besides, Thai tourists traveled by private cars whereas most foreign
tourists traveled by bus / van. In Songkhla, most Thai tourists stayed in resort or bungalow
whereas most foreign tourists stayed in the hotel. On the other hand, most Thai and foreign
tourists tended to stay in resort or bungalow in Phatthalung. In this trip, the average cost of
the Thai and foreign tourists are similarly between 2,500-5,000 baht. For both Thai and
Foreign Tourists, the most popular tourist destinations in Songkhla are Kim Yong market,
Samila beach and Tone-Nga-Chang Waterfall whereas in Phatthalung are the Khao Chaison
hot spring, Bird and Sea Plant Watching at Thale Noi (Thale Noi Waterfowl Reserve) and
whitewater at Pa Phayom.

The demand of Thai and foreign tourists, it was found that the most popular tour
program for Thai tourists is a one day program, while for foreign tourists is 2 days and 1 night
program. The average daily rate for both Thai and Foreign Tourists is no more than 2,500
baht. For Thai tourists, the required tourism programs for development in the future is eco-

tourism, while foreign tourists require exploring rural lifestyle, culture and traditions.



In terms of the tours in the area surrounding the Songkhla Lake Basin linked to Phattalung,
the most popular destinations for both Thai and foreign tourists are bird and sea plant
watching at Thale Noi, Phatthalung Governors Residence (Old-new Palace) and Khao
Chaison Hot Spring. In the indication of Songkhla, the popular unique products for Thai
tourists are Ko-Yor woven, Ko-Yor batik and bird cages respectively whereas for the foreign
tourists are fist scale jewelry and bird cages respectively. In terms of the tours in the area
surrounding Phatthalung Lake Basin linked to Songkhla, the most popular destinations for
both Thai and foreign tourists are Samila beach. In the indication of Phatthalung, the popular
unique products for Thai tourists are Sedge products, Prak-ha woven and coconut shell
products respectively.

Tourism Products in the Lake Basin, Songkhla area, it was found that the
marketing potential is good in all aspects. By this, the tourists has lower expectations than
the current perception in the two tourism products, at the significance level of .01.
Moreover, the tourists had the same level of expectation and perceived current status in 3
tourism products.Tourism Products in the Lake Basin, Phatthalung area, it was found that the
market potential is also good in all aspects. By this, the tourists have lower expectations
than current perceptions of tourism products in five aspects, the significance level of .01.

Thai tourists have higher expectations than current perceptions of marketing
communication and tourism promotion in the Lake Basin in Songkhla. In terms of advertising,
Public relations, Promotion and Event, the significance level is 0.05. Thai tourists have higher
expectations than current perceptions of marketing communication and tourism promotion
in the Lake Basin in Phatthalung area, the significance level of 0.05. Foreign tourists have
higher expectations than current perceptions to the Marketing communication and public
relations in the Lake Basin in Songkhla and Phatthalung. In terms of promotion and events,
the significance level is 0.01. Marketing communication and public relations approach for
entrepreneurs in the Lake Basin area in Songkhla and Phatthalung provinces found that most
marketing communication activities should be performed are advertising through television.
Second is travel magazines, next is newsletters about corporate activity to visitors directly or
trough travel media. Furthermore, online media, whether they are website, social networking

websites or discussion forum by community involvement.

Key Words : Behavior and Demand of Tourists, Marketing Potential of Tourism Products
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