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Abstract

The purpose of this research is to study the marketing innovations of walking

street vendors in recognition from Thai and foreign tourists in Chiangmai and Phuket

provinces. A total of 414 samples were collected from Thai, Chinese and Western

tourists in Chiangmai/Thapae walking streets, with 138 samples from each

nationalities. Another 276 samples were collected from Thai and Western tourists

from Thalang walking street in Phuket, with 138 samples from each nationalities. The

results were as follow :

Chiangmai / Thapae walking streets in Chiangmai province

1. Thai, Chinese and Western tourists expressed theirs needs for marketing

innovation at high levels in all aspects, namely local cultures, originality of buildings
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/ temples/ architectures, physical evidence / infrastructure, innovations in local
products, and innovations in foods, drinks and snacks in walking streets.

Thai tourists expressed their opinions that the walking streets have higher
competitiveness when compared with rival walking streets in the aspects of local
cultures, originality of buildings / temples/ architectures, innovations in local
products, and innovations in foods, drinks and snacks in walking streets; and have
similar competitiveness in the aspect of physical evidence / infrastructure. On the
other hands, Chinese and Western tourists feel that the walking streets have higher
competitiveness when compared with rival walking streets in all aspects.

2. Thai, Chinese and Western tourists have innovation recognitions toward
walking street at high level; have overall satisfactions at high level; have trends for
future travel behaviors at high level; and intention to recommend to others at high
level.

3. The need for marketing innovations of Thai tourists in the aspect of
originality of buildings / temples/ architectures could explain 17.40 percent of their
behaviors in innovation recognition; 18.60 percent of their satisfactions; 11.00 percent
of the trends for future travel behaviors; and 20.70 percent of the intention to
recommend to others.

4. The need for marketing innovations of Chinese tourists in the aspect of
originality of buildings / temples/ architectures could explain 9.20 percent of the
intention to recommend to others; while the aspect of innovations in foods, drinks
and snacks in the walking streets could explain 9.70 percent of their behaviors in
innovation recognition, 6.00 percent of the overall satisfaction, and 9.70 percent of
the trends for future travel behaviors.

5. The need for marketing innovations of Western tourists in the aspect of
local cultures could explain 6.90 percent of the innovation recognition, 10.80 percent
of the overall satisfactions, 3.50 percent of the intention to recommend to others;
while the aspect of innovations in local products could explain 5.00 percent of the
trends for future travel behaviors.

6. For Thai tourists, the aspect of physical evidence / infrastructure could

explain 27.30 percent of the innovation recognition; while the aspects of innovations
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in local products could explain 13.80 percent of the overall satisfactions, 12.40
percent of the trends for future travel behaviors, and 11.80 percent of the intention
to recommend to others.

7. For Chinese tourists, the aspect of the originality of buildings / temples/
architectures could explain 2.30 percent of the intention to recommend to others;
while the aspect of the innovations in foods, drinks and snacks in walking streets
could explain 2.40 percent of the trends for future travel behaviors.

8. For western tourists, the aspect of originality of buildings / temples/
architectures could explain 17.30 percent of the overall satisfactions, and 2.40
percent of the intention to recommend to others; while the aspect of innovations in
local products could explain 17.30 percent of the overall satisfactions, 24.80 percent
of the intention to recommend to others; and the aspect of innovations in foods,
drinks and snacks in walking streets could explain 18.40 percent of the innovation

recognition, and 5.70 percent of the trends for future travel behaviors.

Thalang walking street, Phuket province

1. Thai and Western tourists expressed theirs needs for marketing innovation
at high levels in all aspects, namely local cultures, originality of buildings / temples/
architectures, physical evidence / infrastructure, innovations in local products, and
innovations in foods, drinks and snacks in walking streets.

2. Thai tourists expressed their opinions that the walking streets have higher
competitiveness when compared with rival walking streets in all aspects.

Western tourists expressed their opinions that the walking streets have higher
competitiveness when compared with rival walking streets in the aspects of
originality of buildings / temples/ architectures, the physical evidence / infrastructure,
innovations in local products, and innovations in foods, drinks and snacks in walking
streets. On the other hands, they feel that the walking streets have similar
competitiveness when compared with rival walking streets in the aspect of local
culture.

3. Thai and Western tourists have innovation recognitions toward walking

street at high level; have overall satisfactions at moderate level;, have trends for
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future travel behaviors at high level; and intention to recommend to others at high
level.

4. The need for marketing innovations of Thai tourists in the aspect of
innovations in local products could explain 23.20 percent of the overall satisfaction,
7.60 percent of the trends for future travel behaviors; while the aspect of innovations
in foods, drinks and snacks in walking streets could explain 36.50 percent of the
innovation recognition, and 25.60 percent of the intention to recommend to others.

5. The need for the aspect of originality of buildings / temples/ architectures
of western tourists could explain 28.70 percent of the innovation recognition, 30.10
percent of the overall satisfaction, 16.60 percent of the trends for future travel
behaviors, and 23.30 percent of the intention to recommend to others; while the
aspect of the innovations in local products could explain 30.10 percent of the
overall satisfaction; and the aspect of the innovations in foods, drinks and snacks in
walking streets could explain 28.70 percent of the innovation recognition.

6. For western tourists, the aspect of originality of buildings / temples/
architectures could explain 8.10 percent of the innovation recognition, and 7.90
percent of the trends for future travel behaviors; while the aspect of the physical
evidence / infrastructure could explain 8.40 percent of the overall satisfaction; and
the aspect of the innovations in foods, drinks and snacks in walking streets could
explain 12.30 percent of the intention to recommend to others.

In addition, it was found that tourists to the walking street in Chiangmai
province have higher needs for the overall marketing innovation, higher overall
satisfaction, higher overall trends for future travel behaviors, and higher intention to

recommend to others than the tourists from Phuket province.
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