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The research aimed at: investigating the tourists’ behaviors and perceptions
toward visiting to Southern Isan, 2) proposing the pathways of tourism marketing linking

to the ways of Southern Isan and 3) developing the marketing communication tool.

To the research methodology, it consisted of four main samples and
populations including: 1) four hundred Thai tourists—under the sample size based on
Taro Yamane with 95% of reliability and 0.05 of error value, 2) one hundred foreign
tourists—similarly based on the sample size by Taro Yamane with 90% of reliability
and 0.10 of error value. Those samples were selected through the convenience
sampling by mixed genders and ages, 3) tourism service representatives including:
tourism company and local tourist guides, 4) governmental officials contributing to
Southern Isan tourism development—selected by purposive sampling; resulted with
at least 30 samples. This research employed both qualitative and quantitative
methods under the descriptive statistical analysis including: frequency, percentage,
mean and standard deviation. Moreover, the differences among variables were
analyzed through one-way ANOVAs, regression analysis and correlation analysis.

According to the result, it revealed that most of Thai tourists were between 21
to 30 years old with the educational background of bachelor’s degree and their
occupations were students. Moreover, to the income, it showed that they earned
approximately 10,001-20,000 baht a month and their favorite time of travelling was
during Saturday to Sunday. Moreover, the Thai tourists preferred a private trip with
family members/ relatives by using their own vehicles. Additionally, they preferred to
stay in their relatives and friends’ house with the average staying duration 2.2 days.
Moreover, they spent approximately 3,280.41 baht for a trip.

Meanwhile, most foreign tourists were males aging between 21-30 years old

with a bachelor’s degree. Their occupations were business owners / private
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entrepreneurs with monthly income of higher than 50,000 baht. The foreign tourists
preferred to travel during holidays by a private trip (e.g. traveling with friends) and they
mostly traveled by plane. Moreover, to the average of their stay, it showed they
mostly spent 14.1 days in hotels / apartments under the average expenses of 22,620.88
baht.

Apart from the above data, Thai tourists learned the information from three
main marketing media outlets—ranging from the most popular to the least as follows:
1) FACEBOOK, 2) Personal media (e.g. relatives, friends and familiar people), and 3
Instagram.

Moreover, it seemed that online-marketing communication tool was mainly
improved. Take the case of FACEBOOK as an example, it showed that there was a
FACEBOOK page called “Travel South of Isan” which suggested the tourism routes to
the popular Thai web-site forum called “Pantip” www.pantip.com as well as there was
the implementation of Web Blog, Instagram, YouTube, Guide Book and Hashtag.

The approaches of tourism marketing bridging the ways of life in the southern
I-San provinces consist of the marketing mix factors in several aspects namely: 1.
Product; to develop the tourism along the eight routes based on the tourists’ behaviors
as well as to connect and to enhance the tourism identity of Southern I-San provinces,
2) Price; to estimate the overall trip expense in accordance with the remaining budget,
3) Place; to promote the updated tourism routes to tourist information centers as well
as through the online channel, 4) Promotion, to employ the marketing communication
tools via the Internet and public relations, 5) People; to improve the service standards
and to promote the tourism community, 6) Packaging and Programing; to boost the
collaboration with partners—both governmental and private sectors along with to

promote more new tourism routes to tourists.
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