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The study on agro-tourism marketing in Chanthaburi province aimed at investigating
the satisfaction, tourist needs as well as analyzing the consumer’s surplus and proposing
marketing guidelines for agro-tourism in Chanthaburi province. Questionnaires were used
for data collection from the tourists traveling to the agro-tourism places in Chanthaburi.
Semi-structured interviewing was also employed and the key informants included with:
tourism agency entrepreneurs, tourist guides and the related organizations. According to
the data analysis, the information would be scrutinized under the quantitative method via
percentage, mean, statistics, T-Test, Travel Cost Method (TCM) as well as the descriptive
analysis by content analysis.

The results revealed the following issues: 1) the tourist satisfactions toward the
agro-tourism management in Chanthaburi province suggested the higher mean of tourist
expectation than the tourist perceptions of all aspect include consumer’s needs, cost of
appreciation, convenience to buy and communication dimension. The tourist perceptions
reflected the unsatisfactory senses on the agro-tourism management. 2) the tourist needs
toward the agro-tourism management in Chanthaburi province, the study addressed the
tourists preferences including: products—tourists’ preferences relied the most on the good
quality product, price—requiring cheaper prices, place—requiring the most on convenient way
to reach the attractions and promotion—reflecting the needs of enough travel signs, and
public relations on the attractions. 3) consumer’s surplus, it showed the average consumer’s
surplus of tourist to visit agro-tourism places in Chanthaburi province; revealing -1,771.01 baht
/person. And 4) suggestion for agro-tourism market in Chanthaburi consisted of four
dimensions including: product—promoting the differentiation, selling values of product and
having an annual event to boost product values, price—avoiding buffet sales and promoting
the price in relation to the group of customers as well as informing the pricing to them,
place—increasing the access channels, developing more convenient facilities to reach the
attractions, arranging the appropriate places with enough space for a parking lot, marketing
promotion—developing and promoting through online, establishing gsood relationships with

customers and penetrating lead tourist agency market.
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