UNANED

#MlAINIG A3 AuNasE wrnsisdal
Email pimlapas59@gmail.com
szezaALdung 1 WAl 2560 - 31 dquigu 2561

pantinviesiieyadudunqueaiadmnenmaslasuanuauls iszivunlnguas
Wiulage nsfnwasadaiunsinsienguuuunisandudinuagdnuuinguueatinvieaien
yadulununyeiangadunafiunususuunsaiiuiiinfing 1 anngusdeg1efetinviediie

yaduluiundmiagin nszld wasiaa Nwnalnguazy1inislssinadiuiu 836 faegne 19

walan5IAS1¥tade (Factor analysis) Lagion1sitasizRdnnas (Cluster analysis) S3uAU

9

nsdnUszyunguges MIdun1ualiuseneunts wasnlisnuiingIves

Han1sANwINUIITNvioNeIyaduAunIien e luiunyelangiadunaidu
Uszneumetinvieadien 7 nqugesnuguuuunisanidudin uasuuseanidu 3 naulng suldwn

nautlinium1e (The  Traveler) Usenousiy nauviadiieanseuandn waznguviauiiedinlny

1 A 1

(Thainess) siaunAengualIUseaun1sailug (Experience  Seekers) #sanquiind1539

q

(Discoverers) F1Us¥NaUAIENFUTINNBUNLNTINAYAY LazNFUAITIBUNLUNDNITITEUS

]
¥ A 1 = o a

gavineAenduniinisaduinlukuuvengy g Ju U (Relaxing Chill outers) w38 nay

9 q

2K

1nYiFu1as (Classical Excursionists) Usgnaumenguiniau1as/dunuinis uasvisuilediive
anundandu Ml mualingudniunie (The Travelers) lunguithmunendn Tnefivun

fuvisnandueseuramioniiealiilu “Ultimate Destination” dwsutinviewiieiyady wse

(%
Y ¥V

< ' ] PN Q{' = =2 PN a [V 4
ﬂ'ﬁLU‘L!LWF@Q‘V]ENLVI‘EJ?V]@@EJEJG]%J@’J’]&J@Q@G]"\]‘Ll‘c’,l’mW%%UQLE’ISI@ Meaundanlunssessuaiu

% a

HARANY WazN15UIN1T81818 AUNT N uEsgIwIEAINAEAInatuayuianTsuly

'
v A [y % [

FInUszrTumudeUygiiniseaun drdgyagafedunduinineinsnisveaieifnegnings

o

wanuate dnanssunanunseasislszaunsalninisvesiennuiuserivla anmuwindeunig
nun NuazIfTausssy tnenisdunfounignagnsnisasislssaunisaineenwuula
(Designable Experience) suavingudminduaniulugnisiluwnamiennesndulinsiuyady

Tusgaulan (World class Destination) siald



Abstract
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Muslim tourism market is the target market which gains interest because its size
and growth rate. This study conducted the analysis of lifestyles and classifications of
Muslim tourist clusters in the Andaman Coast through those lifestyles. Samples of this
study are 836 Muslim tourists in Phuket, Krabi, Phang Nga both domestic and
international tourists. The factor analysis and cluster analysis were used in this study.
Additionally, focus group interviews, face-to-face interviews with tourism businesses, and

related organizations were also included in this study.

The results show that Muslim tourists who travel in the Andaman Coast are
consisted of 7 lifestyles. These factors can be classified into 3 clusters; i.e. ‘The Traveler’
— mainstream tourists and Thainess tourists; ‘Experience Seekers’ or Discoverers —
adventure tourists and learning-by-travelling tourists; and ‘Classical Excursionists’ or
Relaxing Chill Outers — excursionists, recreational tourists, and hedonistic tourists. For
developing marketing strategy, the Traveler is a main target market with positioning as
“Ultimate Destination” for Muslim tourists. Its ultimate is the reason why tourists cannot
deny the charming Andaman Coast - Phuket, Krabi, and Phang Nea; including readiness
of halal tourism products and services, readiness of infrastructures and supported
facilities for mundane activities in regarding to the Islamic principles, high potential and
various tourism resources, tourism activities which contribute the impression experience,
and physical and cultural ways. Muslim Friendly Destination can be driven with
‘Designable Experience’ strategy in order to lead the Andaman Coast cluster to be the

world class tourism friendly destination.
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