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Abstract

Project code: RDG60T0202
Project title: The study of Thai Tourist’s attitudes towards Domestic Tourism

for enhancing the marketing strategic planning of TAT

Investigator: Dr.Varavuth Chintaradeja (Brand Matrix Reserach Co.,Ltd.)
Email address: varavuth@brandmatrix.co.th
Project period: 1 September 2017 — 31 August 2018

The research is aimed to 1) study the attitudes of Thai tourists towards to
campaign and pubic relation of TAT 2) study the attitudes of Thai tourist towards to
new concept of tourism 3) study the tourist which influence to the in regard to area
and province decision making 4) study the push factor towards to Thai tourist 5) study

“the willingness to pay” of Thai tourist to pay for goods and tourism service.

The research instrument is the questionnaires which is distributed to the 5,728
samples from target areas in Bangkok and vicinities in Thailand (Nontaburi,
Samutprakarn and Pathumthani). Also, it is gathered from other 10 provinces (including
5 major parts of Thailand). The samples are included Gen Y (20-37 years), Multi Gen
(20-27 years traveling with family), Silver ages (55-70 years). Lady (38- 54 years),
Millennia family (20-37 years with kids under 13 years), and High-end ( non-aged
related). Data is analyzed by using a computer program for frequency, percentage,

mean, standard deviation.

The finding indicates that every group of sample spends time regarding traveling
in Thailand 3 days 2 nights approximately. Multi-gen travels with 6 people. Gen-Y, Silver
age, Lady, High-end travel with 4 people. Millennia family travel with 3 people. Mostly,
tourists travel by personal car and concentrate on local life among the beautiful

destination with pure nature to relax, eat, sleep, shopping and share the traveling



moment in social media. Moreover, tourists focus on environmental-friendly concept
by no littering. Also, they are interested in less visited area according to it is challenging

for searching in.

According to the study, TAT focuses on the marketing plan, the income from
tourists to achieve TAT’s goal. TAT implements the finding to set up-to-date and
in-depth marketing for tourists per se. Furthermore, the demand of Thai tourist is

implemented in marketing strategy of Tourism Authority of Thailand
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