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Abstract

The study an evaluation of Long Stay tourism and tourists behavior, From the results of
the study, It is found that the target group of tourists (Japan, America, and Scandinavia) are expecting
Long Stay tourism products and services that the destination must be a suitable climate and
environment for Living and traveling. There is a distance near the community and hospitals that
have high standard treatment potential, shopping, Low cost of living, Able to travel and stay in
tourist destinations in the long term. Taking into account the value of money paid from tourism and
the experience that has been retumned Is safe for life and property can find privacy and can fully
rest, learned the local culture and traditions as needed freely experience an exotic experience that
is different from everyday life. Can engage in other activities other than tourism such as golf, fitness,
spa, party, etc.

As for the study of long-term tourism behavior, it was found that there is a plan to stay
longer in Thailand for 1 month or more and may last up to 5 years with the goal of retirement in
Scandinavian and Japanese tourists. As for the Americans, the goal is to visit tourist attractions,
recreation, and activities with push factors from the country of origin, relocation with necessity (such
as moving to work abroad) in Scandinavian and Japanese tourists. For Americans, have personal
reasons, such as retirement or want to relocate abroad which is safe is still the most important factor
in the decision to travel to Scandinavia. Americans are open to foreign tourists and Japanese are
historical and cultural attractions. Factors influencing the decision to visit Thailand (Pull Factor) of
Scandinavian tourists, including natural resources, the value in the price of food and food prices.
Americans are open to foreign tourists and the Japanese are safety.

Based on the results of the research, it was found that new Long Stay target groups to
obtain a segment of marketing communication are divided into 4 groups as follows: 1.) Digital Nomad
group for this group residing in 5 Target provinces. The target groups are Chiang Mai, Chonburi,
Bangkok, Prachuap, and Phuket. 2.) Retired groups residing in 3 provinces. The target groups are
Chiang Mai, Prachuap, and Phuket. 3.) Expat & Smart Visa group resides in 5 provinces. The target
groups are Chiang Mai, Chonburi, Bangkok, Prachuap and Phuket and 4.) Medical Tourism residing in
5 provinces. The target groups are Chiang Mai, Chonburi, Bangkok, Prachuap, and Phuket. In 2
provinces, the target group is Bangkok and Prachuap, with the Long Stay tourist representative model.
In the new Long Stay tourist, causing higher revenue compared to the old Long Stay tourist, it is
advisable to rise up the new Long Stay segment.
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