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ABSTRACT

The study of marketing strategies for the tourism of Roi-Et province. The study of
marketing strategies for tourism in Roi-et province was : (1) to investigate strengths and
weaknesses of the tourism industry in Roi-et province; (2) to study tourist behaviours at tourism
places in Roi-et province; (3) to examine tourists 's satisfaction with tourism sites in Roi-et
province; (4) to investigate the demand for development of tourism sites in Roi-et province; (5) to
compare satisfaction of tourists with different demographies; 6) to compare the demand for
development of tourists with different demographies; and 7) to present tourism marketing
strategies for tourism in Roi-et province.

The study was conducted through examining information of 7 personnel of tourism
related sectors and 400 tourists who travelled to Muang and Nong Pok districts, selected by the
use of the convenience sampling technique. The data were obtained by questionnaires and
interviews. The collected data were analyzed by a mean, a percentage, a standard deviation and
for testing hypotheses a t-test and an F-test (One-way ANOVA) were also employed.

The results indicated that the majority of tourists were male, single, had junior high school
certification, were students, lived in the north-east region, had the first visit by means of personal
cars, decided to visit Roi-Et due to safety, were recommended the tourism places by their friends
and relatives, would like to visit again, would like to recommend the places to their friends and
other people due to satisfaction with traveling to Roi-et province.

The tourists showed satisfaction with tourism places in general and in 3 aspects :
facilities, strategies for tourism promotion and advertisement, at a moderate level but they

indicated satisfaction with tourism resources at a more level, especially there were various



tourism places : provincial museum, Bungpalanchai Lake, and some historical places with
description. Tourists with different sexes, occupations and ages did not show satisfaction with the
provincial tourism places differently.

Most of the tourists as a whole and as classified according to sex, occupation, and age
indicated needs for improvement and development of Roi-Et tourism places at the more level in
these aspects : cleanliness of tourism places and comprehensive and various advertisement. The
tourists with different sexes, occupations, and ages did not reveal different needs for development
of tourism places.

The marketing strategies for Roi-et province tourism (7Ps) can be recommended as the
following. (1) In the product : All existing tourism places should be perfectly developed for future
tourists and should develop new potential tourism places. (2) In the price : Tourism prices should
be determined reasonably in accordance with its quality and tourist 's income. (3) In the place :
The Internet should be employed as a means to order or purchase tourism products/good as well
as advertisement tourism information. (4) In the promotion : Tourism information should be
publicized through conducting special activities such as a competition on a specific agricultural
product. (5) In the people : Tourism personnel should be trained on standardized service skills
and evaluation of tourist satisfaction. (6) In the physical evidence : Furthermore, all printed
media, should be increasingly utilized in both inside and outside the province. (7) In the process :
The provincial tourism should be manipulated effectively by means of collaboration of local

residents, the government, and private sectors.



