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Abstract

A Study of problems, barrier and associated marketing mixes which influence Korea tourism of Thai
tourists who travel to Korea, has the objective to study of problems, barrier and associated marketing
mixes which influence decision behavior of the tourists, then find out the solution to improve service
efficiency to serve next customer group further. The study would be conducted by gathering of information
by interview method, and opinion survey by questionnaire method. The representative sampie is 270 Thai

tourists who made a decision to travel to Korea.

The consequence from 7 deep interviews revealed that there are 5 factors of associated marketing
mixes which are connected with problems. They are 1) product problem such as language, food and
tour schedule 2) price related problem like tour package price 3) process problem, for example,
immigration process 4) productivity and quality such as service quality, and last 5) personnel

problem such as tour agent employees who provide the services.

From 200 opinion surveys in part of general information found that most of tourists are female, age
between 26 -35 yeas old, hold bachelor degree and career as corporate employee. Their average
revenue is lower than 8,000 baht per month while their average expenses in Korea travel each time

around 30,001 -45,000 baht .

In addition, travel information was shown that most tourists have ever been traveled to Korea | time

before. In which latest time of travel to Korea, they went with their family. As average, the tourists



would go abroad 1 time each year (includes other counties), which often be in holiday occasion. The
tourists like tourism location of Korea and come to Korea to do some shopping, which expenses,
goods and tourism attractions factors encourage the tourists to come to travel at Korea. By the way,
if the tourists could have the chance to travel in every seasons of Korea, they would most choose
Spring season- March to May. Before departure, they would not prepare for searching of Korea

information. However, from the survey, they would come back to Korea to travel again certainly.

Later, service quality measurement of tour agent, is to let the tourists give the point in several parts
of services. For service tangible view, most of tourists agreed that service officer behave well is the
most key, while having modern tools is in middle important level. Next, they conclude in reliability
part that punctuality and willing to solve the problem is very important qualification, when great
service preparation and no mistake is in the middle level. In the same time, for responsiveness part,
most travelers see that the speed of response to customer, preparation to service and willing to help
the customer, not refuse to customer request is the most important factor. Then the officer should
can give the correct information is in middle important level. Moreover, assurance part, most
tourists judged that feeling of safety when receive the service, good manner of officer and the
officer has the knowledge to answer to customer question, these things are important. Last, empathy
part, most tourists conclude that service officer pay attention and care of each customer, adequate

time allocation to every customer also understand their requirement is the most important point.

Last part, travel agency or service providers, most tourists bought and used the service for the latest
time from SUNMOON TOUR, The travel package includes S days 3 nights period. The reason that
the tourists chose travel with travel agency was comfort. They think that travel program which was
provided by the travel agency was suitable in the meaning of travel time, but their meals had not
enough variety. The price of travel package was appropriate, worth for the price proposed. Most
tourists bought travel package directly from travel agency, which they had known the name from
internet advertising, In the future, if they have another chance to revisit Korea, they think that they
would come back to use the same travel agency because of their satisfaction to tour officers service.
Their criteria for making a decision to use a service from any travel agency would be pricing and
travel program detail. Moreover, the tourists were satisfied with SUNMOON TOUR service in the
process of ticket booking and buying. They were also satisfied with accommodation, bus, airline,

meals and local guide which this travel agency had provided for them. However, on the contrary,



the tourists comment that service officer could not took care and provided the service over all tour
group, also gave less time in each tourist attraction. Lastly, the tourists propose additional
recommendation to the travel agency that they offer too much repeatedly program, should have new
travel program to propose, and should lower the price for holiday occasions due to too high price

compared with normal period.

Keywords : tour package / The travel package / Associated with the Korea Tourism /



