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ABSTRACT

The development of the degree of competitiveness of tourism industry business
entrepreneurs in Thailand is an important thing which will enable tourism industry business
to operate further business under more violent competitions, and it is encouragement of
more opportunities to seek benefits from investments in tourism industry business in foreign
countries. The customer marketing strategy, is an empnasied the responses to consumers’ or
customers’ need to receive most satisfaction while the business itself still gains profits.
Therefore, the researcher studied the relationships between customer marketing strategy and
performance of tourism industry business in Thailand. Data collection was carried out with
225 entrepreneurs by a questionnaire. Statistics for data analyses included t-test, F-test
(ANOVA and MANOVA), multiple correlation analysis and multiple regression analysis.

The results of the study revealed that the entrepreneurs tourism industry business
in Thailand agreed with having a customer marketing strategy and in each of these aspects
at a high level from high to low : customer knowledge, customer profitability, customer
proposition design and customer insights / market analysis. The entrepreneurs tourism
industry business in Thailand agreed with having a performance and in each of these
aspects at a high level from high to low : competitiveness, quality of service, and
flexibility.

The entrepreneurs tourism industry business in Thailand with different numbers
of staff, different initial registered capitals, different durations of operation and different

types of business had different opinions about overall customer marketing strategy (p <.05).



The entrepreneurs tourism industry business in Thailand with different numbers of
staff, different initial registered capitals, different duration of operation and different types
of business had different opinions about overall performance (p <.05).

From analyses of the relationships and effects, the following were found
1) The customer marketing strategy in the aspect of customer contact had positive
relationships with and effects on performance in the aspects of financial performances,
flexibilities, resources utilizations and innovation, 2) Customer marketing strategy in the
aspect of customer insights/market analysis had positive relationships with and effects on
performance in the aspects of innovations. 3) Customer marketing strategy in the aspect of
customer knowledge had positive relationships with and effects on performance in the
aspects of flexibilities, competitiveness and quality of services. 4) Customer marketing
strategy in the aspect of customer proposition design had positive relationships with and
effects on performance in the aspects of financial performances, flexibilities, resources
utilizations, innovations, competitiveness and quality of services.

In conclusion, there is a relationship between customer marketing strategy and
performance of tourism industry business in Thailand. The results of this study could be
used to develop customer marketing strategy for more efficiently. Moreover, this could help
make and support a decision and increase the efficiency of tourism industry business

competition for entrepreneurs.



