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The purposes of this research werc l) to examine the rnanagement readiness of both

public and private unis and the conditions of the adventure torism market in Trang,Ikabi, and

Pang-nga provinces, 2) to study the needs ofthe tourists for adventure tourism in thcse areas, and

3) to propose some marketing strategies to devetop 'trnseen tourism". The sample subjecs

consisted of 40O people from the following groups; tourism operators, public ofticers, staff

from the local administrative units, locat inhabitants, and related persons. euestionnaires werc

used to collect data for this study. The data was then analyzed by using an SpSS program and

shown as frequency, percentages, means, and standard deviation as well as using One-way

Anowa to analyze the data. Beside this, the rcsearcher also employed an interview and focus

group techniques.

The results of analysis were as follows :

Regarding the readiness of the tourist attractions for advenrure tourism in these

provinces, it was found that these anractions were appropriate for adventure tourisrn. The

positive factors for advennre tourism included beautifirl scenery, versatile ecological

environment suited for various types of advenhre, availability of transportation, good conditions

of roads and clear signs, and other facilities. However, some areas were nof ready for this tpe of
tourism: Lao Liang Island in Trang, Bang Tao Waterfall in lGabi, ana fad Kwam Morurrain in

Pang-nga.

In terms of the needs of tourists for adventure tourism in th-ese areas, the research

revealed that the tourists' needs included nature, clear signs to the attracrions, security staff,
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accommodation close to natune, and trekking with experienced guides to see the local flora and

fauna. However, when considering the needs of tourists from different socio-economic groups, it

was found that touriss of differcnt gender, age, and income gave a different level of significance

for the attractions, ransportation, accommodation, and activities at tbc level of significance of

.05.

It was found that nurketing strategies should be employed to improve the tourist

atuactions in these areas. The community should offer more adventurous activities for tbe

towists, as well as improve the tourist spor in a sustainable way. They shoutd also prescrve the

natural cnvironment of the atractions, and provide a one stopscrvice center for the tourists. In

terms of marketing communication, the community should use integrated marteting

comnunication; using different media, and linking their websites to other related unis. Besides

this, there should be experienced staff assisting tourists at the attraction Therefore, the

community should provide training courses for the tourist operators, oflicers, and community

leaders. The most important is that to encourage the community to participate in managing the

tourism and related activities including accomrnodation, food, and tour guides.

In conclusion, the marketing strategies should be based on the needs of the tourists, and

should consist of the following strategies:

l. Developing the tourist atfactions in tlre area, focusirg qr the infrasmrcture, €mvir1;11rcnt,

and the tourists' safety.

2. Employing a pro-active marketing strategy to the target customers by advertising

through websites and networks.

3. Cooperating with the local community in managing the tourist attractions in is area.
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