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ABSTRACT 

 
  Phuket has a growing number of tourist arrivals, which attract significant new 
foreign investment in tourism-related projects. In recent years, Phuket has become more than just 
a popular holiday destination; it is now home to tens of thousands of expatriates and long stay 
tourists attracted by the tropical climate, stunning vistas and international standard facilities. 
Therefore, the real estate marketing strategies became essential to every developer nowadays. The 
study was designed to analyzed the factors influencing the decision making process of long stay 
tourists and expatriates in Phuket when choosing real estate. Moreover, to gain the information of 
what makes for effective real estate marketing strategies for long stay tourists and expatriates. 
The study has reviewed key international real estate markets, the domestic real estate market in 
Thailand, marketing strategies employed by real estate companies as well as ideas and theories 
related to consumer behavior. The data were gathered through self-administered questionnaires. 
Three hundred and ninety two questionnaires for long stay tourists and expatriates were 
apportioned at the Phuket Immigration Office during March 12th to April 16th, 2007. Moreover, 
forty-three questionnaires were distributed to qualified real estate developments. The SPSS 
(Statistical Package for the Social Science) was employed to evaluate the final result of 
quantitative method. 
  The findings show that Place, Price and Product were the most important factors 
respectively for long stay tourists and expatriates in choosing the real estate in Phuket, whereas, 
promotion is the least important factors; the real estate developers assumed that Product, Place 
and Price were the most important factors, whereas process is the least important factor; and word 
of mouth advertising efforts were found to be the most successful among the respondents. The 
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study suggested that long stay tourists and expatriates are their own specific target group and 
react differently to the real estate developer marketing strategies. Therefore, real estate developers 
should implement more effective marketing strategies that are focused to a specific target 
population. 
 
Key words: Real Estate, Marketing strategies, Long stay tourists, Expatriates, Phuket,  
      Thailand 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


