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ABSTRACT

New consumer trends, political changes, new
technology, the fragmentation of markets, globalization,
vertical, horizontal and diagonal integration, environmental
concerns, economic integration and many other key
developments are all adding to the complexity of corporate
management in tourism. Today and in the future, the tasks of
tourism management and development extend well beyond
finding or creating new markets as well as new products.
Tourism stakeholders must adjust to all sorts of changes to
assure a sustained inflow of resources and a continuing outward
flow of services. Hence, the potential for development of nature-
based tourism (NBT) and also to study the potential for new
NBT products and tourism destination marketing in Suratthani
and Nakhon Srithammarat were examined.

More specifically, this research confronts this highly
dynamic environment. It lays out an effective paradigm and
approaches for expeditious NBT development for tourism
stakeholders to use in tying their business or organization into
the opportunities and challenges created. It is anticipated that
using this tourism-potential model will help to identify new
opportunities for tourism growth in the region, particularly, in
Suratthani and Nakhon Srithammarat. The model has particular
application in planning for NBT development and will assist in
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identifying locations that are attractive and can form part of an
interesting and diverse series of nature-based tourist attractions
in close proximity to each other.

The research is structured in three major parts of the
objectives: (1) To investigate the potential for development of
NBT business in Muang, Suratthani and Khanom, Nakhon
Srithammarat, (2) To investigate the potential NBT activities
and products for tourism planning in Suratthani and Nakhon
Srithammarat, and (3) To propose the approaches for NBT
development that could create complementary advantages and
sustainability of development to community. Although at the
initial stage for implementation of the NBT development has
already been considered to be beneficial, the development may
directly affect to different types of stakeholders that were
characterized into three parties: tourists, providers and
regulators. Therefore, a distribution of 400 questionnaires to
both domestic and international tourists, in-depth interviews
with 35 accommodation entrepreneurs and 5 related officer
groups were carried out in total of 440 sets. As consequences,
400 questionnaires of domestic and international tourists and 5
in-depth interviews of related officer groups were available for
data analysis but only 30 in-depth interviews of accommodation
entrepreneurs were obtained. The data analysis, therefore, was
conducted by 435 respondents. The data was analyzed by the
SPSS for WINDOWS version 11. Frequency, Percentage, Mean,
and Standard Deviation were used for statistical analysis.

According to the results of this research, Suratthani
and Nakhon Srithammarat have high potential tourism resources
related to NBT such as ecotourism, agro-tourism and coastal
tourism which can be promoted to achieve the success of local
tourism. Importantly, there is another interesting tourism which
can be promoted to be an alternative tourism. It is the cultural-
based tourism which involves with the local cultural uniqueness
destinations and activities. It is a form of tourism for visiting
and studying local culture and tradition based on knowledge
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gaining and responsible for environment and culture. Moreover,
these activities are responsible for sustainable tourism as well.

Besides, the increasing of investor’s interest in
tourism business investment can encourage the growth rate of
tourism. The accommodation, especially, have not provided any
services to tourism related activities. Most tourists enjoy tourism
choice amongst the entire range of products and services
affordable to them, but the results found that the decision to visit
this area was reduced by the diversity of tourism activities.
These problems have affected to the growth rate of local
economic development. it is essential that new products
development receives attention to seek tourism growth in these
regions. Collaboration between government sector and private
sector are expected to improve these tourism places in order to
achieve the sustainable tourism.

Regarding to NBT development approaches, the new
products development must be appropriate with the potential
destinations of these 2 regions. The cleanliness of tourist
destination and environment, the reasonable service charge as
well as the local residents’ participation in tourism activities
should be realized in terms of important aspects. It is essential
that new products development receives attention in these
regions that want to survive as destination areas and seek
tourism growth. This could be conducted by investigating the
potential for destination development composed with the
characteristics of natural, social and cultural environments as
well as infrastructures and facilities management in order to
respond the tourists and local residents’ demand.

Besides, the researcher also recommended the
effective paradigm for NBT development by proposing the
operational level in twofold: the Analytical Process and the New
Product Process. This aims to support the tourism planning in
Suratthani and Nakhon Srithammarat, especially, to
conscientiously promote tourism marketing and tourism
development to achieve the international standardization. Then,



the researcher also recommends the collaboration between
tourism organizations and tourism entrepreneurs in order to
strengthen the value of local tourism industry and to achieve the
NBT development.

Key Words: Nature-based tourism development, nature-
based tourism, non-mass tourism, new product
development, Tourism Destination Marketing, Demand
Factors, Supply Factors
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CHEPTER 1
INTRODUCTION

1.1 State of problem

Tourism has become one of the fastest growing
industries in recent years. It is widely recognized that the growth
rate of tourism has exceeded the growth rate of the other
industries, both in Thailand and in other countries. In spite of
this rapid growth, it is not easy to define the term, “Tourism”.
Generally speaking, tourism involves traveling, sightseeing,
entertainment, catering and accommodation. In recent years, the
popularity of tourism towards natural scenery has rapidly grown
and many have said that ecotourism is the one of the fastest
growing, if not ‘the’ fastest growing type of ‘new tourism’.
Trends indicate that the growth of ecotourism coupled with the
larger market segment of nature tourism far surpasses that of
tourism in general. While lack of differentiation between
ecotourism and other forms of nature tourism makes tracking
ecotourism development difficult, it is obvious that travel to
natural areas is increasing at a tremendous rate. In 1996, the
World Tourism Organization (WTO) predicted that there would
be an 86% increase in tourism receipts, of which the majority
would come from ‘active, adventurous, nature and culture-
related travel’ (Honey, 1999).

However, nature-based tourism (NBT) is one of the
most exciting sectors in the tourism industry, growing by the
estimated 10 to 30 % per annum (McKercher, 1998). The most
obvious characteristic of ecotourism is NBT. Valentine (1992,
pp-108 as quoted in Weaver, 2001a) defined NBT as tourism
‘primarily concerned with the direct enjoyment of some
relatively undisturbed phenomenon of nature’. A variety of
motivations for NBT has been suggested, including the desire to
get back in touch with nature, a desire to escape the pressures of
everyday life, seeing wildlife before it is too late, and specific



interests and activities such as trekking, bird watching,
canyoning and white-water rafting and kayaking (Whelan,
1991).

Thailand has diversity in tourism resources;
especially in geography, climates, biology, flora and fauna.
Many famous destinations with high potential of tourism
industry, especially in the South of Thailand, are full of natural
resources, cultural heritage and unique local way of life. Hence,
the diversity of the physical and geographical characteristics has
led to the rapid growth of NBT. Global interest in environmental
matters has made more and more people want to experience ouf
unique outdoor wonders (McKercher, 1998). The market for
countryside tourism is growing across the south of Thailand,
turning the countryside into the key part in the recreation and
tourism scene.

Based on the tourism economic inflation departed by
the Research Institute for Development of Thailand, the
information of WTO forecasted that the long-termed growth of
world tourism during 2002 to 2020 would have the average
growth rate of tourists around the world about 4.1% per year,
having 1,000 million visitors in 2010 and 1.6 billion visitors in
2020. Besides, the tourism in Asia Pacific i1s forecasted to
change its position from the third (under Europe and United
States) to the second of the world in 2020. The average growth
rate of tourism in Asia Pacific is expanding 6.5% per year. The
World Travel & Tourism Council (WTTC) forecasted that the
amount of foreigner tourists in Thailand would increase to 7.5%
per year during 2000 to 2020 (WTO, 1997: 39 and 63).

In order to get more income from tourism industry,
the Tourism Authority of Thailand, region 5 (Suratthani)
conducted the seminar on the topic of “Roadmap for the Leader
of Quality-Based Sustainable Tourism (Chumphon, Ranong,
Suratthani)” on 21* December 2004 which aimed to achieve the
quality of tourism resources for higher tourist’s arrivals by
emphasizing on the destination development, services and



human resource improvement and marketing strategy planning.
The seminar focused on new tourism products with fully
sustainable resources for more new qualified group of tourists.

The roadmap indicated the number of tourists which
are totally 1,751,718 travelers (846,281 tourists on Samui
Island) specified by 162,037 domestic tourists and 684,244
international tourists in 2003. Tourism revenue of Suratthani on
tourism industry is 12,391.22 million baht. Most tourists spend
their vacation on Samui Island and other islands in spite that
Suratthani town has diversity of natural resources that can be
developed to providing new tourism products and activities.

Suratthani, the largest province of the south of
Thailand, is covered with the diversity in geographical and
physical phenomenon: mountains, plains, rivers, dazzling white
sand coasts and islands. The historic remains have clearly
revealed that this long historic town has been the center of
transportation. The route to Suratthani is normally suitable for
being a resting place of traveling to Andaman and Gulf of
Thailand. Increasingly, Suratthani is ranked to be one of the
eighth of major tourist destinations.

Beside the natural tourist attraction, Suan Mok, the
practicing Buddha’s teachings place covered with peacefully
natural environment, becomes famous as nature-based
classroom where attracts both Thais and foreigners to visit and
make meditation. The colorful unique culture and tradition have
become an annual event holding activities as Chakpra Thot
Phapa and Long Boats Racing Festival (taking place the day
after the full moon on the 11 lunar month, this will be followed
by the procession of floats (Reau Phanom Pra), depicting events
from the Lord Buddha’s life (Thot Phapa). Additionally,
Suratthani is well known in ecotourism which comes in form of
Oyster Farm Stay that travelers are able to touch local resident’s
way of life. The one day trip “Teiw Klong Long Bang - Mae
Num Roi Sai”, traveling by long boat along the Tapee River, is



operated by local tour operator and supported by the Tourism
Authority of Thailand, Region 5, Suratthani.

As the above current situation, it clearly reveals that
the tourism resources of Suratthani possessed potential to
develop to gain higher number of tourists by providing new
tourism products and activities toward alternative agro tourism,
ecotourism and recreation in the countryside. The new trend of
tourism target interests the researcher to investigate the potential
for NBT development in the scope of new tourism products,
activities and tourism destination marketing in Muang,
Suratthani through Khanom, Nakhon Srithammarat.

The way from Muang, Suratthani through Khanom,
Nakhon Srithammarat is the main road to the tourist destination
(Koh Samui). This is the route that the researcher needs to study
about the potential and destination marketing for development
of NBT because it passes the tourist attractions, such as
Wipawadee Waterfall, Oyster Farm Stay, beaches and camping
areas, which can be developed and promoted as alternative
tourism for tourists who visit this region.

Hence, this research is to study the approach of NBT
development. The outcomes are expected to effectively generate
tourism planning and to attract more new group of tourists
towards tourism industry in Suratthani and Nakhon
Srithammarat.



Figure 1.1 Map of the study area

Source: Tingsabadh, C. (2000)

These are mentioned to the questions of:

1.) Does the potential destination for NBT
development emerge in constructing and reconstructing tourism
places and spaces for the regions: Muang, Suratthani and
Khanom, Nakhon Srithammarat?

2.) Is it possible to add the NBT activities and
products to the core tourist attractions related to new products
development?

3.) Could the enhancement of Suratthani and Nakhon
Srithammarat as a nature-based tourist destination potentially
increase a higher number of tourists” demand?

1.2 Objectives of the study
1.) To investigate the potential destination for

development of NBT business in Muang, Suratthani and
Khanom, Nakhon Srithammarat.




2.) To investigate the potential NBT activities and
products for tourism planning in Suratthani and Nakhon
Srithammarat.

3.) To propose the approaches for NBT development
that could create complementary advantages and sustainability
of development to community.

1.3 Scopes of research methodology

1. Research area

The potential area for this study is in Muang,
Suratthani and Khanom, Nakhon Srithammarat. They can be
regarded as significant new tourist destinations that have
enjoyed recent substantial growth in number of tourist arrivals.

2. Population

From consideration a group of respondents for this
research, the key stakeholders are people who have rights to
perceive the information about the tourism development and
management before the NBT development is allowed to be
implemented in an event that it may affect to the tourism
environment. The key stakeholders are important to give the
suggestion in order to achieve the objectives. This research aims
to study three major groups of stakeholders who are composed
of:

- Consumer: domestic and international tourists

- Provider: accommodation enterprises

- Regulator: tourism-related officer groups

The scope of demography for this study limits three
groups of samples could be justified as follows:

2.1) Both domestic tourists and international tourists
who were visiting Suratthani during February to March.

2.2) Resort entrepreneurs and a multitude of farm
stay owners providing accommodations, where are likely to
providing new tourism products and activities as well as being
developed to promote the tourism industry both in Suratthani



town and Khanom, Nakhon Srithammarat. Regarding to the
research limitation, this informant is justified as a group of key
stakeholders who directly related to NBT development on both
gathering the benefit and the impact from the NBT management
implementation, and classified by mostly within three
categories:

- Premium A: outstanding

- Premium B: high potential

- Premium C: under the line closed to potential

2.3)Tourism-related officer groups who had
responsibility to develop the tourism industry and played
important roles related to tourism planning. The key
stakeholders are also important group to express the opinion and
give suggestions for tourism management including giving the
comments about tourism planning. They are composed of:

- Provincial Administrative Organization (PAO)

- The Chamber of Commerce of Suratthani

- The Tourism Authority of Thailand, Region 5

- Land Department

- The expert or the professional

3. Content

According to a study for national action plan for the
tourism industry in the 9™ National Economic and Social
Development Plans (2002-2006), there 1s the analysis for
identifying a suitable province for tourism development. Hence,
the research will emphatically investigate the potential for NBT
development. The scope of content is covered with the study of
the new products development in terms of the potential for
alternative tourism management. This 1s, especially, to
investigate the suggestions for NBT development involved with
some specifically interesting activities and tourism marketing in
the region.



The primary data gathered from questionnaires and
personal in-depth interviews were grouped into categories:
current circumstances, perceptions and perspectives from the
key informants concerning tourism industry development and
management, tourism product development, and marketing and
promotion. As well, the secondary data investigated by literature
review (papers, documents and tourism-related literatures) was
grouped into categories: SWOT analysis and approaches used to
facilitate the tourism planning in tourism product development
and tourism marketing. Findings were analyzed with the
intention to answer the supplementary research questions.

4. Time

The scope of research study period was conducted
and attributed during January 2006 to May 2006.
1.4 Survey data analysis

1.) To investigate the secondary data sources for
designing the data collecting tools, e.g. questionnaire for
demand factors (both domestic and international tourists),
interviewing supply factors (resort entrepreneurs, a multitude of
farm stay owners and tourism-related officers), and to consult
with the expert in tourism.

2.) To investigate the primary data sources towards
field survey about the potential of NBT development.

3.) To evaluate the primary data by SPSS program.

4.) To analyze both primary and secondary data
sources by SWOT in order to recommend the operational
strategies of NB'T development in this research area.

5.) To program the outcomes of SWOT analysis
towards the mentioned questions with a respect to a particular
set of objectives of this research in order to arrange and present
the effective paradigm to expedite NBT development.

1.5 Expected benefits



The important corollary purposes of this thesis are:

1.) To be an effective paradigm presented in the
scenario-based approach of NBT development with the
expectation of getting higher capacity in the regions.

2.) To be a guideline for resort entrepreneurs and
farm stay owners in high value-added services to their existing
property to create new tourism products or differentiate their
business towards tourism activities.

3.) To promote the strategic planning in tourism
marketing management of the Tourism Authority of Thailand,
Region5, Suratthani.

4.) To stimulate those who are involved in tourism to
go beyond the outcomes investigated here and apply new
approaches to the tourism planning.

1.6 Definition of key terms

Nature-based tourism development is defined as
the development of the potential for NBT covered with new
tourism products and activities considered on its role in the
delivery of a world class tourism product. NBT development is
to integrate tourism planning and management as the process of
preparing for tourism development and to improve cooperative
strategies for tourism management. Fridgen (1991) notes that it
is also the process of creating, providing and developing
infrastructure and recreation facilities for visitors and resident
hosts, which will raise living standard of the people through the
economic benefits of tourism as well. It is the long-term process
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of readying a destination for tourists or improving a
destination’s attractiveness to tourists.

Nature-based tourism is defined as any form of
tourism that relies primarily on the natural environment for its
attractions and/or settings; incorporate ecotourism as well as
substantial portions of adventure tourism (tourism that
incorporates an element of risk, higher levels of physical
exertion and a need for specialized skills to enable successful
participation. The concept is subjective in that perception of risk
and thresholds of physical exertion from person to person.) and
3S tourism (‘sea sand and sun’ or beach resort tourism can be
included in other types of tourism but is usually associated with
mass tourism), neither of which are necessarily sustainable or
learning-centered (Weaver, 2001). Thus, it 1s possible to
characterize NBT as tourism in which the viewing of nature is
the primary objective. Douglas (2001) said that it is sometimes
perceived as synonymous with ecotourism since one of its aims
1s to protect natural areas but it also differs from ecotourism in
its lack of overt environmental interpretation and/or education.

Non-mass tourism is defined as small-scale tourism,
typically associated with 3S (sea, sand, sun) resorts and
characteristics such as transnational ownership, low leakage
effects, seasonality, and package tours. NBT can conceivably be
a form of non-mass tourism under the logic of natural resources
and environment.

New products development is defined as an
operational level planning framework. Against the background
of the dynamic changing macro-environment, competitive, and
market environments, it 1is essential that new product
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development receives attention in those regions that want to
survive as destination areas and seek tourism growth (Heath, E.
and Wall, G. 1992). It helps to improve tourism marketing by
adding value, differentiation and creating new tourism products
which affect tourism growth and higher capacity toward tourist
attractions. To meet tourist’s needs and to be competitive,
tourism development must be unique, friendly in appearance
and assessable to the tourists.

Tourism destination marketing is defined as the
marketing involves with the investigation of new tourism
products and appropriate supporting systems which are required
for the regional tourism organization to carry out, and assist the
tourism businesses in the region to carry out, the strategies that
will achieve regional tourism goals in the dynamically changing
the tourism industry environment.

Demand factors are defined as the aspects influence
in the existing and potential tourist to visit the area. It is the
relationship between the tourists who wish to travel and their
abilities to use the tourist facilities and services. This is to study
the emphasizing on domestic and international tourists’
perception and perspective, interest in NBT, access to
information of NBT, and factors influencing tourist’s decision
on selecting NBT products.

Supply factors are defined as the way in which
tourism is consumed by tourists who visit NBT destination areas
to consume a product, service or experience. Furthermore, it
involves with the tourism facilities and resources to meet
demand in an efficient and profitable manner. This helps to
understand how the wide range of tourism businesses and
organizations in the tourism sector. This study covers with
accommodation, tourists’ facilities and services, transportation,
infrastructures as well as attractions and activities.



CHAPTER 2
RELATED CONCEPTS, THEORY, AND
LITERATURE

This chapter introduces the main concepts and
theoretical framework including the relevant researches obtained
with a respect to the comprehensive literature review of NBT
development. This is indicated by the development of nature
tourism-related approaches as well as the availability of new
products and activities toward knowledge-based philosophy that
recognizes NBT as a complex system. The fundamental outlines
are reviewed as:

2.1) Concepts and theories relevant to tourism
system

2.2) Concepts and theories relevant to NBT
destinations and resources

2.3 ) Concepts and theories relevant to marketing

mix strategies

2.4) Concepts and theories relevant to new product
planning

2.5) Concepts and theories relevant to
accommodation management

2.6) Concepts and theories relevant to sustainable
tourism development

2.7) Provincial Administrative Organization (PAO) -

Local tourism

planning and development policies

2.8) General existing circumstances in Suratthani and

Nakhon
Srithammarat
2.9) Relevant research
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2.1 Concepts and theories relevant to tourism system

In general, the tourism system is considered as a co
part of doing tourism research which involves with the
investigation of both demand and supply factors. This section
examined the concepts of tourism system and planning tourism
in order to understand the components of tourism industry and
its environment.

2.1.1 Tourism system and its environment

Tourism should be viewed as an integrated system
and socio-economic sector. The functional tourism system is
based on supply and demand factors as illustrated in Figure 2.1
from a policy-synthesis concept paper on “Policy and Planning
for Thai Tourism Industry: a supply side approach” by Assoc.
Prof. Manat Chaisawat and Guide for Local Authorities on
Developing Sustainable Tourism (WTQO,2001).

Figure 2.1 Tourism system and its environment

Accommodation

Demand

factors

Local people
Local tourists

Attractions
and activities
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Transportation

Supply
factors

Other
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Social & Cultural Economic factors  Technological

Source: Chaisawat, M. (2004)

Demand factors

Tourist markets

There must be existing or potential tourist (the tourist
markets) to visit the area. These markets may be international,
national (domestic) or from the local region and are often a
combination of these types. Some markets may be general
interest tourists while other special interests they are seeking to
satisfy. Tourist markets include business travelers. Local
residents’ use of tourist attractions, facilities, services and
infrastructure must also be considered in developing tourism.

Supply factors

Tourist attractions and activities

Attractions and activities must be available to induce
tourists to visit the area. Attractions can be natural such as
nature parks and beach/marine areas, archeological sites and
historic places, cultural features such as arts, entertainment,
crafts, traditional architectural styles, economic activities,
traditional customs and ceremonies and “man-made” feature
such as theme parks, casinos and special events including fairs,
festivals and sport competitions. Many types of features can be
developed as tourist attractions.

Thailand has tourism sources that are mostly
concerned with base folk styles, e.g. natural resource, history,
traditional and culture. From the past to the present, Thai
tourism management was divided from that are natural tourism
and culture tourism (include history and archaeology).

After that the way that requested tourism to consider
increasable conservation or cultural community reservation need
had begun. So, tourism in the present time is divided in four
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types (Thailand Institute of Scientific and Technological
Research, 1999).

1. Thailand in natural resource is the tourism for
relaxation, amusement and pleased about natural tourism. All of
these are main objectives of this tourism. This tourism is the
natural tourism.

2. Tourism that emphasizes on art, cultural,
historical, archaeological appearance and many places that were
built by humans. Moreover, it concerns on social livelihood and
gives knowledge to the foreigners. Consequently, it brings bride
to the native.

3. Tourism that responds the deliration and
satisfaction on relaxation, amusement and entertainment of
tourists emphasized in appropriate services. This tourism is the
sport and entertainment tourism.

4. Tourism that covers the objectives for convention
and business, and may have observation and visual education is
called convention tourism.

Accommodation

Hotels and resorts in which the tourists can stay
overnight must be provided. Accommodation also contains
restaurants and other tourist facilities.

Other tourist facilities and services

Tour and travel services are necessary to make travel
arrangements for tourists and provide guide services. Other
tourist facilities and services include restaurants and other types
of dining and catering establishments, postal facilities and
services, medical facilities and services, banking and money
exchange, retail shops, souvenir shops, personal services such as
hair dressing and other types. Providing adequate public safety
in the tourism area is essential to protect the tourists from
criminal or terrorist acts. Proper public health measured to
prevent environmentally based on disease must also be
maintained.
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Transportation

Transportation includes both facilities and services
such as aircraft, train and bus capacities, routes and schedules,
and efficiency of the services provided.

Other infrastructures

Other infrastructures are required to serve in tourism.
The tourist facilities include hygienic water supply, adequate
electric power, proper waste management (sewage and solid
waste collection, treatment and disposal) and adequate
telecommunications.

Institutional elements

These include education and training of persons to
work effectively in tourism (human resource development),
marketing and promotion of the tourist destination, attractions,
facilities, standards and regulatory mechanisms for tourist
facilities, services including land use and environmental
controls, and financial mechanisms to encourage investment in
tourism development. Organizational structures are essential for
both government tourism agencies and association of private
tourism enterprises.

The term needed to define the supply side of the
tourism system 1is the tourism product. It comprises the tourist
attractions, activities, accommodations, facilities, services and
infrastructures. A key concept in developing a successful
tourism sector in an area is to match the tourist markets and
tourism products. It determines the type of tourist market that
can be attracted, and the product must be in suitable form to
meet the tourist market’ expectations. The tourism product,
however, must not be developed to match the tourist market to
the extent that it creates local environmental or social problems.
Matching the tourist market and the tourism product must be
carried within the framework of achieving sustainability and
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balanced tourism development that optimizes benefits to the
community.

2.1.2 Planning tourism as an integrated system

An underlying concept in planning tourism is that
tourism should be viewed as an inter-related system of demand
and supply factors. WTO (1999) illustrated the tourism system
in Figure 2.2. The demand factors are international and domestic
tourist markets and local residents who use the tourist
attractions, facilities and services. The supply factors comprise
tourist attractions and activities, accommodation and other
tourist facilities and services. Attractions include natural,
cultural and special types of features - such as theme parks,
z00s, botanic gardens and aquariums - and the activities related
to these attractions. Accommodation includes hotels, motels,
guest houses and other types of places where tourists stay
overnight. The category of other tourist facilities and services
includes tour and travel operations, restaurants, shopping,
banking and money exchange, and medical and postal facilities
and services. These supply factors are called the tourism
product.

Figure 2.2 The tourism system

- Residents’ use of tourist
attractions,
facilities and services

DEMAMD FACTORS SUPPLY FACTORS
- International tourist markets |- Attractions and activities
- Domestic tourist markets - Accommodation

- Other tourist facilities and
services

- Transportation

- Other infrastructure

- Institutional elements

Source: WTO (1999)
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Other elements also relate to supply factors. In order
to make the facilities and services usable, infrastructure is
required.  Tourism infrastructure  particularly  includes
transportation (air, road, rail, water, etc.), water supply, electric
power, sewage and solid waste disposal, and
telecommunications.

As an inter-related system, it is important that
tourism planning aims for integrated development of all these
parts of all system, both the demand and supply factors and the
physical and institutional elements. The system will function
much more effectively and bring the desired benefits if it is
planned in an integrated manner, with coordinated development
of all the components of the system.

2.2 Concepts and theories relevant to NBT destinations and
resources

Beside of the tourism system, the important factor
related to tourism industry is destinations and resources. It is
useful in clarifying flashpoints where there are likely to be
opportunities for improvement through good destination
management and design. Middleton (1998, p.82) argued the
destination as “an important common feature of destinations is
that they can be marketed and planned as an identified place and
most have established systems and procedures for local
government purposes.” It is also important to understand the key
points of destinations and resources to develop the tourism.
These are described in the following sections.

2.2.1 Common characteristics of destinations
Gunn (1988) suggested that all destinations share

certain common characteristics and that recognition of this
would facilitate their design and development. He referred to the
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work of Mathieson and Wall (1987) who listed key
characteristics of destinations as:

e Natural environmental features and processes
Economic structure and economic development
Social structure and organization
Political organization
Level of tourist development

All types of destinations - by definition - have these
basic elements (although their scale and significance will show
individual variations) and each element of its ‘anatomy’ offers
design and development opportunities. Gunn noted also that
within the destination residents and tourist share certain
characteristics and elements of the destination while others are
used exclusively by one group or the other.

Generally, tourism resources can be defined as
destination, activity and culture which reflect the uniqueness of
local civilization and attract visitors to experience them.
Tourism resources can be categorized in many characters.
Isichaikul (2003) quoted in Ministry of Tourism and Sports
(2003) identified four types of tourism resources characters:

1.)Natural tourism resource

2.)Ancient remains, historical and regional tourism

resource

3.)Cultural and traditional tourism resource

4.)Man-made tourism resource

The harsh reality is that some places simply do not
have what is takes to be a successful destination. Generally,
however, a key in successful destination development is the
realization that ‘resources’ are not ‘attractions’. A given place
may have an abundance of ‘raw resources’ such as beautiful
scenery, historic towns and fascinating cultural remains.
However, if these resources are inaccessible due to lack of
adequate transport, an absence of hotels or other
accommodation or perhaps political instability and a perceived
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lack of security, then some form of appropriate development
will be required (see Figure 2.3).

Figure 2.3 Relationship between resources, development and
attractions

Development
Resource >
I
Natural Environmentally Nature-based
sensitive Wildlife/scenery
Cultural + Culture-based
Cultural sensitive (heritage, ways of
‘Intangible’ + life)
Sustainable Ambience/atmosph

DUUILT., TTUWIL, ZUUOD

The main source of tourism industry is tourism
resources that should be kept for sustainable tourism
development. Tourism resources in form of activity could help
to promote the attractions as well.

2.2.2 Resources and attractions of destinations
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Gunn (1998, p.37) described attractions as the
fundamental reason for the tourist visit:

“Without developed attractions tourism as we know
it could not exist; there would be little need for transportation,
facilities, services, and information system”.

Pakprod (2003) defined the tourism resource
management in sustainability as the approach the resource
utilization and development involving relevant factors based on
tourism. The management is responsible for the needs of
economic, social and aesthetics to community at present and in
the future. The tourism resource utilization offers greater
uniqueness of nature and culture, less impacts and, importantly,
available for a long term using.

‘Resources’ are the precious ‘raw ingredients’ of a
place and to a great extent determine what it may become - and
from the perspective of the residents of the (potential)
destination they may be entirely satisfactory as they are. The
increasingly important ‘spirit of place’ or genius loci of a
destination is dependent on both the ‘obvious’ attractions of a
place and the intangible characteristics that make it distinctive.

It must also be considered that, in certain location, it
will be inappropriate to develop tourism. There may be no
possibility for it to exist satisfactorily alongside existing social,
cultural or economic activities; or there are simply not the
resources for successful tourism development. Development and
management will be essential to permit the original function to
continue undisturbed - that is part of the attraction - but also to
increase the understanding and enjoyment of the visitors.

In addition to the attractions that may be developed
from the available physical and cultural resources, a further
category must be considered. These are the intangible elements
that contribute to the attractiveness of the destination and the
visitor experience and are essential to the distinctiveness of the
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destination - its spirit of place or genius loci. These may result
from the successful integration of the attractions’ interplay of
resources and contribute to the good (or bad) experiences and
memories that the tourist takes home and share with others.
Thus the built environment includes ‘heritage’ features such as
castles and monuments, tourist and leisure buildings such as
visitor centers, museums and swimming pools, but also
‘ordinary’ houses, factories, office blocks and civic buildings
that contribute to the general ‘townscape’ resulting from the
‘organic’ or planned layout and street pattern. Local festival,
fairs, traditions, artistic works and crafts are also part of the
reality of places. More subtle and more challenging to develop
and manage are the elements that help create a positive image
held by a place. These are intangible, but no less ‘real’ attributes
such as a sense of friendliness, security, ‘walkability’,
excitement, ‘youthfulness’, dynamism, age and history are uplift
and inspiration.

2.2.3 Components of destinations

Within a destination, the sum total of what is relevant
to the tourist - which is not always the same as the totality of
attributes of the place as perceived by its residents - has been
described as the total tourism product (Middleton, 1994),
referring to the combination of ‘resources’ or the initial
attraction the destination has for wvisitors and ‘services’,
provided to make possible or enhance the visit. Attractions are a
key element. Swarbrooke (1995 as quoted in Howie 2003:81)
defines four categories of attractions:
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1.)features in the natural environment

2.)man-made buildings, structures and sighs
designed for a purpose other than attracting
visitors or tourists, which, with the passage of
time, have become attractive, e.g. cathedrals

3.)man-made buildings, structures and sighs purpose
designed to attract tourists and visitors, e.g. theme
parks

4.)special events

This is a useful and comprehensive illustration of the
diversity of the tourism product, showing the roles of two
sectors of the industry - attractions and accommodation. The
approach also gives appropriate recognition to the essential
‘intangible’ elements which contribute to the atmosphere of
destinations, for example ‘friendliness’ and ‘ambience’. As
Doxey (1975) notes, the ‘irritation’ stage in the development of
a destination occurs when the essential goodwill between tourist
and resident deteriorates, hastening the overall decline stage in
the destination life cycle. While these elements are ‘intangible’,
they can be purposely encouraged by destination managers and
others through training and awareness schemes that target
residents and tourism staff. ‘Awareness raising’ could, for
example, explain the benefits for residents that tourism
generates in a place, countering the bad publicity that it
sometimes receives.

While tourists increasingly identify specific activities
or interests as the reason for their choice of destination, in
general their experience involves a ‘bundle of products’. Thus a
visitor to a city may express his/her interest in a destination as
an art festival, but he/she is likely also to ‘consume’ several
other products.
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2.2.4 A profile of the NBT sector

As suggested by MacKercher (1998), NBT is one of
the most exciting sectors in the tourism industry, growing by an
estimated 10 to 30 per cent per annum. The scope of NBT
encompasses adventure tourism, ecotourism, alternative tourism,
educational tourism, sustainable tourism, responsible tourism
and many other forms of outdoor-oriented and non-mass
tourism. It has been normal practice to pull all these activities
under the common label of “ecotourism”.

However, Weaver (2001b) argues that virtually all
definitions of ecotourism refer to the naturally environment,
with the prefix “eco-” generally taken to mean “ecology” or
“ecosystem”. These references generally allude to perception
that ecotourism should be ‘“nature-based’; that is, its attractions
should be based primarily on the natural environment or some
element thereof. This latter clause recognized that ecotourism
need not be based on an ecosystem or habitat (such as rainforest
or wetland) in its entirety, but may also be focused on some
specific components of that environment. An ecotourist, for
example, may be more interested in a certain rare species of
flora or fauna than in the boarder ecosystem in which it occurs.
In many destinations, ecotourism activity is concentrated around
specific charismatic megafauna such as dolphins, polar bears,
pandas or manned lions. The boarder ecosystem perspective is
probably preferable in that its elements are not seen in isolation,
but rather as interdependent components within a single system.
This holistic approach is more conductive to quality learning
and sustainability outcomes and helps to explain why many
definitions state that ecotourism should occur within a relatively
undisturbed natural environment; that is, in a venue that
provides exposure to an entire ecosystem.
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Nevertheless, the concept of focusing on specific
aspects of the “nature-based” environment is also valid. From a
marketing perspective, many tourists wish to see particular flora
and fauna that are attractive for reason of beauty, charisma
and/or rarity, and are only marginally interested in the
environmental context of these specific attractions. In such
situations, managers should be aware of the problems that may
arise in maintaining a narrow product focus, and should
implement appropriate management strategies. Where the
perception of “nature-based” is narrowly focused, there are also
implications in terms of the setting in which ecotourism can
occur. Wildlife in most cases is best observed in its natural
habitat, but there are numerous examples of partial or complete
species adaptation to other kinds of non-captive environments,
including some, such as farmland, that have been extensively
modified by human activity. This suggests considerable scope
for extending ecotourism far beyond the relatively undisturbed,
natural environments that many hold to be the only valid venue
for this form of tourism.

“Nature-based tourism’”, however, 1s a more all-
encompassing term and has suffered less from the marketing
overkill that has damaged the credibility of “ecotourism”.

The sector is certainly diverse. The motive of
participants and the experiences offered by various operators
differ wildly. Some “ecotourism” operators feel superior to
“adventure” tourism operators. Yet, from the perspective of
practical business planning, product development, product
delivery, operations and ethics, these businesses have much in
common. For these reasons, the term ‘“nature-based tourism”
will be used throughout the text to cover them all.

A number of factors have led to the rapid growth of
this sector. A global interest in environmental matters has made
more and more people want to experience our unique outdoor
wonders. A desire for a healthier lifestyle has prompted many
tourists to forsake traditional sun, sand and sea holidays for
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more active alternatives. Better-educated travelers are more
interested in meaningful vacation activities. More sophisticated
travelers expect their vacation experiences to meet higher-order
personal need. Further, as society becomes more alienating,
people are beginning to prefer personalized and small group
holidays rather than anonymous and mass tourism experiences.

Weaver (2001b) notes that NBT is any type of
tourism that relies on attractions directly related to the natural
environment. Thus, ecotourism is a subset of NBT (Fennell
1999), allowing for the supplementary portion of ecotourism
that focuses on the cultural attributes of a destination (Figure
2.4). Other categories of NBT include 3S tourism, adventure
tourism, captive tourism (i.e. zoological parks, botanical garden,
aquariums and aviaries), extractive tourism (e.g. hunting and
fishing) and some types of health tourism.

Figure 2.4 Ecotourism and NBT

Source: Weaver, D. (2001b)

Additionally, MacKercher (1998) considered that
NBT plays important roles in the delivery of a world-class
tourism product. Firms operating in this field:
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e help broaden a region’s product base by providing
ancillary services or experiences to complement
mainstream accommodation and attractions

e provide special interest experiences for niche
market

e provide low cost business opportunities for people
in region centers

e can reduce adverse social and environmental
impacts by providing a means of controlling
tourists’ activities

e provide a source of management funds for
protected areas through licensing fees

e can better spread the message of environmental
protection

2.2.5 Types of nature-based activities

Weaver (2001b) discussed the criteria that underpin
ecotourism and having investigated its relationship with other
types of tourism. The specific kinds of activity that constitute
ecotourism can now be outlined. These activities are listed in
Figure 2.5, while not necessarily including on qualifying
activities, allow comparison with other specific nature-based
activities, including those that overlap with ecotourism.

The focus of ecotourism is usually on wildlife,
activities that emphasize non-living natural phenomena can be
classified as ecotourism. Under the category of nature
observation, these activities include visits to geological features.
Activities that involve captive flora and fauna are not normally
associated with ecotourism, although there are many cases
where the freedom afforded by wildlife parks and botanical
gardens 1s comparable to that is available in national parks or
other protected areas. Associated activities in such situations
may be ecotourism-related. The broader issue as to whether
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‘captive’ and ‘non-captive’ forms are converging is an
intriguing area that requires further investigation.



Figure 2.5 Ecotourism activities in the context of NBT
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Hiking/bushwalking
Source: Adapted from Weaver, Faulkner & Lawton, 1999

2.3 Concepts and theories relevant to marketing mix strategies

Marketing of tourism for a country or region is
essential. The marketing management techniques or tools which
are all commercial organizations use to manage their chosen
segments of demand in relation to the product they supply at
destinations. The following are the principle marketing
strategies:

2.3.1 Marketing and marketing mix

Kotler et al (2003) said that “Marketing” is a social
and managerial process by which individuals and group obtain
what the consumer’s need and want through creating and
exchanging products and value with others. He explained more
on “Marketing Mix” that it means a group of marketing tool for
business. The purpose is to meet target in the market. Another
word 1is to satisfy customer needs and wants.

As aforementioned, the “Marketing Mix” is defined
as the mixture of controllable marketing variables that the firm
uses to pursue the sought level of sales in the target market
(Kotler, 1994, p.68). Interestingly, Bovee and Thill (1992) said
that “Marketing Mix” i1s a combination of four elements:
product, price, place (distribution), and promotion.

1.) Product: Product 1s defined as anything offered
for sale for the purpose of satisfying a want or need on both
sides of the exchange process. This includes a tangible object
that marketers refer to as a good, as well as an intangible
service, an idea, a person, a place, or an organization or any
combination of these. The elements that make up a product
include features, branding, packaging, labeling, and supporting
goods and services.

2.) Price: In its broadest sense, price encompasses
everything that the buyer has to pay in order to obtain and use a
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product. Although price is primarily a financial measure, it also
includes time, frustration, and so forth.

3.) Place: Place refers to the method used to move
products from the producer to the customer. This involves the
selection of marketing channels, which are the people and
organization, including wholesalers and retailers, who help get
products to customers.

4.) Promotion: Promotion plays a vital role in the
marketing mix by informing potential customers about a
company and its product. The major elements of promotion are
advertising, sales promotion, public relations, and personal
selling.

a. Advertising is defined as paid, non-personal
communication with a target market audience including
televisions, radios, newspapers, magazines, billboards, and
direct mail.

b. Sales promotion comes in various techniques that
are used to stimulate product demand, including special events
and activities such as coupons, celebrity appearance, and
contests.

c. Public relations is non-paid communication,
encompasses all the other communications that businesses and
organizations have with their various audience.

d. Personal selling 1is interpersonal contact
exclusively; it is one person making a sales presentation to
another person or to a group of potential buyer.

Generally marketing mix for physical goods has only
four elements; there are product, price, place and promotion, but
marketing mix for service products is different from other
products. Service products emphasize on people, service process
and physical evident, which are main elements to deliver service
to the consumer, so marketing mix for service product has to
include 7Ps.

Booms and Bitner (1981, quoted in Cooper et al,
1993: p.263) argue that the marketing mix of 4Ps is not
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comprehensive enough for the tourism and hospitality industry.
The major difference is said to be the intangible element of
human behavior, where quality and its control is of paramount
importance.

Haksever (2000) explained that 4Ps of good
marketing currently incorporated in the marketing mix need to
be expanded to the 7Ps for service and the marketing mix for
services consists of seven elements: product or service, price,
place, physical evidence, participants, promotion, and process.
Elements of the extended marketing mix and examples of
related activities are shown in the Figure 2.6 “The Marketing
Mix for Service”.

1.) Product or service: The “product or service”
element of the marketing mix for service refers to the variety
and depth of service offered within a particular service package.
It is concerned with the matching of service to target markets.
The core and supplemental services and their quality must be
determined by the market demand and competitive positioning.

2.) Price: Pricing policy concerns such issues as the
list price, discounts, allowances, payment, and credit terms and
1s much more complex for service than for good. For services,
pricing not only affects the level of customer demand, but also
sends a message to customers concerning their expectations of
service. This 1s especially important for tangible and
professional service. Because price is an indicator of value,
service firms typically use factors other than the cost of service
to set price.

3.) Place: Place basically refers to the location and
distribution of service. Some services are delivered right to the
home or business. Such delivery may be optional; the decision
to bring a customer to a fixed service location or to take the
service to the customer depends on the market for each type of
service, the price, the cost, and the competition. Service may be
transportable, location bound, or a combination, depending on
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the degree to which the service or part of it may be separated
from its production.

4.) Physical FEvidence: Physical evidence is an
important element of the marketing mix because the customer is
usually in contact with least some part of the service production
facilities, equipment, and personnel. In addition, because
services are intangible and thus difficult to evaluate, physical
evidence provides clues as to service quality. Physical evidence
adds substance to the service concept.

5.) Participants: Participants refer to any and all
people who play a role in the service encounter. This includes a
particular customer, employees, and other customers. The
attitudes and actions of employees can certainly affect the
success of a service encounter. It is also likely that the behavior
of the other customers, in a movie theater, restaurant, or class-
room, can affect an individual’s service.

6.) Promotion: Service utilizes the traditional
methods of promotion, including advertising, publicity, sales
promotion, and personal selling. However, because of the
interactive and intangible nature of services, there are some
differences in how promotions are carried out. Determining
message content for a promotion is more difficult in service.
Tangible clues of service quality are needed. Customer
expectations have to be determined and put into word.

7.) Process: Process is a major objective of
marketing to identify the needs and wants in the marketplace, so
that the organization may design the service to fulfill these
needs. This concern extends to the design of the service process
and the service delivery system, which are within the domain of
operations. Ultimately, the service and the process that creates it
reflect how all the marketing mix elements are coordinated to
create value for the customer.

Figure 2.6 The Marketing Mix for service industry

Product or Service Physical Evidence
Target markets External appearance of the site
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Service
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Bruke and Resnick (1999) state that the marketing
mix of travel product includes all the variables a company can
control in planning and implementing its marketing strategies
and meeting its marketing variable. The four traditional
variables know as the 4Ps are product, place (or process of
delivery), price, and promotion. In recent years, some travel

marketing experts

have added four more Ps:

physical

environment, purchasing process, packaging, and participation.
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They feel these additional Ps are necessary to describe the
processes involved in marketing travel service. Together these
variables are referred to as the 8Ps.

Morrison (2001) purposes that every organization
has marketing mix. It included the marketing strategy factors
(the Ps of marketing) that are used to satisfy the need of specific
customer group. Traditionally, four such factors are identified.
Morrison added another 4Ps that are especially important in
hospitality and travel marketing: people, packaging,
programming, and partnership.

Figure 2.7 Marketing strategy factors
Traditional 4Ps of Marketing
Product
Place
Promotion
Price
Additional 4Ps of Hospitality and Travel Marketing
People
Packaging
Programming
Partnership

Source: Morrison (2001)

2.3.2 The NBT market

The NBT market is a very attractive one. As
marketers say, it has the right demographics. Nature-based
tourist are generally affluent, independent travelers with high
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disposable incomes, who eschew normal packaged tours aimed
that the mass market. Many are women and many travel on their
own. Moreover, they are experienced travelers who seek new
adventures and keen to try things at least once. Most
importantly, this market is felt to be growing by 10 to 30 per
cent per annum.

However, McKercher (1998) notes that the market
also has three features that sound a note of caution to people
planning to enter the NBT industry. First, no one knows how big
the NBT market is. What is certain is that the absolute number
of purely nature-based tourists is quite small. Many existing
nature-based tour operators contacted during the research phase
of this text commented that they wished they have known how
minuscule the market was for their product before they entered
business. Some “lifestyle” operators commented that, even after
seven years, the market had not grown to the point where they
were making a reasonable living. At the same time, the
operators commented that competition for a share of this modest
market was intense. To survive, they had to broaden their
market base by tailoring their products to more “mainstream”
tourists.

Second, the NBT market is not a single unified
market. Numerous studies have shown that different market
segments are attracted to different activities. Thus, the market
for one operator providing a similar service to that of another
may be quite different.

The third feature i1s that this market i1s evolving
rapidly. Six or seven years ago, ecotourism is a niche product
that appeals to an elite, allocentric type of traveler. Today, it is
much more of a main stream activity and, as such, appeals to a
near-allocentric or midcentric audience. This expansion of the
market has resulted in the emergence of a large group of new
nature-based tourists who are seeking more mainstream,
recreational experiences rather than purely educational or
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adventure holidays. This new market is also more interested in
shorter, high-intensity trips than in extended tours.

2.3.3 Marketing tourist destination

The key features of a marketing destination are the
existence of a defined product or service which buyers are
willing to pay for, and which sellers are eager to trade. Success
for destination marketers depends on attracting sufficient
temporary visitors to provide the economic demand needed by
all the area’s tourism businesses, and crucially, ensuring that
visitors are satisfied with their experiences. Laws (1995) stated
that most destinations try to attract a variety of clients, for a
variety of services such as different levels of accommodation,
sporting or cultural activities. The destination marketing plan
deals with each major group in turn, identifying appropriate
ways of attracting clients to each, considering ways to develop
or adapt services, setting prices and creating promotional
campaigns which it is hoped, will generate the visitors needed to
achieve targets. The marketing plan sets subsidiary targets in
terms of client numbers or value of sales for each of the
destination’s market segments and products, in many cases there
will be gab between present performance and the future sales,
revenue or growth targets set in the plan. The marketing plan
itself 1s largely concerned with the various steps needed to
bridge those gaps during the term of its operation.

The two main industries that comprise the activities
we call tourism are the hospitality and travel industries. Thus,
successful hospitality marketing is highly dependent on the
entire travel industry. For example, many resort or hotel guests
purchase travel-hospitality packages assembled by whole-
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sellers, hotels effectively eliminate competitors. The
significance of package holiday concept in making travel
opportunities affordable and readily available to large numbers
of tourists should not be underestimated. However, tour
operators are highly specialized in moving clients from one
origin to many destinations, and this puts destination-based
businesses at a bargaining disadvantage because tour operators
have obtained the initiative in persuading their clients which
destination to visit.

A tourist’s choice of destination reflects the relative
appeal to that individual of its attractions over those offered by
competing places: the scenery, the beaches, the historic
buildings, the quality and variety of shopping, the region’s
opportunities to relax or for sporting activities. The main roles
are to create a favorable impression of the destination, thereby
attracting tourists, and to determine how best to develop its
amenities.

For destination imaginary, consumption decisions are
influenced by marketing communications (Laws, 1995). He
recommended that the specific messages and images employed
to stimulate consumption and to attract clients towards particular
destinations at once reflect society’s current values, and are the
dynamic force in its development. A wide range of products are
advertised by the appeal of physically attractive people
displayed against the exotic attractions of distant beaches,
mountains or great cities, thereby reinforcing the multiplex
connections between health, tourism and general consumption
decisions. A content study of current advertising campaigns will
show that destinations are promoted by emphasizing a wide
variety of features such as climate, scenery, welcoming people,
colorful traditions, the range of activities, their exclusivity or
other special attributes. The effectiveness of image management
techniques depends on an understanding of potential visitors’
interests and attitudes towards the destination.
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Effective market segmentation depends on research
to identify the characteristics of the types of visitor who seek
particular benefits from the destination. A typical method is to
draw up a list of primary and secondary destination attributes.
People with relevant demographic characteristics are
interviewed (or focus group is held) to explore their interests,
opinions and recreational preferences. Wilkie (1986) explained
that the technique of segmentation was the process of dividing a
potential market into distinct subsets of consumers, and
selecting one or more segments as a target to be reached with a
distinct marketing mix.

2.3.4 Value added activities and products

In simple term, Evans et al (2006) define the key
concept of value added to goods or service as the difference in
the financial value of the finished product compared to the
financial value of the inputs. Value chain analysis (Porter, 1985)
seeks to provide an understanding of how much value an
organization’s activities add to its products and services
compared to the costs of the resources used in their production.
Although this concept has been applied wildly in the
manufacturing sector, several writers have applied the model
successfully to a service setting. Poon (1993), for example,
adapted the model to the travel and tourism industry. A given
product can be produced by organizing activities in a number of
different ways. Value chain analysis helps managers to
understand how effectively and efficiently the activities of their
organization are configured and coordinated. The acid test is
how much value is added in the process of turning inputs into
the outputs, which are the products in the form of goods and
services. Value is measured in term of the price that customers
are willing to pay for the product.
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Value added can be increased in two ways; including
changing customer perceptions of the product so that they are
willing to pay a higher price for a product than for similar
products produced by other businesses; or reducing unit costs of
production below those of competitors.

Similarly, an accommodation gathers together
various inputs in terms of transportation, on-site services and
ground handling arrangements and ‘packages’ them together
and in so doing adds value to the customer. Efficiencies in
procurement, for instance, achieved through the use of buying in
bulk can be passed on to the customer.

The activities of the organization can be broken
down into a sequence of activities known as the value chain
(Porter, 1985). Poon (1993) applied Porter’s value chain to the
travel and tourism industry (see Table 2.1 and Table 2.2). The
activities within the chain may be classified into primary
activities and support activities. Primary activities are those
which directly add value to the final product. Support activities
do not directly add value themselves but indirectly add value by
supporting the effective execution of primary activities.

Table 2.1 and Table 2.2 describe the primary and
support relating to the travel and tourism industry and how they
might add value.
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Table 2.1 Primary activities

Activity | Description Example of how value might be added
Transport | Transportati | Information provision
atio n|ontoand Scheduling
services from the Gate operations
destination | Ticketing
and at the Baggage handling
destination | Passenger management
In flight/on board service
Reservations
Route and yield management
Equipment age and specification
Timekeeping
Services Services Repair and maintenance of accommodation
on site delivered to | Age and specification of accommodation
visitors at Entertainment
their Added services provided, e.g. car hire,
destination | excursions
Accommodation locations
Quality of company representatives
Wholesali | Assembling | Commission negotiations
ng and | or Product development
packaging | ‘packaging’ | Pricing
the product | Assembling, integrating and coordinating aspects
or service of the product
R e t a i 1| Distributing | Retail locations
distributio | the product | Choice of distribution channels
n to the Commission levels
market Cost of sales
Client database management
Customer retention levels
Marketing | Making the | Brochure production and distribution
and sales | product Advertising
available to | Public relations
the market | Sales force management
and Frequent flyer programs
persuading | Brochure display
people to Point of sale materials
buy
Customer | Installation | Customer complaint management
service and after Management and  monitoring customer
sales satisfaction

support

Speed of responsiveness
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‘ Client advice

Table 2.2 Support activities

Activity | Description Example of how value might be added
Procurem | Purchasing | Lower prices
ent , leasing or | Better contract terms
renting of
services
and
equipment
Technolo | Developing | Computer reservation systems
gy and and Internet applications
systems implementi | ‘Real-time’ sales reports
developm | ng Yield management applications
ent technology
and
systems in
support of
primary
activities
Products | Developing | New market segments
and new New products
services products, New destinations
developm | services Developing partnerships and alliances
ent and market
opportuniti
es
Human Recruitmen | Quality of employees and managers
resource | t,selection, | Employee empowerment
managem | training, Team working
ent reward and | Level of training
motivation | Outsourcing
Infrastru | General Speed and quality of decision making
cture manageme | Costs of providing infrastructure
nt, Coherent and consistent standards
financial
control and
accounting,
planning,
legal
affairs,
quality
control

Source: Adapted from Poon, 1993
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2.4 Concepts and theories relevant to new product planning

Competition is strong and dynamic in most markets.
Hence, it is essential for a firm to keep developing new products
as well as modifying its current products to meet changing
customer needs and competitors’ actions. Not having an active
new product development process means that consciously - or
subconsciously-the firm has decided to milk its current products
and go out of business. New product planning is not an optional
matter. It has to be done just to survive in today’s dynamic
markets.

2.4.1 New product development

Cooper (1993, p.11) defines a ‘new product’,
Innovativeness, or ‘newness’ in two senses:

e New to company, in the sense that firm has never
made or sold this type of product before, but other firms might
have.

e New to the market or ‘innovative’: the product is
the first or its kind on the market.

A product can become “new” in many ways. A fresh
idea can be turned into a new product-and start a new product
life cycle. In discussing the introductory stage of product life
cycle, McCarthy and Perreault (1993, p.299) focused on the
types of product innovations that tend to disrupt old ways of
doing things. However, each year firms introduce many
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products that are basically refinements of existing products. So,
a new product is one that is new in any way for the company
concerned.

Cooper and Kleinschmidt (1993, p.90-111) have
identified the six different types or classes of new products as
follows:

1.) New-to-the-world products: These new products
are the first of their kind and create an entirely new market. This
category represents only 10 percent of all new products.

2.) New product line: These products, although not
new to the marketplace, nonetheless are quite new to the
particular firm. They allow a company to enter an established
market for the first time. About 20 percent of all new products
fit into this category.

3.) Additions to existing product lines: These are new
items to the firm, but fit within an existing product line the firm
makes. They may also represent a fairly new product to the
marketplace. Such new items are one of the largest categories of
new product-about 26 percent of all new product launches.

4.) Improvement and revisions to existing products:
These “not-so-new” products are essentially replacements of
existing products in a firm’s product line. They offer improved
performance or greater perceived value over the “old” product.
These “new and improved” products also make up 26 percent of
new product launches.

5.) Repositionings: These are essentially new
applications for existing products, and often involve retargeting
an old product to a new market segment or for a different
application. Repositionings account for about 7 percent of all
new products.

6.) Cost reductions: These are the least “new” of all
new product categories. They are new products designed to
replace existing products in the line but yield similar benefits
and performance at lower cost. Form a marketing standpoint,
they are not new products; but form a design and production
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viewpoint. They could therefore represent significant change to
the firm and represent 11 percent of all new product launches.

Heath and Wall (1992, p.130) stated that it is
important to distinguish between product mix, product line, and
product item decisions when developing a regional product
strategy. A region’s tourism product mix comprises all those
product lines and product items that are made available to
tourists in the region. A tourism product line is a group of
tourism products that are closely related, either because they
offer the same benefits or are positioned to the same target
markets. For example, many regions offer product lines such as
cultural products, outdoor-related products, and entertainment-
related products. Each of these product categories can be
considered a tourism product line. A tourism product item is a
distinct unit within a product line that is distinguishable by size,
appearance, or some other attributes.

For marketing plan purposes, a region’s product mix
should be described in terms of width and length. These
concepts are illustrated in Figure 2.8. Using the example of put
forward in this figure, there are various product mix strategies
that can be followed. The product mix can be widened b adding
new product line. The existing regional product lines can also be
lengthened, perhaps by adding major sporting events, craft
festivals, or theme events to the existing product line of events
and attractions. Any of existing tourism product items in the
product lines can also be deepened.

Figure 2.8 Product mix characteristics

< PRODUCT MIX WIDTH >

T Historical Outdoor Event

E Cultural Recreation Attraction

O

% Museum National Park Art Festival
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l Mill Marina Fair
Opera House Fishing Parade
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Source: Heath and Wall (1992)

McKcher (1998) also recommended the component
of a product in the business of NBT that all products exist at
three levels: core product, tangible product and augmented
product. The core product represents the heart of any product
and answers the question of what the consumer is really buying.
To be successful, at its heart, any product must provide a range
of personal benefits that satisfies the individual’s needs, wants
and desires. Hence, the second level of a product is defined as
the rangible product. In the tourism industry, this task is
accomplished by assembling a number of component parts into
a single entity.

There i1s a challenge in developing the tangible
component of the product when the good being sold is
experiential or non-material in nature. The consumer cannot
inspect the product and assess its value. New entrants into a
marketplace face an additional challenge in that they must
persuade clients to switch from another product to their own
though they cannot conduct a direct comparison of the relative
quality of each product. Making the tangible component of the
product attractive will help allay concerns about the quality of
the product.

Tangible products have five main characteristics that
distinguish them from core products:

- They have a quality or value-adding level that
makes the product as a whole more valuable than the individual
component parts.
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- They have distinctive features that distinguish them
from other similar products.

- They have some styling that usually reflects the
operator’s personality.

- As the separate entity, they can be branded.

- They have some level of packaging (such as a
brochure) that can be used to make the product attractive.

Heath and Wall (1992) explained that within a
strategic marketing planning framework and against the
background of the dynamic changing macro-environment,
competitive, and market environments, it is essential that new
product development receives attention in those regions that
want to survive as destination areas and seek tourism growth. In
the word of Foster (1985, p.277): “The search for, development
and launching of new products is essential for long term survival
in tourism. The slow rate of change in demand for tourism
products disguises this necessity.”

The new product development can begin with a
survey to determine the following:

e What are the inherent natural, social, and culture
characteristics of the region where the development is to occur?

e What are the characteristics and needs of the
various segments of the tourism market?

e What additional infrastructure is required to
satisfy the needs of a particular a market segment?

With this information on hand, alternative patterns of
growth can be formulated by using the following screening
criteria to select the most viable alternative:

e [s it economically viable? Are funds available for
investments? What are the expected returns to the developer and
the region at large?

e [s it socially compatible? Will it generate
employment and foster self-improvement? How will it affect the
cultural heritage and community structure?
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e [s it physically attractive? Is the climate
comparable to competitive areas? Are natural attractions
available to stimulate tourist demand?

e [s it complementary? Can the existing
infrastructure and economic base support the market?

e [s it marketable? What are the trends in the
market? What are the needs of new and emerging markets? How
does the market react to the existing offerings? At what market
segment is the development aimed? And on what basis is the
market segmented?

Opportunity identification involves identifying the
regional tourism products with the most potential for future
development. Design entails converting idea into a form that can
be implemented, including a definition of the envisaged tourism
product and the development of an appropriate marketing
strategy. If the design stage is positive, the tourism product can
be tested on a board level for market potential and appeal to
tourists. If the testing phase is positive, the product can be
introduced to the market.

However, the product development process being
applied on a regional level can receive tourism growth by
creating new products. The new products, TAT explained in
Tourism Marketing Plan 2004 as quoted in Tirasatayapitak, A.
(2005), can be categorized of “Unseen Products™ as follows:

1.) Unseen Destination: Unseen attractions through
out the country, eg. Thale Waek in Krabi, Phra Thad Hua Klap
in Lampang, etc.

2.) Unseen Paradise: Hotels, resorts and locations
with unique characters and beautiful locations.

3.) Unseen Adventure: Adventure tourism activities,
eg. Rafting along the Khek River in Phitsanulok, Cliff climbing
in Kanchanaburi, Chiang Mai, Lop Buri, Uthai Thani and
Prachin Buri, Canoeing and Kayaking in Phang-nga, Hong
Island, Krabi and Trang.



47

4.) Unseen Thainess: Products offered include
traditional and cultural characteristics as well as scared objects
and places, e.g. Phra Non Ngai (Reclining Buddha Statue) in
Suphan Buri, Phra Pud in Phuket, Satok Chang in Lampang.

2.4.2 Managing existing regional tourism
products

If the reasoning of Cravens (1982, p.241) is related
to regional tourism, then it can be argued that since not all
regional tourism products are equally important for the future of
the region as a tourist destination, the regional tourism
organization should consider establishing priorities as the
strategic important of each major tourism product and line.

A regional tourism organization can play a major
role in guiding the management of existing regional tourism
products (Heath and Wall, 1992). Performing this function
requires tracing the performance of the products in the regional
product mix as indicated in Figure 2.9.

Figure 2.9 Tracking regional product performance
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The tourism organization can first establish the
criteria and levels of performance to be used for gauging
product performance. Due to the wvarious interrelationships
among tourism products, any investigation to establish how well
a particular tourism product is doing require a good information
system and a careful analysis by both the tourism business unit
concerned and the regional tourism organization. The objective
of a tracking system on a regional level should be to establish
and maintain a regional product review system that will reveal
problem of tourism products so that a strategy can be selected
for eliminating the problems.

Once a problem has been identified, there are
several options for correction as indicated in Figure 2.10. The
choice of a strategy will be influenced primarily by the nature of
the problem associated with the product.

Figure 2.10 Strategic options for problem tourism products
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Source: After Cravens (1982, p. 254)
2.4.3 Criteria for deciding on new products

Crissy, Boewadt and Laudadio (1975, p.69-70)
identified various important criteria for deciding on new
products as follows:

e There should be a significant demand for at least
one important market segment with the possibility of additional
business from other segments of the market.
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e New tourism products should fit in with the
general image of the region or subregion and complement the
existing offering as far as possible. In practice, this does not
mean that a region or subregion must appeal to only one
segment of the market and that all tourism products must meet
the needs of that market segment. For example, one part of the
regional tourism offering may appeal to the outdoor-oriented
market, while other part may appeal to the historical-cultural
interest segment of the market.

e Any new tourism offering should be proposed in
keeping with the available supply of natural resources and
manpower. Although new tourism offerings should exploit an
advantage that a region may have, it is important that new
tourism offerings will be within the ability of the region to
satisfactorily provide them.

e [t is necessary that any additional tourism product
contributes to the growth of the entire subregion or region. For
example, a botanical garden may be developed in a region, not
as a revenue-producing venture, but as a necessary means to
bring tourists in to spend money elsewhere in the region.

A crucial indicator of a successful development is
that it should serve as a facility for both local residents and
tourists. In the word of Reime and Hawkins (1979, p. 68): “The
long-lived carefully conceived development does not force the
whims and aspirations of multitude of strangers on a region - it

uses the indigenous qualities of the region, whether social and
natural, to satisfy the expressed needs of a selected clientele.”

Figure 2.11 The new product development process in regional
tourism
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Source: After Urban and Hauser (1980, p.33)

The ideal situation, however, is to develop product
improvement strategies that anticipate problems and
opportunities, rather than merely respond to problems. In
tourism, the implementation of the product strategies requires
cooperation and coordination, especially the products of the
individual tourism business units and the composite regional
tourism product.

Furthermore, Cooper (1993) recommended the figure
of interaction of the formal analytical process with the
operational facet of product innovation for implementing the
new products development and its strategies. The top part of
figure 2.12 shows the planning process identification and
selection of arenas and formulation of entry strategies. The
bottom half shows the innovation process at the operational
level, yielding new discoveries, insights, and information, which
come only a result of investing in an arena, and gaining
firsthand experience within arena.
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In short, both processes are important to defining
strategy, and as shown in Figure 2.12, they complement each
other. If only the operational/implementational facet of the
process (the bottom half) were in place, there would be chaos: a
“ready, fire, aim” situation. Conversely, a strictly normative
approach relying on the rational-analytical planning framework
and assuming that we can accurately foresee that nature of each
opportunity is not likely to be effective on its own either, the
result a lot of aiming, some firing, and quite a few surprise.



Figure 2.12 Interaction of the Formal Rational-Analytical Planning Process (top) with the Operational
Facet of Product Innovation (bottom)
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From chapter 2 by Cooper, 1993 in: The Interface of Marketing and Strategy by Day, Weitz, Wensley,
Greenwich, Conn.: JAI Press Inc., 1990
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2.5 Concepts and theories relevant to accommodation
management

The concept of well plan and integrated
accommodation management is appreciated for less negative
environmental and socio-cultural impacts and offers a much
better quality of product to tourists. It is interesting that these
accommodations, in addition to providing a variety of their own
recreation and entertainment facilities, also serve as bases for
tourists to visit attractions in their region. The concepts involve
with the following:

2.5.1 Accommodation in the destination

Howie (2003) argued that a basic requirement in a
destination 1is tourist accommodation - preferably a range of
accommodation types appropriate to the place. A full range
would include budget to luxury accommodation but this might
not be necessary in all destinations, depending on their target
markets for tourism. The integration of accommodation into the
wider life of the place is a further consideration. Many of these
accommodations also provide food, beverages, cleaning
services, and a range of other services normally associated with
travel and commonly sought by travelers.

Dittmer and Griffin (1996) explained the definition
of accommodation that it covers transient and residential hotels,
motels, and inns as well as resorts, college dormitories, hotels,
boarding houses, condominium rentals, and other related
establishments. However, the ‘new tourist’, the ‘green tourist’
and other contemporary tourist types may preferentially seek out
bed-and-breakfasts or smaller guesthouses, not as cheap options
but in the expectation that there will tap into local knowledge
and gainer a deeper insight into the ‘real place’ that is the
destination. For this market, the changes required in
accommodation are less structural than cultural and educational.
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Destination-oriented organizations such as local enterprise
companies and tourist boards offer training programs under such
names as ‘Welcome Host” (Scotland) to staff across the range of
accommodation types who recognize the contemporary tourist’s
wider demands for tourism that is REAL - ‘Rewarding,
Enriching, Adventuresome and a Learning Experience’ (Howie,
2003).

Additionally, Young (1983) and Miossec (1976) both
indicate how the tourist attraction may change over time.
Young, writing of the development of a Maltese village into a
tourist resort, identifies a six-stage process. Initially, the village
is in its early traditional stage, where its traditional economic
functions still provide the main sources of income for the
village. Secondly, it comes with the less traditional stage which
1s characterized by the arrival of some summer homes, and in
Young’s model, by the arrival of a police station. In many of
those models, there is often a supposition that one is considering
the arrival of foreign tourists, but this is not necessarily the case.

Indeed in many instances, tourism is first developed
by nationals of the same country as the location of the tourist
resort, these being the first to identify tourist potential (Ryan,
1991). A tourist resort area can be defined as a destination area
that is relatively self-contained (WTO, 1999). It typically
provides a wide range of tourist facilities and services including
those designed for recreation and relaxation. WTO also reveals
the present trend is that more tourists want to participate in
recreation, sports, cultural and other activities, resort are now
emphasizing the provision of a wide variety of facilities and
services. In seeking to analyze the tourist resort area, the four
approaches (Ryan, 1991) are recommended as follows:

a. The descriptive approach

Essentially, this approach consists of creating an
inventory of facilities and assets possessed by the tourist area
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and describing them. The description might also extend to a
description of the tourists’ perceptions of the area.

b. An explanatory approach

This considers the patterns of travel and usage rates
of facilities within the area, and attempts to explain them. It
notes the nodal points within the area, the route taken by tourists
between these points, and the mode of travel used. It seeks to
establish the patterns of tourist travel behavior within the area.

¢. The predictive approach

If it becomes possible to establish patterns of usage
within the tourist area, then by definition, it could become
possible to make predictions as to not only future patterns of
use, but also the future shape of the tourist zone. The predictive
studies of an area are thus concerned with trend analysis and the
special interactions within the zone.

d. The prescriptive approach

Forecasts in themselves are of little purpose unless
used for management strategies in establishing priority of use.
The establishment in priorities requires a series of normative
judgments in the case of tourism, for the assets that are being
used are habitats and social groups; possibly fragile, non-
renewable assets with limited carrying capacities. In
consequence, the structure plans of planning authorities contain
prescriptions as to use in terms of zoning levels of activity
within the tourist resort.

According to the current trend, WTO (1999) affirms
that it 1s important for these resorts to offer facilities and
services for year-round use, often catering to different types of
guests during the different seasons. Most new resort areas are
carefully planned to function efficiently and provide an
interesting environment for tourists while not generating any
serious environmental and social problems. Integrated resorts
are ones which have been carefully planned as single entities,
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even though larger integrated resorts are usually constructed in
phases over a long period of time.

2.5.2 Camping grounds

Dittmer and Griffin (1996) explain that the national
and state park systems offer excellent opportunities for camping.
Camping has become an increasingly popular activity,
particularly for family-partly because it i1s comparatively

inexpensive. Camping is by no means restricted to national and
state parks. There are many private campgrounds from coast to
coast.

In general, there are three kinds of camping as
follows:

1.) Primitive camping is normally associated with
public lands-forests and large national parks. The areas set aside
are normally unimproved and appeal only to dedicated
backpackers who are willing to make the best of it for a very
few nights.

2.) Transient camping is for those who intend to
remain for no more than a very few nights. The areas set aside
for transient camping are somewhat improved, with electricity,
bathing facilities, and toilets available. The campsites are more
or less organized, and many are privately run. This type of
camping is more likely to appeal to individuals who are put off
by the rigors of primitive camping.

3.) Vacation camping is for those who plan to spend
a greater number of nights at a single site from four or five
nights to a period of several weeks or more. Vacation camps are
improved, with electricity and bathroom facilities. Some even
provide cabins that can be rented by the day or the week.
Improved camps commonly have stores selling basic supplies
and recreational facilities for such activities as baseball,
volleyball, swimming, boating, and waterskiing, among others.
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Camping has also led to the growth of tourism-
related business in some areas. Many of those camping trips
patronize foodservice and lodging facilities of one type or
another before, during, or after the camping activity. Some will
stay overnight in a motel before setting out early in the morning
on a trip into the wilderness; others will do so on their return.
Many are especially eager to find foodservice facilities after
several days of cooking over a campfire.

One interesting element in the growing popularity of
camping has been the accompanying increase in the popularity
of recreational vehicles, commonly known as RVs.

Recreational vehicles-wheeled vehicles with
temporary living quarters-include motor homes, travel trailers,
park trailers, truck campers, folding camping trailers, and van
campers. They are a significant part of the American scene.
About 8.5 million people in the United States own some form of
recreational vehicle, and about 25 million people regularly use
them on an average of about 23 times per year. About one out of
ten families owns at least one RV.

When RVs first became popular in the early and mid
1970s, a large number of them were sold. However, gasoline
prices increased significantly in the late 1970s and 1980s, when
there was a recession, and interest rates on automobile loans
were very high. This led to the dramatic drop in the number
sold. In recent years, sales of RVs have not only recovered
considerably but also have become to climb to new heights.
Recreational vehicle sales and rentals have made this a $14.5
billion industry in the United States today.

Recreational vehicles range in price from just a few
thousand dollars to over $100,000. There are many different
types. These include fold-down trailers, very large trailers pulled
behind automobiles and trucks, campers that fit into the back of
pickup trucks, and self-motorized vacations vans of many sizes
that are actually homes on wheels.



51

2.6 Concepts and theories relevant to sustainable tourism
development

Arguably, the formulation of the methodologies of
types of sustainability and environmental indicators has to
remain a priority in the sustainability agenda as their success
could exist in overcoming the current limitations facing the
meaning and effectiveness of sustainability. Ideally, two
different agendas should handle the discussion in tourism, that
of sustainable tourism development and sustainable tourism
(Knowles et al, 2004, p.154). The management tools and the
principles for tourism are also important to implement to
sustainable tourism development.

2.6.1 Sustainable development

The theme of sustainable development has no
shortage of definitions offered to define what is meant by
sustainable. One of the most frequently cited definitions is from
Our Common Future, the report of the World Commission on
Environment and Development (1987). It states that the
sustainable development is ‘development that meets the need of
the present without compromising the ability of future
generations to meet their own needs’. This is a value positive
concept of sustainable development. The other concept, Fennel
(2003) argued that the sustainable development was seen as a
guide to the management of all resources in a way that it could
fulfill economic, social and needs while maintain cultural
identity, ecological process, biological diversity, and life support
system.

The major strength of sustainable development
derived from the WCDE ‘short definition’ is a definition of a set
of objectives demonstrating that sustainability is a powerful tool
for consensus (Lele, 1991).
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With regard to the goals of sustainable tourism,
GLOBE’ 90 (1990) as quoted in Fennell (2003) interestingly
guided the goals as follows:

1.) To develop greater awareness and understanding
of the significant contribution that tourism could make to the
environment and the economy.

2.) To promote the equity in development.

3.) To improve the quality of life of the host
community.

4.) To provide a high quality of the experience for
the visitors.

5.) To maintain the quality of the environment on
which the foregoing objectives depend.

Interestingly, the precise concept was that
sustainability principles referred to the environmental,
economic, and socio-cultural aspects of tourism development,
and a sustainable balance must be established between these
three dimensions to guarantee its long-term sustainability
(WTO, 2004). WTO also mentioned in the similar way to the
components that contribute to sustainable tourism. It mentioned
that the first component was sustainable tourism made optional
use of environmental resources that was a key element in
tourism development as well as maintained essential ecological
processes and helped to conserve natural heritage and
biodiversity; secondly, sustainable tourism development must
respect the socio-cultural authenticity of host communities,
conserve their built and living cultural heritage and traditional
values, and contribute to inter-cultural understanding and
tolerance; the last important component was sustainable tourism
must ensure possible, long-term economic operations, providing
fairly distributed socio-economic benefits to all stakeholders in
host community.

Additionally, the roots of sustainable development
branches out into six different perspectives which assisted with
the transformation from the early idealism view to the current
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realism stance of the important of sustainability (Kidd, 1992;
Mitlin, 1992; Pezzey, 1992):

1.) Ecological/carrying capacity view: deals with the
physical phenomena and sociocultural resources and issues.

2.) Resources/environmental view: concerns the
research instruments of the adequacy of resources and
environmental quality.

3.) Biosphere view: focuses on the concerns over
human activity and its impacts on the biosphere.

4.) Technological view: assesses the effects of the
technological movement.

5.) No-growth, slow-growth view: concerns the era
of growth theories, especially in term of economics, and “no-
growth” philosophies in terms of resources used.

6.) Eco-development view: refers to the research in
the late 1970s, especially in terms of harmonizing social and
economic objectives in line with ecological management
principles.

2.6.2 Sustainable tourism

Ecotourism is a subset of sustainable tourism, given
that sustainability is one of the core criteria discussed earlier.
Figure 2.13 can therefore be modified to include an area of
sustainable tourism that accounts for all ecotourism, most (but
not all) of alternative tourism and a substantial portion (but
probably still a minority) of mass tourism. This structure reflects
the tendency of the knowledge-based platform to view both
alternative and mass tourism as either sustainable, depending on
the circumstances that pertain to particular destination.

Figure 2.13 Ecotourism and sustainable tourism
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Theoretically, the concept of  sustainable
development took place in Earth Summit in 1980. In Agenda 21,
it proclaims that all types of development must be sustainable
development.

Currently, there are many countries facing the
pollution and the environmental decline. These problems have
been affected by the rapid growth rate of economic competition
and development. The untended and uncontrolled utilization of
natural resources causes many problems and, especially,
environmental impacts. Hence, the theoretical concept of
sustainable development manifests itself to offer the suitable
development.

However, the concept of sustainable tourism
management can be categorized in four elements as follows:

1.) Operating tourism activities under the recognition
of the capacity of community, tradition, culture and local
resident’s way of life.

2.) Becoming aware of tourism impacts on local
community, tradition, culture and way of life.

3.) Participating of community in tourism activities
to eliminate the impacts on ecological system, tradition, culture
and way of life.
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4.) Compromising the needs of economic, social
lasting and environmental development in sustainable manner.

Regarding to the 9" National Economic and Social
Development Plan (2003-2006), the sustainable tourism
development is emerged as a national agenda. As a
consequence, it is able to boost up the healthier tourism industry
in long term development. The concept of alternative tourism
development is applied to solve tourism problems. This concept
1s contributed to sustainable tourism development in the tourism
industry. In case of environmental reservation and preservation,
NBT can keep the fertilization of ecological system which leads
to sustainable tourism. It is responsible for the capacity of
natural and environmental resources.

As aforementioned, NBT is an alternative option of
sustainable tourism. In these regions, NBT consists of
ecotourism, agro-tourism, coastal tourism and cultural-based
tourism.

Ecotourism

Ecotourism destination is defined as the destination
where is to study, visit and impress atmosphere, environment,
social, culture and local way of life based on knowledge gaining
and responsible for ecological system. Generally, ecotourism is
a form of tourism which helps to reserve environmental and
natural resources.

Agro-tourism

Agro-tourism  destination 1s defined as the
agricultural destination for studying and participating on
agriculture activities and local farmer’s way of life such as farm
stay.

Coastal tourism
Coastal tourism destination is defined as the tourism
place where tourists can participate in any activities on the
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beach. Specifically, the southern of Thailand is the outstanding
destination of coastal tourism.

Cultural-based tourism

Cultural-based tourism involves the local cultural
uniqueness and activities at destinations. It is a form of tourism
for visiting and studying local culture and tradition based on
knowledge gaining and responsible for environment and culture.

2.6.3 The five main management tools for local
government

Middleton and Hawkins (1998) recommend the five
tools for local destinations by the explanation of a highly
complex to its principles. They present the main part of this
chapter a brief resume of the five main powers available to
control and manage tourism at the local destinations. Four of
them are the resource-based or supply-side measures, and one
focused on demand:

e Land-use planning regulations (reactive and

proactive).

e Building regulations (reactive and proactive).

e Provision of infrastructure, especially access.

e Investment incentives and fiscal controls and

regulations.

e Influence over demand.

2.6.4 Principles for tourism in the countryside

A set of principles for tourism in the countryside is
prepared by the English Tourist Board/Countryside
Commission, 1989.

Enjoyment

The promotion of tourism enjoyment in the
countryside should be primarily aimed at those activities which
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draw on the character of the countryside itself, its beauty,
culture, history and wildlife.

Development

Tourism development in the countryside should
assist the purposes of conservation and recreation. It can, for
example, bring new uses to historic houses, supplement usage
and incomes to farms, aid the reclamation of derelict land and
open up new opportunities for access to the countryside.

Design

The planning, setting and management of new
tourism developments should be in keeping with the landscape
and wherever possible should seek to enhance it.

Rural economy

Investment in tourism should support the rural
economy, but should seek a wider geographical spread and more
off-peak visiting both to avoid congestion and damage to the
resources through erosion and overuse and to spread the
economic and other benefits.

Conservation

Those who benefit from tourism in the countryside
should contribute to the conservation and enhancement of its
most valuable asset, the countryside, through political and
practical support for conservation and recreational policies and
programs.

Marketing

Publicity, information and marketing initiatives of
the tourism industry should deepen people’s understanding of
and concern for the countryside leading to fuller appreciation
and enjoyment of it.

Additionally, three fundamental  principles
underlying management of sustainable development for tourism
at local destinations as Middleton (1998, p.92) suggested are
developed as follows:
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e That setting sustainable goals 1is necessarily
associated with specific aspects of demand and supply
experienced locally, and that measurement is the essential basis
for developing sustainable management techniques.

e That targeted groups of visitors have to be
managed in relation in a supply of products, using a range of
techniques mostly already available in the public and private
sectors.

e That effective management cannot take place
without forms of partnership between those who market
products at a destination, those who produce them on the
ground, and those who are responsible for the local
implementation of statutory planning and regulatory powers.

2.7 Provincial Administrative Organization (PAQO) - Local
tourism planning and development policies

The findings of the local tourism planning and
development policies were investigated and described in terms
of overview of local development policies and plans and then
existing tourism development plans (strategies).

2.7.1 Overview of local development policies and
plans

Tourism planning is the process for tourism
development including goals and objectives, plan formulation,
recommendations, implementation and evaluation of tourism
costs and benefits. Clearly, any form of development requires
careful planning in order to achieve the objectives set associated
with such development. Hence, the Provincial Administrative
Organization (PAQO) significantly disposes of a three-year
Development Plan which is an economic and social
development plan associated with development strategies.

The development strategies include with:

1.)The strategy of infrastructure development



59

2.)The strategy of economic development

3.)The strategy of education, religious and culture

development

4.)The strategy of quality of life supporting and

development

5.)The strategy of natural and environmental

resources development

6.)The strategy of tourism supporting and

development

7.)The strategy of political and social management

These strategies are systematically related to its
vision, mission and objective. Remarkably, the PAO clearly
specifies the vision to signify the sixth strategy as the leader of
sustainable tourism. The missions and objectives are also
clarified to support and develop the sustainable tourism for the
strategic planning.

The PAQO defines its leadership of sustainable
tourism as to provide the information and skills of tourism
resources reservation and conservation to the related parties, to
improve and standardize the service quality in the international
marketing competition, to develop opportunities and
potentialities for local tourism industry in both push and pull
management by adopting information technology, science and
technology to tourism development, to generate income and
employment through the community and then to develop,
support and reserve tourism resources including with
environment and local culture in order to sustain carrying
capacity.

The mission of tourism is also to support and reserve
tourism resources as well as destination development. The
service quality is standardized to marketing competition. The
opportunity and potential, moreover, is developed to achieve the
sustainable tourism.

The PAQO’s tourism objective aims to the availability
of beautiful destinations, standard management system and
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tourism hub attracting both domestic and international tourists
and investors as well.

Generalizing from policies and plans, it would seem
plausible that the tourism is becoming a crucial strategy for
sustainable growth of the region. It is also one of the most
energetic socio-economic sectors that have high potential for
becoming a major industry in this region. The region is facing
with the challenge of harmonizing the tourism industry and
careful management of tourism.

2.7.2 Existing tourism development plans
(strategies)

In regard to the plan revision, the PAO has defined
tourism as one key sector of the local economy because it
recognizes that the development of tourism industry will bring
about suitable conditions for the development of many other
industries. The PAO set the approaches of Tourism
Development Plan (Year 2006-2008) as shown in the Table 2.3
to support its planning strategies and the projects was authorized
by the government.

Table 2.3 Tourism Development Plan (Year 2006-2008)

Budget
Strategy/Approa . (M.Bht.)
ch Project Tota | 2004
1
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1. Tourism 1. Broaden coastal area at 450. | 180.
destination Nathon beach 32 78
development | 2. Drought disintegration in | 307. |252.
Koh Samui 97 00
3. Approaches of Koh Tao | 117. | 2.50
and Koh Tan 50
development studies 14.5
4. Khun Talay swamp 14.5 |
development 1
2. Service and 1. Koh Samui as wellness 2.81 | 1.26
operator spa of Asia 40.0 |40.0
development | 2. One stop service 0 0
3. Data base of tourism 3.60 | 3.60
information
searched by touch screen | 10.0 | 10.0
computer 0 0
4. Hotel, restaurant and
OTOP 2.50 | 2.50
standardization
5. Marina feasibility
3. Marketing 1. Tourism market 9.50 | 9.50
development | supporting 4.00 | 4.00
2. Sister city

Source: Suratthani Provincial Administrative Organization

For the reason, the PAO considers projects based on
infrastructure development, competitiveness and strength of the
economy, quality of human resource, scientific and
technological capability and then protection of ecological
environment as a firm basis for the development of tourism and
as a requirement for the tourism industry to make much greater
contributions to country.

However, the development concept of the Plan is
focused on the realization of tourism potential of the natural
resources. The Plan realizes that the current tourism products are
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in different stages of development. One of the challenges is to
ensure that the product development is appropriate to the
existing conditions of each place. If tourism products are well
designed, they will help relieve poverty, respect and maintain
the regional and local nature and satisfy the demand of
international and domestic markets.

The results of the study explain that the tourism
development strategy is based on the regional approach of
establishing tourism zones. Each of them focuses on a cluster of
different types of attractions and a unique tourism theme
appropriate to each zone. However, this area has encountered
some differences in the development of collaborative policy of
sustainable tourism promotion between Suratthani and Nakhon
Srithammarat. Some tourism plans are not available for the
operation and some tourism products are needed to develop in
promotion. To strengthen the tourism spaces and places are
requested to reach the healthier tourism.

2.8 General existing circumstances in Suratthani and
Nakhon Srithammarat

According to the review of the existing
circumstances including geography, location and natural
resources, culture and festivals, and attractions based on natural
tourism of Suratthani and Nakhon Srithammarat, the study of all
characteristic details found out that the two provinces have
featured some similarities in geography, natural resources,
cultural aspects and dramatic attractions. The findings can be
described as follows.

2.8.1 Geography, location and natural resources
The southern part of Thailand is considered a

paradise for tourists from Thailand or aboard for it offers them
both the glorious beach along the coastline paralleling the
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emerald green sea and the misty mountain ranges rich with
fantastic caves and many magnificent waterfalls.

Geographically, the southern region of Thailand
extends through the Golden Peninsula bordered to the east by
the Gulf of Thailand and the west by Myanmar the Andaman
Sea and the Indian Ocean and to the far South by Malaysia.

The peninsula is covered with the mountains area
and the long coastline stretching from Chumpon to Narathiwat.
The coastlines of the southern part of Thailand is dotted with the
small islands which have gained the world wide reputation as
the best tourist retreats for all year round since the weather is
always warm with light sunshine.

South Thailand 1s rich iIn tourism resources,
particularly the natural attractions, of sun, sand and sea. When
talking of the South, most tourists think about Phuket or Koh
Samui. Malaysain tourists dream of Songkhla/Hat Yai,
Thailand’s best known, international attractions are Bangkok,
Pattaya, Chiang Mai, Phuket and Songkhla/Hat Yai, which
represent but a few of Thailand’s attractions. This study
discloses and describes two fascinating provinces full of
interesting attractions in the upper south of Thailand, 1.e.
Suratthani and Nakhon Srithammarat.

Suratthani: Suratthani is the southern Thailand’s
largest province, covers some 12,800 square kilometers, and has
an extensive coastline lapped by Thai Gulf waters. The
provincial capital is 685 kilometers south of Bangkok.
Suratthani boasts some of Thailand’s loveliest islands namely
the Penang-sized Koh Samui, Thailand’s third largest island,
palm-fringed jewel of a sparkling archipelago that includes the
stunning 250-square-kilometre Ang Thong Marine National
Park. Suratthani once formed part, and may have been the
centre of the Mahayana Buddhist, Srivijaya Empire which,
steeped in legend and mystery, dominated the Malay Peninsula
and much of Java some 1,500 years ago. Srivijaya was best
described by the itinerant Chinese monk I Ching after a
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pilgrimage he made to India during the Ilate 600s.
Archaeological discoveries at Chaiya indicate the former
empire's splendor. It is administratively divided into 18 districts.

Nakhon Srithammarat: Nakhon Srithammarat, the
second largest province of the South and the land of
predominant Buddhism during the Srivijaya Period, is 780
kilometers from Bangkok. It occupies an area of 9,942 square
kilometers consisting of high plateau and mountains in the west
then sloping down towards the east and becoming a basin along
the coastline of the Gulf of Thailand. In addition to its great
history, Nakhon Srithammarat boasts pristine verdant jungles
abundant with luxuriant vegetation and is also noted for
picturesque beaches and beautiful waterfalls.

2.8.2 Culture and festivals

Besides having scenic areas, the southern region is
subtly different from the other parts of Thailand for its unique
traditions and cultures influenced by multiple socio-religious
groups. They are the Thai Buddhist, Thai Muslims and Chinese
Thais. They will be seen, all year round, celebrating or
displaying the festivals, dances, sports, holidays according to
their different faith, customs handed down to them from their
ancestors. Tourists with love of art, the handicrafts as well as
architecture will be astonished to eyewitness the blending of
cultures of these different ethnic groups of Thai citizens.

In Suratthani, the highlight of its culture and festivals
goes to Rambutan Fair, as known Ngao Rong Rien Festival and
Chakpra Thot Phapa Festival. Nakhon Srithammarat shares
ethnic culture consisting of Chakpra Thot Phapa Festival,
Festival of the Tenth Lunar and Hae Pa Khuen That Festival.
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2.8.3 Attractions related to natural tourism

Lush tropical islands, dazzling palm-fringed beaches,
coral reefs teeming with colorful marine life, picturesque fishing
villages with distinctive hand decorated boats, remote national
parks both inland and on the sea, forested mountains, waterfalls,
historic cities, ubiquitous rubber estates, scenic wildlife
sanctuaries the juxtaposition of temples and mosques clearly
define South Thailand.

Geographically, the main tourist attractions and its
nearby destinations as described in Table 2.4 include the
connecting area with Suratthani and Nakhon Srithammarat.
Some geographical parts of these two provinces such as City
(Muang District), Kanchanadit District, Don Sak District,
Panom District, Ta Khun District and Moo Koh Samui in
Suratthani and City (Muang District) and Khanom District in
Nakhon Srithammarat are, in relation to the regional tourism
development, defined as a connecting area with main attractions
and nearby destinations. The location and physical aspects
jointly share the linked NBT resources with impressive
characteristics such as botanical national park, magnificent
waterfall, ecological system, tropical beaches, offshore islands
as well as historical and cultural attraction.
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Table 2.4 Main attractions and nearby destinations in Suratthani

and Nakhon Srithammarat

Suratthani

Nakhon Srithammarat

1. City (Muang District)

- Khao Tha Petch Nature &
Wildlife

Centre

- Sri1 Surat Stupa

- Tapee River Estuary
2. Kanchanadit District

- Monkey School

- Oyster Farms
3. Don Sak District

- Wipawadee Waterfall

- Wat Khao Suwan Pradit

- Wat Suan
Mokkhaphalaram

- Pra Borom That Chaiya

- Pum Rieng Village
4. Panom District

- Khao Sok National Park
5. Ta Khun District

- Ratchaprapa or Chiew
Lan Dam
6. Koh Samui Islands

- Koh Samui

- Ang Thong Marine
National Park

- Koh Pha-ngan

- Koh Tae Nai

- Koh Tao

1. City (Muang District)
- Arts and Culture Centre
of Nakhon
Srithammarat
Institute
- Bang Pu
- Chedi Yak
- Chinese buildings at Wat
Pradu and
Wat Chaeng
- City wall
- Ho Pra Isuan
- Nakhon Si
National
Museum
- Pra Phutthasihing
- Pra Wihan Sung
- Residence of Ok Ya Sena
Phimuk
- Shadow play house of
Suchat Sapsin
- Somdet Pra Sr1 Nakharin
84 Park
- The Thai-style monks’
residence of
Wat
- Wang Tawan Tok
- Wat Chai Na Meditation
Centre
- Wat Pra
Woramahawihan
2. Khanom District

Rajabhat

Thammarat

Mahathat
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- Ao Khanom: Had Nai
Plao
Had Na Dan
Had Nai Praet
- Ao Thong Yi

Interestingly, a diversity of natural, historical and
cultural tourist attractions has much potential to promote a
variety of tourist activities and products such as cultural tourism,
ecotourism, coastal tourism, agro-tourism, and particularly,
NBT in order to encourage and expand the tourism development
in the area.
2.9 Relevant research

2.9.1 Evaluation of an international collaborative
tourism development in the Mekong Delta: Southeast Asia

Tirasatayapitak  (2005) studied the doctoral
dissertation in the title “Evaluation of an International
Collaborative Tourism Development in the Mekong Delta:
Southeast Asia”. The study examined international collaborative
tourism development in Mekong Delta, Southeast Asia. The
Mekong Delta is a contiguous area within the southern coastal
zone of the Greater Mekong Sub-region. The dissertation
mentioned about the tourism development plans of Thailand
which have adopted the principles of sustainable development in
each strategy, for instance, the tourism product development
strategy and marketing strategy. NEAT (nature-based tourism,
eco-tourism and adventure travel) tourism and aspects of
sustainability are well accepted by the Royal Thai Government
in integrated planning and plan implementation. Since the
competition in regional tourism has increased, the tourism
policy of the Royal Thai Government seems to focus on
improving competitiveness of the tourism industry at macro
scales to compete with other destinations. New tourism products
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have been continuously presented. Small-scale and low impact
facilities and services have not seriously been encouraged. The
measure to control and enhance quality of the tourism industry
itself is still in the critical implementation process.

Moreover, 1n view of sustainable tourism
development, the Tourism Authority of Thailand will avoid
promoting tourism in the areas with poor management of
tourism resources and inadequate services. Eco-tourism, as a
subset of natural area and sustainable tourism may combine
elements of both NBT and adventure tourism. It is comprised of
three important factors: the promotion of public awareness about
nature and conservation, tourist satisfaction and the participation
of local communities who would receive a fair share of the
tourism income. The policies of the Tourism Authority of
Thailand cover eight important issues, three of which concern
eco-tourism. They are expansion of tourism sites to more remote
areas to facilitate more equitable income distribution to the
people of all regions, conservation and renovation of the Thai
culture heritage, natural resources and the environment so as to
maintain the Thai identity and encouraging public participation
in activities related to the development of tourism. Eco-tourism
offers real possibilities for a new direction in Thai tourism. This
offers the government the opportunity to improve its
management of natural resources while also providing economic
incentives to protect Thailand’s natural heritage. The eco-
tourism and soft adventure tourism development in Thailand
now has the country being marketed in every destination
regions, for example: mountains in the north, auto adventure
along the Mekong river route in the north-east, culture in the
central, bird watching in the west and beaches in the south.

Additionally, tourism products for domestic markets
comprise of two sections which are conventional tourism
products and new tourism products. There are six groups of
conventional tourism products, which are spotted around the
country and capture market interest as follows: Nature,
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History/Culture, Special interest, Border town tourism, Man
made attractions and Festival/Traditional events. There are four
categories of new tourism products presented in the word
“Unseen Products” as follows: Unseen destination, Unseen
paradise, Unseen adventure and Unseen Thainess. Besides,
tourism products for overseas markets are comprised of the
major tourism products classified into four characteristic
clusters (Seaside and islands, Nature areas and national forest
parks, Historical and archeological sites, Tourism activities and
special interests) and new products with more value added as
follows: New destination, Golf, Marine activities, Wellness and
spa, Eco and soft adventure, Gateway to Greater Mekong Sub-
region (GMS), Historical site, Agro-tourism, Cultural and life
style, MICE, Man-made, and Events/Festivals.

2.9.2 Governance models for NBT in China

Su (2006) studied the research 1in the title
“Governance Models for NBT in China”. The result indicated
that the concept of NBT reflects a global trend of tourism
developing on the basis of nature. Although the development of
NBT in China has been very phenomenal, the government
agencies are facing a dilemma. On one hand, they can’t obtain
enough funding from the central and local governments to
maintain the tourism operation and environmental protection of
natural scenic spots. On the other hand, if they rely too much on
the income from the development of NBT, they might have to
pay the price of degradation of natural environment. These
government agencies are making efforts to find an innovative
governance model in cooperation with the private sector/ public
investor so as to attract both their financial resource and
business expertise. The opinions from Chinese tourism
academics and professionals exist in a debate about whether or
not the governments should retain all the property rights of
protected areas. Nevertheless, they do all agree that protected
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areas are naturally monopolistic resources to different degrees.
Such kinds of resources could and should be utilized to provide
economic value for local people and aesthetic value for tourists
under the condition of environmental protection.

2.9.3 The Inter-Relationship between NBT in a
Community and Nearby Lodges in the Brazilian Amazon

Nelson (2000) studied the research in the title “The
Inter-Relationship between NBT in a Community and Nearby
Lodges in the Brazilian Amazon”. The result indicated that the
NBT in the Acajatuba lake region currently involves interaction
between lodges, tourists and community residents. As shown, it
1s a satisfactory form of tourism but there is room for
improvement, which would result in benefits for all, involved.
As tourism evolves from nature based to ecotourism, the
community will potentially play a larger and more participatory
role. To truly benefit from this industry attention first, however,
needs to be directed towards social aspects such as health,
education and skills training.

For ecotourism to become a viable economic
alternative it needs to be carried out successfully. In order for
this to occur, challenges that have been discussed will need to be
met and changes take place.

2.9.4 Evaluating a special NBT event

Brunson (2002) studied the research in the title
“Evaluating a Special NBT Event”. The result indicated that the
first annual Great Salt Lake Bird Festival was a success, and
many people feel the Festival should become an annual event.
However, the event did not draw many tourists from far away,
so there is considerable untapped tourism potential.

Most participants got all or most of what they wanted
from their experience despite weather conditions that were less
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than optimal. The Festival appears to have had at least a short-
term positive effect on visitors’ attitudes toward the Great Salt
Lake as a recreation/tourism destination, and most people spent
some money related to the Festival even though the event drew
almost entirely from within a 40-mile radius of Davis County.

The secret to improving the Festival’s tourist-
attraction potential lies in improving the way it’s promoted.
Newspaper promotion of the event was useful, and the
organizers may want to consider spending money on
advertisements in papers that have a wider circulation, such as
the two daily Salt Lake City papers. Several people said they
wished they’d had more information about the Festival, and
gotten it sooner. One way to do that is through the World Wide
Web, for example, through links with the Utah Division of
Travel Development’s Utah.com site.

2.9.5 Modeling potential for NBT

Arrowsmith (as cited in NBT and Land Management,
2003) studied the research in the title “Modeling Potential for
NBT”. The result indicated that the diverse impacts on the
environment, which could potentially diminish the overall
tourism experience of the region. It is anticipated that using the
tourism-potential model will help to identify new opportunities
for tourism growth in the region, particularly in the south of the
Grampians National Park. The model has particular application
in planning in NBT and will assist in identifying locations that
are attractive, environmentally resilient and can form part of an
interesting and diverse series of NBT attractions in close
proximity to each other.

2.9.6 Small recreational and tourist vessels in
inshore coastal areas: a characterization of types of impacts
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Warnken and Byrnes (as cited in NBT and Land
Management, 2003) studied the research in the title “Small
Recreational and Tourist Vessels in Inshore Coastal Areas: a
Characterization of Types of Impacts”. The result indicated that
in most parts of the world, recreational boating activity are
confined to sheltered near-shore coastal waters. Increased per
capita leisure time and rising disposable incomes have kept
growth rates of boat registrations at levels of 4% annually in
most developed countries, including Australia. In many areas,
this has led to increasing levels of congestion at popular anchor
sites and launch facilities and to greater chances of producing
significant impacts. This chapter examines two principle types
of impacts associated with small recreational and tourist vessels
and highlights current management strategies to mitigate
adverse effects on the environment. Where possible, technical
information and simplified models, rather than quantitative field
data, were used to provide some estimates about pollution loads
that can be emitted at crowded mooring sites.

2.9.7 The net economic benefits of recreation and
timber production in selected New South Wales native
forests

Ward (as cited in NBT and Land Management, 2003)
studied the research in the title “The Net Economic Benefits of
Recreation and Timber Production in Selected New South
Wales Native Forests”. The result indicated that the National
Forest Policy Statement recognized that forests provide a
multiplicity of jointly produced goods and services. The
resulting Regional Forest Agreements (RFA), as a joint
Commonwealth and State compliance initiative, attempt to
resolve contentious and protracted debate regarding the
allocation and conservation of forest resources. Proposed
outcomes are designed to ensure conservation of forest diversity
in concert with industry resource security.
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Net economic returns of the two main direct-use
economic activities of forestry and tourism in selected New
South Wales (NSW) native forests for the 1997/98 financial are
compared. The research analysis is based on 11 distinct sites of
paired, contiguous or proximate native forests, under the
management of either NSW State forests or the National Parks
and Wildlife Service. The sites are located in the three RFA
regions in NSW and provide a geographically dispersed sample
of native forests situated on the eastern seaboard of Australia.
The logging revenue and management costs derived from
selected native forests were calculated from disaggregated raw
data supplied by State Forests of NSW. The economic value of
recreation at selected national parks was determined by the
analysis of one-site survey results, using the travel-cost method.

For six of the 11 research sites, recreation confers
higher economic benefits than timber production, inclusive of
estimated error statistics. For the remaining sites, the magnitude
of estimated variance in net economic values precludes the
conclusive determination of site differentials. It is of note that
there is a negative net value of lodging at 12 of 17 state-forest
sites. The magnitude of the estimated values for native-forest
recreation established by this research challenges the
conventional wisdom of the economic primacy of logging
compared with alternative non-wood outputs. Modeling based
on the research results indicates that the promotion of recreation
in native state forests will maximize both the economic values
of individual state forests and, in aggregate, the economic
benefits accruing the society. In contrast, the failure to
incorporate and account for the substantial value of native-forest
recreation into the decision-making process breaches the
codified Nation Forest Policy Statement of maximizing the
economic benefits of native forests within an ecologically
sustainable framework.

The main concepts and theoretical framework which
are obtained with a respect to the comprehensive literature
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review of NBT development guide to the approach of
conceptual research framework for this research as shown in

2.10.

2.10 Conceptual research framework

The potential for NBT development

Study of the
potential for
development of
NBT which is
focused on
personal in-depth
interviews and

Study of the
tourism
stakeholders’
perception and
perspective for
NBT
develonment bv

>

Investigation of
secondary data in
term of potentials

and possibilities

for regional
tourism plans,
new products and

v
SWOT Dependent
. variables
Analysis
v
The approach for NBT
development to broaden higher Independent
capacity. variables

'

Effective paradigm to expedite
tourism development.




CHAPTER 3
METHODOLOGY

The research program is multi-stage and involved
three separate components. Since the overall purpose of the
project is to examine the potential for NBT development
between potentially constituent tourist attractions in the regions
(Suratthani and Nakhon Srithammarat) and accommodations in
each area, the methodology is designed to investigate the
potential areas where influences tourism development in various
activities in the regions by developing questions and analysis
formats. The research process is therefore undertaken through
the research direction as follows:

3.1 ) Desk research

3.2) Modes of selecting

3.3) Research tools

3.4) Data collection

3.5) Data analysis

3.1 Desk research

The information sources used to review the tourism
initiative were primarily the NBT development in Muang,
Suratthani and Khanom, Nakhon Srithammarat, as well as the
cooperative tourism development of new products and activities
involvement themselves. The researcher also examined the
secondary data sources from other documentary sources such as
from tourism reports, journals, books, relevant researches and
Internet.

3.2 Modes of selecting

3.2.1 Selection of field survey for study
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The area selected for the field research focused
mainly on Muang, Suratthani and Khanom, Nakhon
Srithammarat. The reasons are as follows:

1.) The significant growth of tourism

Suratthani is considered as a nature-stage destination
in its tourism development as tourism revenue by 12,391.%6
million baht in 2003 (TAT, region5, 2004). Most tourists mainly
traveled to spend their vacation on Samui Island and took a ferry
at Khanom, Nakhon Srithammarat. It can be regarded as
significant new tourism products and activities that have
enjoyed recent substantial growth in number of tourist arrivals.

2.)Potential to develop tourism in the natural

environment

Since Suratthani is covered with the diversity in
geographical and physical characteristics, especially, there are
many tourist attractions on the way from Muang, Suratthani
through Khanom, Nakhon Srithammarat such as: Weepawadee
waterfall, farm stay, natural areas and many beaches with
peaceful atmosphere (in Nakhon Srithammarat). Related to
geographical location above, these areas are very interesting as a
basis for a pilot study in terms of new tourism products
development and tourism as a single destination.

3.2.2 Selection of data collection periods for study

This study was considered as occurring in a single
period of time during January 2006 to May 2006. This period
was selected because of the diversity of the information from
any tourists of those who traveled during both tourism season
and non-tourism season. In order to completely analyze
information, it is, of course, necessary to investigate the variety
types of tourists as data sources.
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3.2.3 Selection of respondents

The research aimed to examine the current
circumstances, the perceptions and perspectives from the
tourism industry on both privates and publics’ views of the NBT
development, as well as problems and barriers to tourism
business. To get in-depth and precise information, the key
informants were then defined in the process of data collection as

follows:

Table 3.1 The description of respondents

Respondents

Description

1. Domestics and
International
Tourists

Tourists are defined as domestic and
international tourists who travel to
Suratthani for spending their time with
and without staying overnight. They are
expected to involve with visitors and
excursionists as well.

2. Resort
Entrepreneurs
and Farm Stay
Owners

Entrepreneurs are defined as persons who
run their own accommodation business as
resorts, hotels and farm stays in Muang,
Suratthani through Khanom, Nakhon
Srithammarat.

3. Related
Officer Groups

The groups of these respondents are
defined as those who act as
representatives from the Provincial
Administrative Organization (PAO), the
Chamber of Commerce, the Tourism
Authority of Thailand (TAT), region 3,
the Land Department and the expert or the
professional.
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In order to reach the sample population, the sample
size of each group of respondents separately needed the
procedures of the selection process for deciding whom to study.
The identification of these three groups of respondents was
clarified by the criteria to use in making the selection of
samples. The key informants therefore are considered the
characterization to make the research project achievable.

1.)Domestic and international tourists

Based on the scope of time above, the number of
domestic and international tourists came up with those who
separately visited in Muang, Suratthani during February and
March 2006. According to the tourist arrival statistics
accumulated by TAT in 2004 (see appendix A), the population
was 114,483 tourists. Since the purpose of this research was
followed with tourists’ perspective and perception on NBT
development toward domestic and international tourists, the

research methodology is therefore complied by Yamane formula
(1967).

With regard to the Yamane formula (1967), to find
the sample size group from the statistical population formulary
1s:

n = Sample size
n= N e = Confidence interval at 95% therefore,
e =0.05

1+ Ne* N = Number of population

The population was the number of both domestic and
international tourists who traveled to Muang, Suratthani in 2004.
The sampling was determined by using the above formula:
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n= 114.483
1+ 114,483 (0.05)°
Thus the sample size was 399.99 ~ 400.

2.)Resort entrepreneurs and farm stay owners

With a respect to a scope of area, the total number of
accommodations in Muang, Suratthani was 51 (see appendix B),
2 farm stays and 18 hotel resorts in Khanom, Nakhon
Srithammarat (see appendix C). The population of
accommodations was 71 enterprises.

The key informants (see appendix D) were selected
from resort entrepreneurs and farm stay owners in Muang,
Suratthani and Khanom, Nakhon Srithammarat with following
characteristics:

Premium A: the accommodation where has the
approximate room rate at 1,001 baht up and higher outstanding
space. It may be located in tourist destination by serving tourism
products and activities. The two farm stays in Suratthani are
considered to set in Premium A as their products and activities
served.

Premium B: the accommodation where has the
approximate room rate at 401-1,000 baht.

Premium C: the accommodation where has the
approximate room rate at 400 baht down.

Rather, the groups of population were clearly defined
to select certain-sized subsamples; quota sampling then
generally began by setting up a matrix of the characteristics
desired above. Consequently, the 35 key informants shared
between groups of tourism-related enterprises in ratio of 50:50
as follows.

Table 3.2 Matrix for a quota sample of enterprises in Suratthani
and Nakhon Srithammarat
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Characteristics | 53 Enterprises | 18 Enterprises
of in Suratthani in Tota
Key Informants (50% : N = Nakhon 1
26.50) Srithammarat N
50% : N=9)
1. Premium A| 927 9" | 3.15 3| 12
(35%) 927 9) | 3.15 3)| 12
2. Premimum B| 7.95 (8) |2.70 3) | 11
(35%)
3. Premium C
(30%)
Total N| 50 26 50 9 | 35
100 %

“ Rounded numbers in parentheses designate the actual number
to be sampled. They must sometimes be rounded up or down to
produce the needed row and column totals.

PPS was considered to be a sampling method to
select clusters proportionate to size and then give the strata
within the clusters a chance of selection proportionate to their
number. The determination of required size in ratio of 50:50 for
key informants could be equally distributed to both clusters with
respect to the proportion of raw data distribution.

The percentages of the strata were found out that
Premium A and B were set by 35 percent and Premium C was
respectively done to 30 percent. The percentage setting came up
with the study for this research. 35 percent was selected to
Premium A and B as their higher outstanding spaces and 30
percent was normally drawn up with the lower potentiality for
Premium C. The percentages proportionate to each premium,
however, were not different from each stratum because the
surveyed data was expected to regularly receive among them.

Hence, the proportion of key informants conducted
in interviews in each region was shared between two groups of
tourism-related enterprises by 26 enterprises in Suratthani and 9
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enterprises in Nakhon Srithammarat. A total of quota sample
size was 35.

3.)Related officer groups

The key informants were selected from related
officer groups were those who acted as representatives from the
Provincial Administrative Organization (PAO), the Chamber of
Commerce, the Tourism Authority of Thailand (TAT), region 5,
the Land Department and the expert or the professional. Each
group of key informant must have the characteristics:

1.) Have had at least three years experience in the
tourism field;

2.) Have regularly participated 1in regional
collaboration development and planning;

3.) Have had experience and participation in
launching guidelines, policies and activities for tourism
development and planning;

4.) Have had experience and published research
related to tourism management and development and/or any
tourism-related topics.

Key informants of each group of representatives
followed by the characteristics above can be regarded as the
Headman of Department in the process of purposive or
judgment sampling. Hence, the sample size became 5 key
informants.

3.3 Research tools

According to the information from desk research
reviewed and studied, the framework of research objectives was
designed and described in tabular presentation. The research
tools were designed as follows:
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3.3.1 The researcher was responsible for conducting
interviews, providing questionnaire, collecting information and
analyzing all data, both primary and secondary data sources.
During the process of collecting questionnaires and interviewing
key informants, no theoretical concepts were used to oblige or to
convince the key informants. The questionnaires focused on
perspective and perception on NBT development, and the
interviews did the discussion and exchange of opinions with the
respondents of research and institutional elements.

3.3.2 Structured interviews and questionnaires were
used as the quantitative and qualitative research tools to collect
the primary data (see appendix D). Structured interviews were
comprised of a mix of questions both open and closed.
Questionnaires were complied by close-ended questions. Both
of them designed by using the following procedures:

1.) Information studied from review and analysis of
literature was applied to construct the first draft of questions for
interviews and questionnaires.

2.) Experts and professionals with anyone of the
following qualifications piloted the first draft of interview and
questionnaire questions.

e Specialize in tourism and/or tourism related field

of knowledge

e Specialize in research methodology

e Have done research related to tourism

management and development and/or any
tourism-related topic

e Have at least three years of experiences in tourism

business, tourism planning and development, and
tourism destination marketing
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3.) Comments on the pilot of the first draft were
applied to improve the secondary one of interview and
questionnaire questions.

4.) The second draft was approved and edited by the
same group of experts and professionals.

5.) All comments and recommendations were
carefully reviewed in order to establish the final sets of
interview and questionnaire questions that were used for the
survey instruments.

6.) The final sets of questions were established were
designed differently details in three sets of each group of key
informants as follows:

First set was designed for investigating domestic
and international tourists’ perspective and perception. The
questions were comprised of three parts as follows:

(1). The first part was composed of 5 closed
questions about key informant’s experiences on traveling to the
regions.

(i1). The second part was composed of 1 main closed
question with 10 sub-questions about key informant’s opinions
of current circumstances of tourism in the regions. A Likert
scale was used for assessing the level of thinking.

(ii1). The third part was composed of 2main closed
questions with 13 sub-questions about factors influencing in key
informant’s decision making in traveling to the regions. A Likert
scale was used for assessing the level of thinking.

(iv). The forth part was composed of 5 closed
questions with 6 sub-questions about key informant’s opinions
of NBT development in the regions. A Likert scale was used for
assessing the level of thinking.

(v). The fifth part was composed of 5 closed
questions about key informant’s personal attributes, such as
gender, age, occupation, etc.
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Second set was designed for interviewing the
tourism-related entrepreneurs as resort hotel entrepreneurs and
farm stay owners. The interviews were comprised of 4 parts as
follows:

(1). The first part was composed of 10 closed
questions and 4 open- ended questions about the key
informant’s tourism business.

(i1). The second part was composed of 2 main closed
questions with 18 sub-questions about opinions of the tourism
development and management in the regions. A Likert scale was
used to assess the level of thinking.

(ii1). The third part was composed of 3 open-ended
questions and 1 closed question about opinions of the regional
tourism development in the regions. Additionally, a spaced line
1s offered for recommendation. The closed question used a
Likert scale to assess the level of thinking.

(iv). The forth part was composed of 4 closed
questions about the key informant’s attributes, such as gender,
age, position and education.

Third set was designed for interviewing the tourism-
related officer groups as representatives from the Provincial
Administrative  Organization (PAO), the Chamber of
Commerce, the Tourism Authority of Thailand (TAT), region 5,
the Tour Operator Club and the expert or the professional. The
interviews were comprised of 4 parts as follows:

(1). The first part was composed of 2 main closed
questions with 16 sub-questions about the key informant’s
opinions of tourism circumstances in the regions.

(11). The second part was composed of 3 main closed
questions with 30 sub-questions and 1 open-ended question
about opinions of the tourism development and management in
the regions. A Likert scale was used to assess the level of
thinking.

(i11). The third part was composed of 5 open-ended
questions and 2 closed question with 7 sub-questions about
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opinions of tourism products development and destination
marketing in the regions. Additionally, a spaced line is offered
for recommendation. The closed questions used a Likert scale to
assess the level of thinking.

(iv). The forth part was composed of 3 closed
questions about the key informant’s attributes, such as position,
department and working experience.

In addition to a Likert scale being used to assess the
level of thinking in the questionnaires and the interviews, the
meaning for each assessed level was determined as follows:

By the interval level = The difference of the
highest and the lowest points

Number of levels

= (5-1)/5
=0.8
Assessed Level Weight of Answer Meaning
Determine with Weight
1 1.00 - 1.80 very low/ or strongly
disagree
2 1.81 -2.60 low/ or disagree
3 2.61 -3.40 a neutral midpoint
4 3.41-4.20 high/ or agree
5 4.21-5.00 very high/ or strongly
agree

Pooled ranking in the Table 4.4-39 was calculated
from mean of each accessed level on assigned score as follows;
1* assigned 5 scores, 2" assigned 4 scores, 3"assigned 3 scores,
4t assigned 2 scores, and 5 assigned 1 score.

“Indicator” in the Table 4.4-44 was calculated from
mean of accessed level by assigned scores as follows; 1.) Yes is
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assigned to 100 scores, 2.) No is assigned to 0 score, and 3.) Not
sure 1s assigned to 50 scores.

3.3.3 A note from the primary data was used to write
down all primary data gathered from interviews, issues and
opinions presented by the key informants.

3.4 Data collection

In summary, data collection procedures could be
described as follows:

3.4.1.) Primary data sources were collected from
personal in-depth interviews and questionnaires. Probability
proportionate to size (PPS) was used for targeting the group of
key informants needed for questionnaires. Quotas sampling was
used for targeting the group of key informants needed for in-
depth interviews towards institutional elements. In addition,
purposive sampling was used for targeting the group of key
informants needed for in-depth interviews towards tourism-
related officer groups. Selection criteria and associated quotas
were established. Judgment for inclusion was guided by the
criteria mentioned above in the context of selection of
information sources. 400 questionnaires and 40 individuals
provided in-depth interviews for this research imposed
limitations in gathering primary data.

3.4.2.) Secondary data sources were collected from
studies of relevant documents.

3.5 Data analysis

During the study, the analyses were regularly
undertaken. Questionnaires and interviews were fully
considered the characteristics of questions in encouraging key
informants to analyze and express their perceptions and



82

perspectives in relation to the study issues. Increasingly, the
researcher always consulted the Director of thesis, experts and
the key informants form the tourism industry. These practices
greatly helped the researcher to clearly interpret data so that the
conclusions can be drawn which the researcher can establish as
valid and convincing.

To achieve the research objectives that aimed to
establish effectiveness of process used to expedite NBT
development in tourism product development and tourism
destination marketing in Suratthani and Nakhon Srithammarat,
there were two major methods which the researcher must
accomplish as follows:

3.5.1 Categorization of general information

General information was categorized in relation to
research objectives and conceptual framework. Its content was
comprised of rearrangement potentials and possibilities of plans,
issues of NBT, physical aspects, regional sustainability aspects,
potential and readiness for tourism product and activity
development and tourism destination marketing, particularly in
Suratthani and Nakhon Srithammarat. All content was
investigated as a means to response for the following research
objectives:

1.) To study the potential for development of NBT
business in Muang, Suratthani and Khanom, Nakhon
Srithammarat.

2.) To study the potential demand and supply for
NBT in Suratthani and Nakhon Srithammarat.

3.) To propose the approaches for NBT development
that could create complementary advantages and sustainability
of development to community.
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3.5.2 Content analysis

The primary data gathered from questionnaires and
interviews were grouped into categories: current circumstances,
perceptions and perspectives from three groups of key
informants concerning business benefits and barriers in tourism
business operation, SWOT of the approaches for NBT
development, issues needing urgent improvement and to be
addressed by processes used to facilitate NBT development in
tourism products and activities including with tourism
destination marketing.

Findings were analyzed with the intention to address
the supplementary research problems as follows:

1.) Does the potential for NBT development for the
region: Muang, Suratthani and Khanom, Nakhon Srithammarat
emerge in constructing and reconstructing tourism places and
spaces?

2.) Is it possible to add the NBT activities to the core
tourist attractions?

3.) Could the enhancement of Suratthani and Nakhon
Srithammarat as a nature-based tourist destination potentially
increase a higher number of tourists’ demand?

4.) Could the development of the smaller-scale
tourism business and new niche products boost up opportunities
for healthier tourism management?

Particular outcomes of the analysis were required
descriptive presentation.

To accomplish the procedure and steps of studying
the evaluation of NBT development in Suratthani and Nakhon
Srithammarat, the conceptual framework was determined to
study and evaluate tourism development plans involved with the
investigation of key informants’ perception and perspective,
SWOT analysis of NBT development, drawing up a proposed
model of NBT development (tourism products development and
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destination marketing management) and the effective process
used to expedite regional tourism development as shown in the
following Figure 3.1.
Figure 3.1 Procedure and steps of study - NBT Development in
the Regions:

Suratthani and Nakhon Srithammarat

1
Study of regional Study of Examine
tourism g potential area. g perception and
development perspective on
2 v }

Rearrange Investigate current
potentials and circumstances
possibilities of in regional tourism

v
Investigate benefits and
barriers in tourism
v
Analyze SWOT of
approaches
v
Analyze tourism
products and tourism
destination marketing
3
A 4
An appropriate approach for “successful NBT
v
Effective paradigm used to expedite tourism

4 Final report
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CHAPTER 4
RESULTS

The results of this research of “The Potential for
Nature-Based Tourism Development in Amphur Muang,
Changwat Suratthani and Amphur Khanom, Changwat Nakhon
Srithammarat” would be presented by the descriptions and
tables. Data analysis was computed by using SPSS 11.0. In
accordance with the objectives of the study, the detailed
evaluation of this research included two sections as follows.

4.1 A SWOT analysis of possibility and potentiality

on NBT development
in  both clusters (Suratthani and Nakhon

Srithammarat)

4.2 The perspectives of stakeholders to NBT
development

Although at the initial stage for implementation of
the NBT development has already been considered to be
beneficial, the development may directly affect to different
types of stakeholders that were characterized into three parties:
tourists, providers and regulators. Therefore, a distribution of
400 questionnaires to both domestic and international tourists,
in-depth interviews with 35 accommodation entrepreneurs and 5
related officer groups were carried out in total of 440 sets. As
consequences, 400 questionnaires of domestic and international
tourists and 5 in-depth interviews of related officer groups were
available for data analysis but only 30 in-depth interviews of
accommodation entrepreneurs were obtained. The data analysis,
therefore, was conducted by 435 respondents. Importantly, the
data from the research instruments were divided for statistical
and phenomenological analysis.



84

4.1 A SWOT analysis of possibility and potentiality on NBT
development in Suratthani and Nakhon Srithammarat

The two clusters, Suratthani and Nakh8&8
Srithammarat, have mutually shared the benefit exploitation of
tourism resources, physically the cultural, historical and natural
tourism resources that significantly provide opportunity for
development of new tourism products and activities. They are
evidently found to be in the different level of readiness and
potential on tourism development.

The situation facing the NBT development in
Suratthani and Nakhon Srithammarat can be evaluated by a
detailed consideration of strengths and weaknesses of its
operations and form the environmental influences for
opportunities and threats. The conclusion is a SWOT analysis as
detailed in Table 4.1, which reviews the possibility and
potentiality for NBT development as a single destination:
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Table 4.1 A SWOT analysis of possibility and potentiality on
NBT

Strengths Weaknesses
- Joint and multi-destination |- Insufficient communication
resources in collaboration

- Promotion of NBT circuits |- Poor marketing to support

- Rich 1n historical, cultural the alternative tourism on
and natural features land (TAT, 2004)

- Gateway to other southern |- Declination in some
provinces (TAT, 2004) destinations

- Resting area to Gulf of - Conflict of unlimited
Thailand and Andaman tourism development and
clusters (TAT, 2004) implementation of action

plan

- Poor standard of basic
infrastructures and services
- Poor community

participation
- Shortage of human
resources
(TAT, 2004)
Opportunities Threats
- Collaboration on NBT - Unclear policy to support
development the multi-destination
- High growth rate of tourism
tourism industry - Lack of collaborative policy
development of two clusters
- Strong governmental - Lack of integrated tourism
promotion-Southern cooperation among the
Seaboard Development stakeholders
Program (TAT, 2004) - Crisis affecting to tourism
- Tourism marketing trends brand image
in NBT (TAT, 2004)

- Competitiveness of other
regional NBT destination
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4.1.1 Possible and potential strengths

1. The abundant amount and high potential of joint
resources, especially the natural tourism resources: attractions of
regions have certain elements, which represent good points of
strengths.

2. This area has high potential destinations where are
able to be promoted as multi-tourism circuits linking with the
same type of natural attractions.

3. The area of these clusters is rich in the diversity of
cultural and historical heritages and natural phenomena. These
phenomena may be characterized as an enhanced tool in the
process of new products and activities development. For
instance, there are certain types of tourism activities that depend
on such given physical features including swimming,
snorkeling, farm staying, trekking, natural park visiting as well
as traditional annual events.

4. The area of Suratthani significantly acts as the
gateway to other southern provinces as tourism brand image of
“Green between Seas”. The image emerges itself as a fertilized
area of mangrove and rain forest as well as Gulf of Thailand and
Andaman Sea. With the ecological system, the outstanding
image represents a good point of its diversity of destinations.

5. Suratthani is the transportation hub of the upper
southern part and the resting area for tourists traveling to other
attractions. This 1s allowed the new activity, particularly in form
of camping grounds developed for a new tourism market
segment.

4.1.2 Possible and potential weaknesses
1. The participation between accommodation

enterprises and local authority is an inefficient approach because
of insufficient communication in collaboration. Both sectors
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need the sufficient participation of tourism development but the
conflict of communication causes the points of weaknesses.

2. The reputation of attraction is one of the major
parts of marketing mix. Most tourists know the famous
attraction - namely Koh Samui which leads the other
destinations, importantly on land fall in marketing promotion to
support the alternative tourism.

3. Some destinations have declined in their
environmental problems or deterioration of attractions, even
areas with poor atmosphere.

4. Accordance to the unlimited tourism development,
the implementation of action plan could not be implemented by
its strategies. The tourism resources have been declined and
polluted, especially water pollution and fresh water drought, by
the inadequate tourism planning management.

5. The destinations face poor standard of basic
infrastructures and services affect the promotion and operation
of tourism in the areas, especially the lack of standard public
transportation which causes tourists feel unconfident to their
security and safety.

6. The low participation between local community
and local officials, especially in the decision making on tourism
activities and controlling the areas is very crucial.

7. Both Suratthani and Nakhon Srithammarat are
facing the shortage of highly trained and qualified persons who
can carry out well the cooperative marketing.

4.1.3 Possible and potential opportunities

1. Suratthani and Nakhon Srithammarat are seeking
the collaboration on tourism development in order to enhance
the tourism in the regions. When they have exploited the
connecting tourism resources to create the multi-tourism
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circuits, this will be the significant opportunity for tourism
development.

2. The growth rate of tourism industry development
in the nearby attractions is quite high. Therefore there is a high
possibility to exchange tourist flows and develop as a single
destination. Moreover, it may exceed the new niche market
segment.

3. The government has a strong tourism promotion
by representing tourism projects as Unseen in Thailand,
Happiness on Earth and Southern Seaboard Development
Program, etc. With a respect to the Southern Seaboard
Development Program, most businesses concerned in this
government project involved with the tourism are absolutely in
Suratthani. This leads the opportunity to develop sustainable
tourism related to the project.

4. The current tourism trends are mainly based on
health and nature. Therefore there is a high possibility to
develop and promote the NBT as a new tourism marketing trend
in this area.

4.1.4 Possible and potential threats

1. The tourism policy to promote and support in the
multi-destination tourism is less serious in commitment and
unclear. Some tourism plans are not available for the operation.

2. The tourism-related organizations do not have the
collaborative policy of sustainable tourism promotion between
Suratthani and Nakhon Srithammarat.

3. To promote and solve the tourism problems can be
achieved through partnership of various sectors of the society.
However, the tourism development lacks of integrated tourism
cooperation among the stakeholders. For instance, the Chamber
of Commerce has a weak role in the integrated operation.
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4. The crisis affects to the tourism brand image, e.g.
bird flu crisis, terrorism in the three southernmost provinces,
unstable political entities and natural disaster-Tsunami.

5. The competitiveness of other regional NBT
destination around these two provinces is quite high because it
has indifferent geographical phenomena. Besides, the nearby
areas still have the outstanding attractions where most people
have accepted them to be the well-known destinations such as
Kho Samui, Kho Pha-gnan, Kho Tao and etc.

4.2 The perspectives of stakeholders to NBT development

In relation to the study of the evaluation of local
tourism industry development in Suratthani and Nakhon
Srithammarat, quantitative and qualitative research techniques
were implemented to achieve the objectives of the study. The
primary data was gathered from questionnaires and personal in-
depth interviews about tourism industry’s perspective towards
the NBT in Suratthani and Nakhon Srithammarat. The opinions
of the key informants were investigated to examine and assess
the potential and readiness in tourism development of Suratthani
and Nakhon Srithammarat and the effective processes that could
facilitate the new tourism product development and tourism
destination marketing in the regions.

The survey of primary data disclosed the evaluation
of three groups of the samples of this study including tourists,
providers and regulators. Respectively, the comprehensive
results of data analysis were explained in descriptive
presentation as follows:

4.2.1 Group of tourists

The information gathering from the tourist can be
separated into domestic tourists and international tourists. The
information collected from domestic tourists and international
tourists by sampling especially, in Suratthani using
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questionnaire in Appendix E. The detail of each point is
described as follows:

4.2.1.1 Tourists’ demographic characteristics
profile

The demographic characteristics of tourists as shown
in Table 4.2 were individually analyzed into number and
percentage. General information of demographic characteristics
of entrepreneurs including gender, age and education was
investigated. Personal data of information sources used for the
study was explained in the following details:

1.) Gender

The survey showed that most domestic tourists were
male tourists - 103 in total representing 53.1% of the sample,
and 91 female tourists representing 46.9%.

On the other finding, the majority of the international
tourists was male, representing 56.8% or 113 respondents and
followed by female making up 43.2% or 86 respondents.

2.) Age

The findings of the survey showed that the 95
respondents of 21-30 year olds were the largest group of
domestic tourists who traveled to the surveyed area,
representing 48.7% of the sample. The 42 respondents of 10-20
year olds were the second largest age group and amounted to
21.5%, and the smallest group was 5 respondents of 51-60 year
olds who totaled 2.6% respectively.

The other findings found that the majority of the
international tourists who visited the studied area were in the
range of 21-30 years old, representing 57.6% or 114
respondents. The 47 respondents of 31-40 year olds were the
second largest group of respondents and amounted to 23.7%,
followed by the 6 respondents of over 51 year olds who totaled
3.1% respectively.



3.) Education obtained

The survey found that 97 domestic tourists or 51.3%
of the sample had a level of education lower than a Bachelor
degree, followed by 87 respondents or 46.1% with Bachelor
degree, and 5 respondents or 2.6% with a level of education
higher than a Bachelor degree.

On the other result, the majority of international
tourists education obtained was Bachelor degree at 44.2% or 87
respondents and followed by 65 respondents or 33.0% with a
level of education higher than a Bachelor degree, and 45
respondents or 22.8% with a level of education lower than a

Bachelor degree.

Table 4.2 Tourist demographic characteristics profile

91

Domestic International
Demographic Tourists Tourists
Characteristics Number| Percent | Number| Percent
age age
1. Gender
Male 103 53.1 113 56.8
Female 91 46.9 86 43.2
Total 194 100.0 199 100.0
2. Age
10-20 years 42 21.5 23 11.6
21-30 years 95 48.7 114 57.6
31-40 years 39 20.0 47 23.7
41-50 years 14 7.2 8 4.0
51-60 years 5 2.6 5 2.6
More than 60 years 0 0 1 0.5
Total 195 100.0 198 100.0
3. Education obtained
Less than bachelor’s 97 51.3 65 33.0
degree
Bachelor’s degree 87 46.1 87 44.2
Higher than bachelor’s 5 2.6 45 22.8
degree
Total 189 100.0 197 100.0
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Regarding residence of origin, the findings of Table
4.3 found that the majority of the domestic tourists were those
who lived in the South, representing 68.4% of the sample or 134
respondents, and followed by 44 respondents who stayed in the
Central, making up 22.4%.

Most of international tourists were those who came
from Europe, representing 67.0% of the sample or 132
respondents. The 26 respondents who were from America were
the second largest group and amounted to 13.2%, followed by
the 10 respondents totaled 5.1% from Asia respectively.

Table 4.3 Residence of origin

Hometown Number Percentage
1. Domestic tourists

North 7 3.6
North Eastern 11 5.6
Central 44 224
South 134 68.4
Total 196 100.0

2. International tourists
Europe 132 67.0
America 26 13.2
Australia 13 6.6
Africa 12 6.1
Asia 10 5.1
Middle East 4 2.0
Total 197 100.0

According to main objective of traveling, the
findings of the survey showed that most domestic tourists
arrived in the surveyed area for main purpose of traveling
representing 61.5% or 120 respondents. The second objective
was for business operation and amounted to 15.9% or 31
respondents, and followed by 30 respondents who traveled for
visiting friends/cousins, making up 15.5% respectively.

The other findings found that the majority of
international tourists arrived in the studied area for traveling
representing 74.5% or 146 respondents. The second objective
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was for visiting friends/cousins and amounted to 13.8% or 27
respondents, and followed by 12 respondents who traveled for
business operation, making up 6.1% respectively.

Table 4.4 Main objective of traveling

Domestic International
. . L. . Tourists Tourists

R Number| Percent | Number| Percent

age age
Traveling 120 61.5 146 74.5
Visiting friends/cousins 30 15.5 27 13.8
Seminar/Conference 3 1.5 3 1.5
Business operation 31 15.9 12 6.1
Others(holiday, leisure, 11 5.6 8 4.1

marriage)

Total 195 100.0 196 100.0

As stated to traveling experiences in Suratthani and
Nakhon Srithammarat, the tourists’ traveling experiences as
shown in Table 4.5 were individually analyzed into number and
percentage. Information sources of traveling experiences were
investigated and explained in the following details:

1.) Staying in these regions

The finding showed that 82.0% of the domestic
tourists or 164 respondents have ever been in Muang,
Suratthani, and 101 respondents have ever been in Khanom,
Nakhon Srithammarat, representing 50.5% of the sample. The
14 respondents have never been in Suratthani and Nakhon
Srithammarat and amounted to 7.0%.

The 148 international tourists have ever been in
Muang, Suratthani, representing 74.0% of the sample, and
followed by the 19 respondents who have been in Khanom,
Nakhon Srithammarat and amounted to 9.6%. The 44
respondents who totaled 22.0% have never been in Suratthani
and Nakhon Srithammarat.

2.) Traveled accompany
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The 95 domestic tourists have been in Suratthani and
Nakhon Srithammarat with friends, representing 48.5% of the
sample and followed by the 87 respondents who have been in
these regions with family/cousin and amounted to 44.4%. The
14 respondents individually traveled to these areas, making up
7.1% respectively.

The 111 international tourists have been in
Suratthani and Nakhon Srithammarat with friends, representing
61.0% of the sample and followed by the 51 respondents who
have been in these regions with family/cousin and amounted to
28.0%. The 20 respondents individually traveled to these areas,
making up 11.0% respectively.

3.) Destination access

Most domestic tourists traveled to these regions with
their own cars, representing 70.8% of the sample or 138
respondents. The 48 respondents took the mass transportation,
making up 24.6%, and then the 9 respondents took the tour
agency services and amounted to 4.6% respectively.

The majority of international tourists took the mass
transportation, representing 60.5% of the sample or 115
respondents, followed by the 58 respondents who took the tour
agency services and amounted to 30.5%, and the 17 respondents
traveled with their own cars, making up 9.0% respectively.

This finding indicated that most domestic tourists
preferred to travel by their own cars, however, most
international tourists preferred to travel by mass transportation.

4.) Overnight staying

Most domestic tourists have ever stayed over night in
these regions, representing 61.4% of the sample or 116
respondents, followed by 73 respondents who have never stayed
over night here and amounted to 38.6%.

Most international tourists have never stayed over
night in these regions, representing 54.0% of the sample or 108
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respondents, followed by 92 respondents who have ever stayed
over night here and amounted to 46.0%.

5.) Accommodation stayed

The majority of domestic tourists stayed in town,
making up 70.6% of the sample or 96 respondents, and followed
by the 26 respondents who stayed in the protected area
amounted to 19.1%. 3 respondents who totaled 2.2% stayed in
the farm stay respectively.

The largest group of international tourists stayed in
town, representing 58.4% of the sample or 59 respondents. The
21 respondents who stayed in somewhere in the natural
attraction were the second largest group and amounted to
20.8%, followed by the 6 respondents who stayed in farm stay
totaled 5.9% respectively.

Table 4.5 Tourists’ traveling experiences in Suratthani and
Nakhon Srithammarat

Domestic International
Traveling Experiences ouriats Sourists
Numbe | Percent| Numbe | Percent
r age r age
1. Staying in these regions
No 14 7.0 44 22.0
Yes in Muang, Suratthani 164 82.0 148 74.0
Yes in Khanom, Nakhon 101 50.5 19 9.6
Srithammarat
Total 278% N/A 211% N/A
2. Traveled accompany
Family/Cousin 87 44 .4 51 28.0
Friends 95 48.5 111 61.0
Only oneself 14 7.1 20 11.0
Total 196 100.0 182 100.0
3. Destination access
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Own car 138 70.8 17 9.0
Mass transportation 48 24.6 115 60.5
Tour agency/Tour operator 9 4.6 58 30.5
Total 195 100.0 190 100.0
4. Overnight staying
No 73 38.6 108 54.0
Yes 116** 61.4 92%* 46.0
Total 189 100.0 200 100.0
5. Accommodation stayed
In town 96 70.6 59 58.4
Protected area 3 2.2 8 7.9
Farm stay 3 2.2 6 5.9
Somewhere in the natural 26 19.1 21 20.8
attraction
On the beach 8 5.9 7 6.9
Total 136** | 100.0 | 101** | 100.0

Remarks: * The total number on the last line does exceed 200
due to each respondent

could respond more than one answer.

** The total number on the last line does exceed 116 for

domestic tourists and

92 for international tourists due to each respondent
could respond in multiple

answers.

Regarding impression of the region destination, the
findings of the survey in Table 4.6 revealed that most of the
domestic tourists, i.e. 102 or 52.3% of the sample impressed
their arrivals much, followed by 65 or 33.3% with the
impression of neutral midpoint. The 1 respondent assumed the
less impression to their arrivals, making up 0.5% respectively.

Specifically, the majority of international tourists
impressed their arrivals much, representing 42.8% or 83
respondents. The two groups of international tourists who
impressed their arrivals very much and neutral midpoint
amounted to 21.6% or 42 respondents. The 8 respondents with
very little impression totaled 4.2% respectively.
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Table 4.6 Tourists’ impression of the region destination

Domestic International
Impression of arrivals Tourists Tourists
Number| Percent | Number| Percent

age age

Very much 17 8.8 42 21.6
Much 102 52.3 83 42.8
Neutral midpoint 65 33.3 42 21.6
Little 1 0.5 17 8.8
Very little 0 0 8 4.2
No comment 10 5.1 2 1.0

Total 195 100.0 194 100.0

4.2.1.2 Tourists’ perspectives towards tourism
current circumstances in Suratthani

The tourism current circumstances in Suratthani as
shown in Table 4.7 (domestic tourists) and Table 4.8
(international tourists) were individually analyzed into number
and percentage. Information sources of accommodation and
tourism environment were investigated and explained in the
following details:

1.) Convenience of accommodation
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The 102 domestic tourists were the largest group
who considered that the convenience of accommodation in
Suratthani was good, representing 56.0% of the sample.
However, the 53 respondents considered that it was neutral
midpoint, making up 29.1% and followed by the 6 respondents
who purposed that it was poor totaled 3.4% respectively.

The majority of international tourists considered that
the convenience of accommodation in Suratthani was good,
representing 38.4% of the sample or 68 respondents. The 52
respondents thought that it was midpoint, making up 29.4%, and
the 4 respondents who purposed that was unacceptable totaled
2.3% respectively.

2.) Room rate

The 88 domestic tourists were the largest group who
considered that the room rate was neutral midpoint, representing
48.6% of the sample. The 70 respondents purposed that it was
good, making up 38.7% and the 8 respondents who pointed that
it was excellent totaled 4.4% respectively.

The majority of international tourists considered that
the room rate was good, representing 35.6% of the sample or 63
respondents. The 58 respondents purposed that it was neutral
midpoint, making up 32.8% and the 4 respondents who pointed
that it was unacceptable totaled 2.3% respectively.

3.) Food and beverage price

The 87 domestic tourists were the largest group who
considered that the food and beverage price was good,
representing 46.8% of the sample. The 76 respondents purposed
that it was neutral midpoint, making up 40.9% and the only 1
respondent who pointed that it was unacceptable made up 0.5%
respectively.

The majority of international tourists considered that
the food and beverage price was good, representing 37.2% of
the sample or 67 respondents. The 52 respondents purposed that
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it was neutral midpoint, making up 28.9% and the 2 respondents
who pointed that it was unacceptable totaled 1.1% respectively.

4.) Friendliness of local people

The 69 domestic tourists were the largest group who
considered that the friendliness of local people was good,
representing 37.9% of the sample. The 60 respondents purposed
that it was neutral midpoint, making up 33.0% and the only 1
respondent who pointed that it was unacceptable made up 0.5%
respectively.

The majority of international tourists considered that
the friendliness of local people was good, representing 35.6% of
the sample or 64 respondents. The 55 respondents purposed that
it was excellent, making up 30.5% and the 6 respondents who
pointed that it was unacceptable totaled 3.3% respectively.

5.) Standard of transportation system

The 78 domestic tourists were the largest group who
considered that the standard of transportation system was neutral
midpoint, representing 42.4% of the sample. The 72 respondents
purposed that it was good, making up 39.1%, and then the 16
respondents who pointed that it was excellent totaled 8.7%
respectively.

The majority of international tourists considered that
the standard of transportation system was neutral midpoint,
representing 35.0% of the sample or 63 respondents. The 56
respondents pointed that it was good, making up 31.2%, and the
6 respondents who purposed that it was unacceptable totaled
3.3% respectively.

6.) Environmental and natural sources

The 83 domestic tourists were the largest group who
considered that the environmental and natural sources were
good, representing 45.4% of the sample. The 56 respondents
purposed that they were neutral midpoint, making up 30.6% and
the 8 respondents who pointed that they were poor totaled 4.4%
respectively.
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The majority of international tourists considered that
the environmental and natural sources were neutral midpoint,
representing 36.6% of the sample or 66 respondents. The 55
respondents purposed that they were good, making up 30.6%
and the 9 respondents who pointed that they were unacceptable
that totaled 5.0% respectively.

7.) Diversity of tourist attractions

The 77 domestic tourists were the largest group who
considered that the diversity of tourist attractions were good,
representing 41.8% of the sample. The 63 respondents purposed
that they were neutral midpoint, making up 28.8% and the only
1 respondent who pointed that they were unacceptable made up
0.5% respectively.

The two largest groups of international tourists
equally considered that the diversity of tourist attractions were
good and neutral midpoint, representing 34.0% or 61
respondents in each group and then the 8 respondents who
pointed that they were unacceptable totaled 4.5% respectively.

8.) Cleanliness of tourist destination

The 86 domestic tourists were the largest group who
considered that the cleanliness of tourist destination was good,
representing 47.0% of the sample. The 66 respondents purposed
that it was neutral midpoint, making up 36.1% and then the 15
respondents who pointed that it was excellent totaled 8.2%
respectively.

The majority of international tourists considered that
the cleanliness of tourist destination was neutral midpoint,
representing 39.4% of the sample or 71 respondents. The 52
respondents purposed that it was good, making up 28.9% and
the 7 respondents pointed that it was unacceptable totaled 3.9%
respectively.

9.) Security of tourist destination
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The two largest groups of 74 domestic tourists
equally considered that the security of tourist destination was
good and neutral midpoint and amounted to 40.2% of the
sample. The only 1 respondent who purposed that it was
unacceptable made up 0.5%.

The majority of international tourists considered that
the security of tourist destination was neutral midpoint,
representing 39.3% of the sample or 70 respondents. The 61
respondents purposed that it was good, making up 34.3% and
the 5 respondents pointed that it was unacceptable that totaled
2.8% respectively.

Table 4.7 Opinions of domestic tourists on tourism current
circumstances in Suratthani

Accommod Assessed levels
ation and Neutral Un
. Excellen . . Tot
Tourism Good | midpoi Poor | accepta
. t al*
Environme nt ble
nt N | %9 | N| % N | % | N|% | N | %
1.
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of 21 11110 1 56. 53 29. 6 (34 0 0 182
) 5 2 0 1
accommodati
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3. Food and
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price
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5. Standard
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Remarks: * The total numbers on the last column do less than
200 due to some
respondents have no comments on the elements.

Table 4.8 Opinions of international tourists on tourism current

circumstances in Suratthani

Accommod
ation and
Tourism
Environme
nt

Assessed levels

Excelle
nt

Good

Neutral
midpoi
nt

Poor

Un
accepta
ble

Tota
l*




CHAPTER 5
CONCLUSIONS AND RECOMMENDATIONS

This study of the potential for NBT development in
Amphur Muang, Changwat Suratthani and Amphur Khanom,
Changwat Nakhon Srithammarat is the study to conclude with
an analysis of the feasibility of NBT development approaches as
proposed model, and discuss in detail the probable future of the
new tourism products if it is significantly encouraged to
promote within the local tourism industry. The major objectives
of the study are to investigate the fundamental issues of
threefold: firstly, to study the potential for development of NBT
business in Muang, Suratthani and Khanom, Nakhon
Srithammarat, secondly, to study the potential demand and
supply for NBT in Suratthani and Nakhon Srithammarat, and
finally, to propose the approaches for NBT development that
could create complementary advantages and sustainability of
development to community.

Theoretically, the potential for NBT development
was conducted using qualitative research techniques. The
research is comprised of review study of the documents
concerned such as the tourism development plans and strategies
of the Provincial Administrative Organization (PAO), and
general existing circumstances of tourism development in
Suratthani and Nakhon Srithammarat. Additionally, the primary
data was collected by the structured interviews of a mix of both
open and closed questions as the research tool. Content was
considered in relation to the study objectives and the conceptual
framework. Results of the analysis were explained in descriptive
presentation.

Regarding with the major objectives and research
questions, the conclusions and related findings of the study were
as follows:

5.1 Conclusions

5.2 Discussions of significant findings
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5.3 Effective paradigm for expeditious NBT
development

5.4 Practical recommendations

5.5 Suggestions for further research

5.1 Conclusions

In reference to the comprehensive results of the stu@y
in the previous chapter, this was to examine the perspectives
from the tourism industry on the key informants’ views towards
NBT development. Data analysis was computed by using SPSS
11.0. Information was sorted into headed categories.

5.1.1 Local tourism planning and development
policies (strategies)

5.1.2 Destination portfolio of the clusters

5.1.3 The SWOT analysis of possibility and

potentiality

5.1.4 Primary data evaluation

The following interpretations and conclusions were
drawn from the data analysis as follows:

5.1.1 Local tourism planning and development
policies (strategies)

Generalizing from policies and plans, it would seem
plausible that the tourism is becoming a crucial strategy for
sustainable growth of the region and it is also one of the most
energetic socio-economic sectors that have high potential for
becoming a major industry in this region. The region is facing
with the challenge of harmonizing the tourism industry and
careful management of tourism.

The results of the study explain that the tourism
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development strategy is based on the regional approach of
establishing tourism zones. Each of them focuses on the cluster
of different types of attractions and a unique tourism theme
appropriate to each zone. However, this area has encountered
some differences in the development of collaborative policy of
sustainable tourism promotion between Suratthani and Nakhon
Srithammarat. Some tourism plans are not available for the
operation and some tourism products are needed to develop for
promotion. To strengthen the tourism spaces and places are
requested to reach the healthier tourism.

5.1.2 Destination portfolio of the clusters

Geographically, the main tourist attractions and its
nearby destinations as described in Table 2.4 include the
connecting area with Suratthani and Nakhon Srithammarat. The
location and physical aspects jointly share the linked NBT
resources with impressive characteristics such as botanical
national park, magnificent waterfall, ecological system, tropical
beaches, offshore islands as well as historical and cultural
attraction. Besides having scenic areas, the region is subtly
different from the other parts of Thailand for its unique
traditions and cultures influenced by multiple socio-religious
groups.

1.) Suratthani portfolio

Suratthani i1s the southern Thailand’s largest
province, covers some 12,800 square kilometers, and has an
extensive coastline lapped by Thai Gulf waters. The provincial
capital is 685 kilometers south of Bangkok. Suratthani boasts
some of Thailand’s loveliest islands namely Koh Samui and
Ang Thong Marine National Park. Suratthani once formed part,
and may have been the centre of the Mahayana Buddhist,
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Srivijaya Empire which dominated the Malay Peninsula and
much of Java some 1,500 years ago. Archaeological discoveries
at Chaiya indicate the former empire's splendor. The highlight of
its culture and festivals goes to Rambutan Fair, as known Ngao
Rong Rien Festival and Chakpra Thot Phapa Festival.

2.) Nakhon Srithammarat portfolio

Nakhon Srithammarat, the second largest province
of the South and the land of predominant Buddhism during the
Srivijaya Period, is 780 kilometers from Bangkok. It occupies
an area of 9,942 square kilometers consisting of high plateau
and mountains in the west then sloping down towards the east.
In addition to its great history, Nakhon Srithammarat boasts
pristine verdant jungles abundant with luxuriant vegetation and
is also noted for picturesque beaches and beautiful waterfalls.
Nakhon Srithammarat shares ethnic culture consisting of
Chakpra Thot Phapa Festival, Festival of the Tenth Lunar and
Hae Pa Khuen That Festival.

5.1.3 The SWOT analysis of possibility and

potentiality

The situation facing the NBT development in
Suratthani and Nakhon Srithammarat can be evaluated by a
detailed consideration of strengths and weaknesses of its
operations and form the environmental influences for
opportunities and threats. The conclusion of SWOT analyses are
reviewed the possibility and potentiality for NBT development
as a single destination as follows:

1.)Strengths

- Joint and multi-destination resources

- Promotion of NBT circuits

- Rich 1n historical, cultural and natural features

- Gateway to other southern provinces (Green
between Seas)
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- Resting area to Gulf of Thailand and Andaman
clusters
2.) Weaknesses
- Insufficient communication in collaboration
- Poor marketing to support the alternative
tourism on land
- Declination in some destinations
- Conlflict of unlimited tourism development and
action plan
- Poor standard of basic infrastructures and
services
- Poor community participation
- Shortage of human resources
3.)Opportunities
- Collaboration on NBT development
- High growth rate of tourism industry
development
- Strong  governmental  promotion-Southern
Seaboard Development
Program
- Tourism marketing trends in NBT
4.) Threats
- Unclear policy to support the multi-destination
tourism
- Lack of collaborative policy of two clusters
- Lack of integrated tourism cooperation among
the stakeholders
- Cirisis of tourism brand image
- Competitiveness of other regional NBT
destination
5.1.4 Primary data evaluation

The opinions of the key informants were investigated
to examine and assess the potential and readiness in tourism
development of Suratthani and Nakhon Srithammarat and the
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effective processes that could facilitate the new tourism product
development and tourism destination marketing in the regions.
The survey of primary data disclosed the evaluation of structure
of information sources, tourism current circumstances, tourism
industry development and management, tourism product
development and tourism destination marketing. Respectively,
the comprehensive results of data analysis were explained in
descriptive presentation as follows:

5.1.4.1 Structure of information sources

General information of the respondents was
investigated into three principle groups of respondent including
the domestic and international tourists, entrepreneurs and
tourism related officers.

1.) Domestic and international tourists

The survey showed that most domestic tourists of the
200 samples were male tourists in total representing 53.1%, and
female tourists representing 46.9%. The majority of samples,
who traveled to the surveyed area, was in the range of the age of
21-30 year olds and obtained a level of education lower than a
Bachelor degree.

On the other findings, the majority of the
international tourists was male, representing 56.8% and
followed by female making up 43.2% of the 200 samples. They
were found in the range of the age of 21-30 years old. Their
education obtained was Bachelor degree.

Regarding to traveling experiences in Suratthani and
Nakhon Srithammarat, the findings showed that the most of the
domestic tourists have ever been in Muang, Suratthani, even the
international tourists. The majority of domestic tourists and
international tourists have been in Suratthani and Nakhon
Srithammarat with friends. Most domestic tourists traveled to
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these regions with their own cars but the majority of
international tourists took the mass transportation. Most
domestic tourists have ever stayed over night in these regions;
however, most international tourists have never stayed over
night in these regions. Besides, the majority of domestic tourists
stayed in town as well as the international tourists. Both types of
tourists impressed their arrivals very much.

2.) Entrepreneurs

The majority of the key informants from this group
was male at 53.3% or and followed by female at 46.7% of the
30 samples. Most of them were in the range of the age of 36-49
years old. Their education obtained was Bachelor degree. The
half of the respondents took the position of General Manager.

Regarding to business management, the majority of
entrepreneurs engaged in hotel and apartment entrepreneurships.
The duration of business operation was more than 6 years. Most
entrepreneurs were the local residents and the type of business
ownership was own proprietary. All of them were Thais
entrepreneurs.  Generally, the staffs’ foreign language
proficiency was quite high.

3.) Tourism related officers

The demographic characteristics profile of this group
of respondents was explained in the following details:

1.) The representative of the Provincial
Administrative Organization (PAO) who holds the position of
The Care Taker Director of Planning Department with ten-year
experiences.

2.) The representative of the Suratthani Chamber of
Commerce who holds the position of the Head of the Chamber
of Commerce with forty-year experiences.

3.) The representative of the Tourism Authority of
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Thailand (TAT) who holds the position of the Director of the
Office of Tourism Authority of Thailand, region 5 with twenty-
one-year experiences.

4.) The representative of the Tour Operator Club
who holds the position of the Head of the Tour Operator Club
with fifteen-year experiences.

5.) The representative of the expert or the
professional who holds the position of the Lecturer 1 of Level 5
at the International School of Tourism, Suratthani Rajabhat
University with nine-year experiences.

5.14.2 Tourism current circumstances in
Suratthani and Nakhon Srithammarat

The tourism current circumstances in Suratthani and
Nakhon Srithammarat that was mentioned to the development
could be classified into potential and readiness in NBT
development and environmental affected to tourism growth.

1.) Potential and readiness in NBT development

The entrepreneurs’ perspectives towards the potential
of NBT attractions in Suratthani and Nakhon Srithammarat that
could be promoted or applied to the tourism services were
explained as the following details:

In Suratthani, the entrepreneurs stated to the potential
areas where were Khao Sok and followed by Ratchaprapa Dam,
Tapee River, Phum Rieng Beach, Khun Talay Swamp, Bang Bai
Mai, Lumpoo Island, Wipawadee Waterfall, Mangrove Forest
and Geyser respectively. These potential attractions could be
applied tourism services and activities to promote to
destinations.

In Nakhon Srithammarat, the respondents mentioned
that Khao Plai Dam National Park, Southern Marine Islands
National Park, Mangrove Forest, Kha Min Cave, Tong Yee Bay,
Na Dan Beach and Nai Plao Beach could be applied more
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tourism activities to promote the tourism industry.

Specifically, the perspectives of entrepreneurs’ views
on potential and readiness in Suratthani and Nakhon
Srithammarat were at the fair level. However, they also
mentioned to agree with the tourist’s satisfaction on services
that could be transformed to a part of potential and readiness of
the regions.

With regard to the tourism related officer’s
perspectives towards NBT development and management, the
respondents strongly agreed that Suratthani obtained the
readiness of the tourism development. However, the respondents
rather did agree with the readiness of the tourism development
in Nakhon Srithammarat.

2.) Environment affected to tourism growth

With a respect to the tourist’s perspectives towards
environment affected to tourism growth in Suratthani, the
findings of the survey showed that both domestic and
international tourists purposed to the accommodation and
tourism environment in Suratthani at good level. Regarding to
accommodation and tourism environment in Nakhon
Srithammarat, the most domestic tourists considered it at the
good level when some international tourists presented it at the
fair level. Surprisingly, most of international tourists absolutely
have no 1ideas for this matter towards tourism current
circumstances in Nakhon Srithammarat. As result, it could be
inferred that Nakhon Srithammarat lacked the popularity even
though its tourism environment positively affected to tourism
growth.

With regard to the entrepreneur’s perspectives
towards NBT development and management, the entrepreneurs
agreed with the readiness of the tourism development in the
regional tourism industry. The level of readiness of tourism
development was a major factor that may affect to business
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operations and the growth rate of tourism in the region. The
respondents strongly agreed that the increasing of investor’s
interest in tourism business investment had encouraged the
growth rate of tourism in the region. The most popular
destination and scenery was the beach. The sport and
recreational tourism were activities influencing tourists to visit
the area. In addition, the convenience of accessibility should be
improved.

In the controversy of an entrepreneur’s perspectives
towards NBT development and management, the most critical
factors which have discouraged the growth of tourism in the
region were the lack of strong support from the government, the
negative image of the region, the lack of skilled labors and the
insufficient facilities in hospitality industry and economic in the
region. However, the unsafe for tourist and/or belongings at
tourist attraction, more competitive economic structure than
supportive also fairly discourage the tourism. However, the
political instability of the region and the inconvenience of
traveling were not the factors that diminished the tourism
industry in the regions.

Summarily, the entrepreneurs strongly agreed that
the possibility for attractions could be promoted and developed
as destinations.

5.14.3 Tourism industry development and
management in Suratthani and Nakhon Srithammarat

WTO (1999) illustrated the tourism system (Figure
2.2) about an inter-related system of supply and demand factors.
In order to make the facilities and services usable, the
information about the tourism industry development and
management is required. As an inter-related system, it is
important that tourism planning aims for integrated development
of all these parts of all systems, emphasizing the physical and
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intuitional elements. Theoretical, the information about the
tourism industry development and management could be
particularly classified into fourfold: opinion on NBT
development and management in this research, problems on
NBT operations, marketing and promotion, and operations of
tour packages.

1.) Opinion on NBT development and
management

Regarding to the tourism related officers’
perspectives, the respondents considerably stated that the NBT
in Srithammarat and Nakhon Srithammarat has been developed
and managed at the fair level. In the meanwhile, the tourists
expressed their opinions on NBT development and management
that there were 4 main elements which should be considered and
summarized: individual factors involved with declining and less
standard quality, NBT development and improvement, NBT
maintained or conserved, and local authority operation.

Factors involved with declining and less standard
quality: The majority of domestic tourists assumed that the
local residents were the major factor of declining and lacking
standard quality, when the majority of international tourists
purposed that the tourists were the major factor of declining and
lacking standard quality.

NBT development and improvement: The majority
of domestic tourists and international tourists expected that the
cleanliness of tourist destination and environment should be
fundamentally improved to its NBT development.

NBT maintained or conserved: The findings
showed that the beautiful beaches should be maintained or
conserved to NBT development in these regions.

Local authority operation: The results of the study
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indicated that the local authorities related to tourism
management should promote local resident’s participation in
tourism activities. Moreover, the local tourism related officers
should educate the philosophy of conservation of natural
resources and environment to communities and tourists.

2.) Problems on NBT operations

Specifically, these two clusters had less collaboration
in business promotion among the groups of entrepreneurs and
governmental organizations, especially with the Provincial
Administration Organization, the Sub-District Administration
Organization as well as the Chamber of Commerce but the
entrepreneurs had a strong collaboration with the Tourism
Authority of Thailand. As the results of finding, the
entrepreneurs stated that the respondents did not have any
information and suggestion related to the business management
and development. It seemed that the respondents highly
expected to have the governmental collaboration in tourism
industry. In contrast, the tourism-related officers, especially
PAO, mentioned that the tourism planning was conducted the
tourism industry improvement. The plan has supported the
accommodation enterprise sectors implementation to gathering
the benefits from tourism planning section. Importantly, the
encountered problems which urgently needed consideration
were human resource management and marketing development
planning.

3.) Marketing and promotion

With regard to the accommodation entrepreneur’s
perspectives towards product and marketing development, the
findings of the survey found that entrepreneurs in both
Suratthani and Nakhon Srithammarat had a similar opinion on
external factors. Interestingly, they also had a comparable
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agreement with internal factors in Suratthani and Nakhon
Srithammarat as well.

For the external factors in Suratthani, the beauty of
natural attraction and the friendliness of local people were the
most important factors for marketing and promoting of products,
followed by the security of destination, the convenience of
accessibility, the variety of activity related to NBT and
alternative tourism, the historical and archeological site, the
cleanness of destination, the OTOP product and souvenir shop
and the art, architecture and culture respectively.

Whereas the external factors that supported
marketing and promoting in Nakhon Srithammarat included the
beauty of natural attraction, the friendliness of local people, the
historical and archeological site, the convenience of
accessibility, the security of destination, the variety of activity
related to NBT and alternative tourism, the OTOP product and
souvenir shop, the cleanness of destination and art and the
architecture and culture respectively.

The internal factors in both Suratthani and Nakhon
Srithammarat were the room rate, the food and beverage price,
the security system, the architecture and environment of
accommodation, the sufficient facility in the hospitality
industry, the labor’s foreign language proficiency and the
hospitality skill and promotion.

Regarding to tourism related officers’ views on
marketing and promotion, the assessment of ‘“attractive
destination promotion indicators” in Suratthani and Nakhon
Srithammarat were reported as follows. The highest value
totaled 100% was the cleanliness of tourist destination and
environment as well as the tourism uniqueness and service
quality. The security system for tourists was ranked as the
second aspect when the infrastructures and facilities system was
ranked as the third aspect.

Observantly, the indicators disclosed the high
percentage in the range of 100.0 to 70.0 which allocated the
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probability to promote this area to be an attractive destination.
4.) Operation of tour packages

Summarily, the majority of accommodation
entrepreneurs have not provided any services to tourism related
activities. There were only 15.7% of entrepreneurs who
individually operated the related tourism activities. In business
collaboration, there were 8.8% of entrepreneurs who cooperated
with other tourism-related businesses and only 2.2% of
entrepreneur who cooperated with villagers. However, the 100%
of farm stay entrepreneurs have provided the activities to
tourists, even though the other accommodation entrepreneurs
have not made available for the favored tourism-related
programs

5.1.4.4 Tourism product development

Other elements also relate to demand factors. The
demand factors are domestic and international tourist markets
that use the tourist attractions, facilities and services. However,
the demand factors are parts of an inter-related system. The
system will function much more effectively and bring the
desired benefits if it is planned in an integrated manner, with
coordinated development of all the components of the system.
As aforementioned, the investigation for tourism product
development of this research was consisted of threefold:
Influence factors on travel decision to the regions, Opinion on
tourist destinations and activities and Opinion on tourism
activity influencing tourists to use services in Suratthani and
Nakhon Srithammarat.

1.) Influence factors on travel decision to the
region
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During tourism season, the distribution of tourists
traveling to these regions could be explained that the numbers of
tourist slightly increased from October to the peak of season in
April and slowly decreased in May until July. The rest of the
months were free of tourists. The tourists traveling to Suratthani
and Nakhon Srithammarat were German and followed by
American, British, Japanese, Chinese, Korean, Australian,
Swedish, French, Russian, Canadian and Malaysian
respectively.

Most domestic tourists lived in the South and more
than half of international tourists were those who came from
Europe and visited Suratthani and Nakhon Srithammarat for the
purpose of traveling.

With regard to the tourist’s perspectives towards
influence factors on travel decision to the regions, the domestic
tourists expressed their perspectives that the beauty of nature,
the popularity of tourist destination, the convenience of
accessibility, the convenience of accommodation, the
uniqueness characteristics, the friendliness of local people, the
quality and standard of service, the enough of infrastructures
and facilities, the security of tourist destination, the security and
standard of mass transportation and the diversity of tourism
activities played important roles to influence them to visit areas
at high level respectively. Additionally, the uniqueness
characteristics, the diversity of tourism activities, the beauty of
nature, the security and standard of mass transportation system,
the enough of infrastructures and facilities, the convenience of
accommodation, the popularity of tourist destination, the
friendliness of local people, the quality and standard of service,
the convenience of accessibility and the security of tourist
destination highly influenced international tourists to visit the
regions respectively.
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2.) Opinion on tourist destinations and activities

Interestingly, the tourism related officer strongly
agreed that the possibility of promoting and developing
destinations in Suratthani and Nakhon Srithammarat could reach
the outstanding level and the potential of natural uniqueness
development and promotion as well. The respondents, however,
fairly agreed with the current management of NBT, and the
historical and cultural tourism, the tourism information
technology system, the chances of tourism related occupation
development to community members, the tourism skills and
knowledge of tourism related officers and host community, the
tourism information center, the numbers of guide and trainer and
tourism related officers, the community participation towards
tourism training, the occupation development and the
monitoring destination. Observantly, the respondents disagreed
that the community participation in establishing the
recommendations of tourism information as well as the tourism
planning could help support the tourism product development.

5.1.4.5 Marketing and promotion

The findings of the survey found that the tourism
related officers and the entrepreneurs considerably strongly
recommended that the factors used as a system for promoting
tourism in Suratthani and Nakhon Srithammarat including the
beauty of nature, the friendliness of local residents, the
fertileness of ecological system, the long trance of history, the
works of art, the local ways of life and the cultural prosperity.

In addition, the domestic and international tourists
agreed with the factors used to maintain the tourist’s interest in
Suratthani and Nakhon Srithammarat, namely the friendliness of
local residents, the cleanliness of environment, the reasonable
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service charge pricing compared with quality and quantity, the
sufficient of standard infrastructures and facilities, the neatness
of building and zoning and other factors - e.g. security and
transportation.

To formulate the sustainable tourism industry in
Suratthani and Nakhon Srithammarat, the tourism related
officers considered the reasonable service pricing compared
with quality and quantity manifested itself as the most important
aspect, followed by the friendliness of local residents and the
qualification of providers, the cleanness of environment and the
sufficient of standard infrastructures and facilities respectively
to impress tourists and to evoke them traveling to this area.

5.2 Discussions of significant findings

Although the finding for implementation of NBT
development in Muang, Suratthani and Khanom, Nakhon
Srithammarat has already been considered to be beneficial for
the marketing of healthier tourism destination, the results may
still affect to the NBT development. Therefore, it is necessary to
analyze the outcomes to answer the research questions that
would be a part of consideration to assess the advantage of NBT
development.

5.2.1 The potential for NBT development
emerging in constructing and reconstructing tourism places
and spaces for the region: Muang, Suratthani and Khanom,
Nakhon Srithammarat

Regarding to data analysis of potential of NBT
development, the perspective of potential tourism-related
aspects for the two regions can be seen as involvement of
destination and activity, facility and service, accommodation,
transportation, and infrastructure.
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1.) Destination and activity

Attractions and activities must be available to induce
tourists to visit the area. Many types of features can be
developed as tourist attraction. The potential of destination in
the dimension of NBT development can be categorized as
follows:

Table 5.1 Destination in the dimension of NBT

Suratthani Nakhon Srithammarat
- Bang Bai Mai - Kha Min Cave
- Phum Rieng Beach - Khao Plai Dam National
- Khao Sok Park
- Ratchaprapa Dam - Southern Marine Islands
- Tapee River National Park
- Lumpoo Island - Tong Yee Bay
- Khun Talay Swamp - Na Dan Beach
- Wipawadee Waterfall - Mangrove Forest
- Mangrove Forest
- Geyser

The potential activities which mainly support the
tourism industry in these two places are as follows:

Table 5.2 Activity in the dimension of NBT

Suratthani Nakhon Srithammarat
- Tiew Klong Roi Bang |- Coral Browsing
(traveling along Tapee River | - Snorkeling
to experience the nature and
the local resident’s way of
life)
- Farm Stay
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2.)Facility and service

The potentiality of facility and service in Suratthani
and Nakhon Srithammarat is between fair level and good level.
This indicates that the clusters have quite high potential for its
tourism industry. As Chaisawat (2004) mentioned to tourist
facility and service are necessary to make travel arrangements
for tourists and provide guide services. Other tourist facilities
and services include restaurants and other types of dining and
catering establishments, postal facilities and services, medical
facilities and services, banking and money exchange, retail
shops, souvenir shops, personal services such as hair dressing
and other types.

3.) Accommodation

For tourists’ perspectives towards accommodation,
the respondents satisfy for the convenience of the
accommodation. However, the respondents’ satisfaction on
room rate is between fair level and good level. The
accommodation entrepreneurs are likely to reconsider the room
rate pricing; otherwise, the accommodation should contain more
effective and qualitative services to maintain tourists’ demand.

4.) Transportation

Chaisawat (2004) explained that transportation
includes both facilities and services such as aircraft, train and
bus capacities, route and schedules, and efficiency of services
provided. Regarding to transportation in the clusters, the tourists
expressed that the satisfaction on it between fair level and good
level. This could be inferred that tourists quite satisfy on this
aspect, and if it is able to be improved more, the tourism
industry is expected to meet higher capacity.
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5.)Infrastructure

As Chaisawat (2004) stated that infrastructures are
required to serve in tourism. The tourist infrastructures include
hygienic water supply, adequate electric power, proper waste
management (sewage and solid waste collection, treatment and
disposal) and adequate telecommunications. The infrastructures
in both clusters are quite high potential for domestic tourists’
perspectives; however, the international tourists considered that
the infrastructures were in fair level. Hence, it reflects that the
infrastructures may need to meet the international
standardization.

6.) Local resident

Regarding to the finding, the domestic tourists
purposed that the local residents were the factors of tourism
declination. However, the international tourists considered it in
the controversy way. The result showed the potential of local
residents at good level. It could be possible that these clusters
maintain and provide the non-mass tourism. The tourists who
traveled this area were educated visitors. The both sides of
people (tourists and local residents) may attribute the good
attitudes to each others.

As Chaisawat (2004) stated that attractions and
activities which can be natural such as nature destinations,
beach/marine areas, archeological sites and historic places,
cultural features, man-made features and festivals can be
developed as tourist attractions. The entrepreneurs’ perspectives
towards potential of destinations and activities shown in Table
5.1 and Table 5.2 can be explained that there are many natural
places, activities and festivals which can be promoted to achieve
the success of local tourism.
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The tourism-related government organizations,
however, have not conscientiously promoted the values of
tourism industry in this area. Middelton (1998) argued the
destinations as an important common feature could be marketed
and planned as an identified place and most have established
systems and procedures for local government purposes. It is also
important to construct and reconstruct these certain common
characteristics in order to facilitate their design and development
as Gunn’s suggestion (1988).

Generally, tourism resources can be identified as
destination, activity and culture which reflect the uniqueness of
local civilization and attract tourist to experience them.
Observantly, Howie (2003) illustrated the relationship between
resources, development and attractions in Figure 2.3, and
mentioned the realization that ‘resources’ are not ‘attractions’.
Hence, if these resources are inaccessible due to lack of
adequate transport, an absence of hotels or other
accommodation and a perceived lack of security, then some
form of appropriate NBT development will be required the
construction and reconstruction of tourism places and spaces
namely Suratthani and Nakhon Srithammarat.

5.2.2 The possibility of adding NBT activities to
the tourist attractions

In general, tourism resources can be defined as
destination, activity and culture which reflect the uniqueness of
local civilization and attract visitors to experience them.
Tourism resources can be categorized in many characters.
Isichaikul (2003) identified four types of tourism resources
characters: 1.) Natural tourism resource, 2.) Ancient remains,
historical and regional tourism resource, 3.) Cultural and
traditional tourism resource and 4.) Man-made tourism resource.

In regard with the entrepreneurs’ perspectives, NBT
products and activities should be improved for regional tourism



212

development. They can be identified as follows:

Table 5.3 Tourism resources in Suratthani and Nakhon
Srithammarat

History & Man-
Religious made
Suratthani |- Bang Bai Mai - Wat Suan - Farm
- Phum Rieng Stay
Beach Mokkhapararam | -
- Khao Sok - Chaiya Buddha | Plantation
- Ratchaprapa | Relics Pagoda
Dam
- Tapee River
- Lumpoo Island
- Khun Talay
Swamp
- Wipawadee
Waterfall
- Mangrove
Forest
Nakhon - Kha Min Cave - Coral
Srithammar | - Khao Plai Dam
at National Park Browsing
- Southern -
Marine Snorkeling
I slands
National N/A
Park
- Tong Yee Bay
- Na Dan Beach
- Mangrove
Forest

Provinces Nature

In Table 5.3, the appropriate types of NBT products
and activities in the regions should be ecotourism, agro-tourism
and coastal tourism. In order for this to occur, challenges that
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have been discussed will need to be met and chances take place.

Regarding to tourism product development, the
improvement of the tourism industry is firstly proclaimed as
strategic management because this area holds the high potential
and variety of physical phenomena for tourism planning in the
regions. The marketing is mainly considered importance to the
promotion of tourism resources including the possibility of
adding the NBT activities to the core tourist attractions. Within
a destination, the sum total of what is relevant to the tourist has
been described as the total tourism product (Middelton, 1994),
referring to the combination of ‘resources’ or the initial
attraction and the destination has for tourists and ‘activities’,
provided to make possible or enhance the tourists. Swarbrooke
(1995) quoted in Howie (2003) defines the categories of
attractions: features in natural environment, man-made buildings
and special events.

Moreover, Weaver (2001b) discussed the criteria that
underpin ecotourism and having investigated its relationship
with other types of tourism. The specific kinds of activity that
constitute ecotourism can now be outlined. These activities are
listed in Figure 2.5, while not necessarily including on
qualifying activities, allow comparison with other specific
nature-based activities, including those that overlap with
ecotourism.

It must also be considered that, in certain location, it
will be inappropriate to develop tourism. There may be no
possibility for it to exist satisfactorily alongside existing social,
cultural or economic activities; or there are simply not the
resources for successful tourism development. Development and
management will be essential to permit the original function to
continue undisturbed - that is part of the attraction - but also to
increase the understanding and enjoyment of the visitors. As the
findings of this research, most of entrepreneurs did not operate
any tourism activities. The entrepreneurs play a weak role in
business collaboration as well as the local authority did not
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promote and support the tourism industry to create and operate
the activities in the attractions. Positively, the area is quite new
and fresh to conduct the possibility of adding NBT activities to
the tourist attractions.

5.2.3 The potential for increasing the higher
number of tourists’ demand and enhancing the nature-based
tourist destination in Suratthani and Nakhon Srithammarat

Despite Suratthani and Nakhon Srithammarat
obtained the readiness of the tourism development, the domestic
tourists assumed that the local residents were the major factor of
declining and lacking of standard quality, when the international
tourists purposed that the tourists were the major factor of
declining and lacking of standard quality. A number of factors
have led to the measured growth of this sector.

However, Weaver (2001b) stated that a global
interest in environmental matters has made more and more
people want to experience our unique outdoor wonders. A desire
for a healthier lifestyle has prompted many tourists to forsake
traditional sun, sand and sea holidays for more active
alternatives. Better-educated travelers are more interested in
meaningful vacation activities. Most tourists traveling
Suratthani and Nakhon Srithammarat, however, were those who
obtained higher education in Bachelor’s degree. More
sophisticated travelers expect their vacation experiences to meet
higher-order personal need. Further, as society becomes more
alienating, people are beginning to prefer personalized and small
group holidays rather than anonymous and mass tourism
experiences.

With regard to the tourist’s perspectives towards
influence factors on travel decision to the regions, the tourists
expressed that the beauty of nature, the popularity of tourist
destination, the convenience of accessibility, the convenience of
accommodation, the uniqueness characteristics, the friendliness
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of local people, the quality and standard of service, the enough
of infrastructures and facilities, the security of tourist
destination, the security and standard of mass transportation and
the diversity of tourism activities played important roles to
influence them to visit areas. Thus, these factors are the tourism
features that this market is evolving rapidly. Today, it is much
more of a main stream activity and, such as, appeals to a near-
allocentric or midcentric audience. As McKcher (1998)
recommendation, this expansion of the market has resulted in
the emergence of a large group of new nature-based tourists who
are seeking more mainstream, recreational experiences rather
than purely educational or adventure holidays.

Regarding to NBT development towards sustainable
tourism development, the main source of tourism industry is
tourism resources that should be kept for sustainable tourism
development. Theoretically, the concept of sustainable
development took place in Earth Summit in 1980. In Agenda 21,
it proclaims that all types of development must be sustainable
development. Tourism resources in form of activity could help
to promote the attractions as well.

Much attention in the small-scale tourism businesses
and destinations have been devoted to sustainable tourism, new
niche products are more likely to positive environmental,
economic and sociocultural impacts within a destination.
Regarding to the 9" National Economic and Social
Development Plan (2003-2006), the sustainable tourism
development is emerged as a national agenda. As a
consequence, it i1s able to boost up the healthier tourism
management in long term development. The management is
responsible for the needs of economic, social and aesthetics to
community at present and in the future.

As aforementioned, NBT development in Suratthani
and Nakhon Srithammarat could be categorized into an
alternative option for sustainable tourism and could be
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developed the new niche products to boost up opportunities for
healthier tourism industry. As findings, NBT in these regions
consists of ecotourism, agro-tourism and coastal tourism which
offer greater uniqueness of nature, less impacts and,
importantly, available for a long term using.

1.) Ecotourism

Ecotourism destination is defined as the destination
where is to study, visit and impress atmosphere, environment,
social, culture and local way of life based on knowledge gaining
and responsible for ecological system. Generally, ecotourism 1is
a form of tourism which helps to reserve environmental and
natural resources.

Suratthani and Nakhon Srithammarat have diversity
of destinations where are suitable for sustainable tourism
promotion in the feature of new niche products. However, some
places need more development and marketing promotion for
small scale business. The study of the field survey was found as
follows:

In Suratthani, the tourism places where urgently
needs to meet the tourism standardization are Bang Bai Mai,
Phum Rieng Beach, Mangrove Forest, Lum Poo Island, Khun
Talay Swamp and Wipawadee Waterfall. The participatory
approach is the main theme that should be launched to Bang Bai
Mai and Phum Rieng Beach.

In Nakhon Srithammarat, the popularity of
destination 1s the beach. Interestingly, there are destinations
related to ecotourism in this area such as Kha Min Cave and
Khao Plai Dam National Park. The weakness of tourism
marketing advertisement, however, causes the unpopularity of
the area. According to the field survey, the results indicated that
the environmental impact occurred in Tong Yee Bay.
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Specifically, to promote and solve the tourism problems can be
achieved by partnership of various sectors of the society.

2.) Agro-tourism

Agro-tourism  destination 1s defined as the
agricultural destination for studying and participating on
agriculture activities and local farmer’s way of life such as farm
stay. It is a form of community-based tourism in these regions,
especially in Suratthani. Tourists can visit the plantation and
oyster farm stay where provide tourism activities. The
interesting oyster farm stays are Sin Mana Farm Stay and Oyster
Farm Stay in Kanchanadit, Suratthani.

Collaboration between government sector and
private sector are expected to improve these tourism places in
order to achieve the smaller-scale tourism business and new
niche products.

3.) Coastal tourism

Coastal tourism destination is defined as the tourism
place where tourists can participate in any activities on the
beach. Specifically, the southern of Thailand is the outstanding
destination of coastal tourism.

In Suratthani, there are many islands where are very
famous for coastal tourism such as Samui Island, Pha Ngan
Island and Tao Island. For the scope of study area in this
research, there is no place launched to this type of tourism in
Suratthani town. Additionally, most tourists know the famous
scenery being Samui Island but the destinations in Surrathani
town are known only by niche group of travelers. Therefore, this
research 1s to study the approach of NBT development to
generate more effective tourism planning and attract more new
group of tourists in Suratthani and Nakhon Srithammarat.

In Nakhon Srithammarat, the scope of area of this
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research is in Khanom area. There are many beaches such as
Southern Marine Islands National Park, Tong Yee Bay and Na
Dan Beach. The available activities for this phenomenon are
dolphin watching, coral browsing and snorkeling. Importantly,
these activities are conforming to environmental reservation and
conservation which leads to smaller-scale tourism business and
new niche products.

McCarthy and Perreault (1993) focused on the types
of product innovations that tend to disrupt old ways of doing
things. In Suratthani and Nakhon Srithammarat, the
entrepreneurs, however, are introduced many products that are
basically refinements of existing products. So, a new product is
one that is new niche products in any way for the company
concerned. In the word of Foster (1985): “The search for,
development and launching of new products is essential for long
term survival in tourism. The slow rate of change in demand for
tourism products disguises this necessity.” Hence, it is essential
that new niche products development receives attention in these
regions that want to survive as destination areas and seek
tourism growth.
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5.3 Effective paradigm for expeditious NBT development

This study was the pilot study based on the research
of “The Nature-Based Tourism Development in Amphur
Muang, Changwat Suratthani and Amphur Khanom, Changwat
Nakhon Srithammarat”. Under the constraint of time limitation,
the scope of this research was set to involve with the study of
tourism products which were destinations, services and
activities, marketing chances and the approaches for successful
NBT development. The outcomes were considered to promote
the strategic planning in tourism management in Suratthani and
Nakhon Srithammarat.

Regarding to multi-destination choice perspectives,
the tourists generally purpose for traveling through seeking
unique experiences and visiting diversity destinations during the
trip. For this, Weaver (2001a) examined that better-educated
travelers are more interested in meaningful vacation activities;
more sophisticated travelers expect their vacation experiences to
meet higher-order personal need.

In this study, the atmosphere of the place, which here
means the area from Muang, Suratthani and Khanom, Nakhon
Srithammarat; the atmosphere of collaboration and business
coordination among stakeholders are two of the significant
issues in developing and improving NBT development. It is
important to consider the atmosphere of the regions that can be
positively changed into more favorable business ventures and
promotion of tourism activities. If the collaborative tourism
development in regard to the tourism product development and
tourism destination marketing among stakeholders in Suratthani
and Nakhon Srithammarat would be successful, the beneficial
concerns need to be urgently and sincerely improved.

To enhance and promote long-term regional
sustainable development and multi-destination tourism under the
concept of NBT development and the cohesive framework of
study to such development have been divided into twofold:
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processes for developing tourism products and destination
marketing as well as processes for improving and sustaining
collaboration in the regions. Within the respect to the scope of
study, the philosophy of proposed model for expeditious NBT
development (see Figure 5.1) has been initially proposed as
theoretical components of this study to establish all processes
that could facilitate successful collaborative tourism
development in Suratthani and Nakhon Srithammarat.
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From Figure 2.12 by Cooper, 1993
Figure 5.1 Effective paradigm for expeditious NBT development
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Adapted from Cooper, 1993 in: The Interface of Marketing and Strategy by Day, Weitz, Wensley,
Greenwich, Conn.: JAI Press Inc., 1990
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The Formal Rational-Analytical Planning Process

There are five stages of planning process in this
model: setting objectives, SWOT analysis, sustainable
development, setting strategies and strategic direction. All
components were equally important and related to each other.
An understanding the process could be explained as follows:

1. Setting objectives

This initially introductory stage sets the context for
the reminder of the goal by illustrating the objectives of
providing relevant information on NBT development. The
scope, scale and significance of tourism make management
issues highly important at every level in the system. The aim of
setting objectives is to provide detailed coverage of the breadth
of issues involved in the management of tourism businesses.
The fundamental aim, therefore, is to consider and apply
management concepts, philosophies and practices to the new
tourism products.

2. SWOT analysis

The next stage in the formulation of tourism planning
process is SWOT analysis. This involves consideration of the
major influences affecting the ability of possibility and
potentiality to fulfill its mission in term of NBT development. A
SWOT analysis provides a summary of the findings of the
strategic analysis and its elements that could be revisited in
Table 4.1. The situation facing the NBT development in
Suratthani and Nakhon Srithammarat can be evaluated by a
detailed consideration of strengths and weaknesses of its
operations and form the environmental influences for
opportunities and threats.

Regarding to SWOT analysis, this model could
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additionally recommend that the opportunities and threats
summarize the external environmental factors that a tourism
organization faces. The key elements of the external
environment may be summarized as C-PEST factors which refer
to the Competitive, Political, Economic, Socio-cultural and
Technological environments. Strengths and weaknesses analysis
summarizes the state of the internal resources of an
organization.

2.1) Opportunities, threats and the external

factors

The competitive environment of the tourism industry
describes the extent of influence of tourism organizations or
destinations upon one another, and that of suppliers and buyers.
The competitive environment may be analyzed in two ways.
First, structural analysis examines the whole industry in which a
tourism organization operates for competitive pressures. Profit-
maximizing tourism organizations will seek a position within an
industry where competitive threats can be minimized and
competitive opportunity exploited. Poter’s (1980) ‘five forces’
aspect can be used to analyze the competitive environment. The
five forces proposed by Poter are:

- the threat of new entrants

- the power of buyers

- the power of suppliers

- the threat of substitutes

- the degree of rivalry between competitors

Secondly, competitor analysis involves a more
detailed look at a tourism organization’s existing and potential
competitors. It enables an organization to formulate a strategy in
the light of an assessment of its key rivals. Poter (1980) sets out
a framework for competitor analysis by deploying a response
profile of competitive organizations. The profile is divided into
two sections. The first section asks questions about the
competitors’ current and future activities. The detailed questions
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that need to be addressed within the response profile include:
- product lines
- price
- quality
- differentiation
- advertising
- market segment
- marketing practices
- growth and prospects

2.2) Strengths, weaknesses and organization’s
resources

Analysis of nature-based resources and products or
services enables a tourism organization to assess its strategic
capacity - or how well it is equipped to pursue its strategy.
Resources are typically classified under four headings.

1.) Physical resources, including buildings, fixtures
and fittings, machinery and transport fleets.

2.) Human resources, consisting mainly of skills.

3.) Financial resources, demonstrated by an
organization’s liquidity and its overall debt or credit situation.

4.) Intangibles (Hall, 1992), including acquired
knowledge and skills, patents and recipes, good will, brands and
corporate image.

Performance monitoring analyses the way in which
resources are being utilized and can include the following:

- analysis of efficiency

- financial analysis

- appraisal

- comparative analysis

Effectiveness measures how well a new product or
service meets its objectives and can be measured by consumer
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satisfaction surveys. In case of destination, Butler (1980)
characterized the phases of destination development as
exploration, involvement, development and consolidation.

3. Sustainable development

After the stage of setting objectives and doing
SWOT analysis, theoretically, the concept of sustainable
development should be taken place in the step of planning. In
Agenda 21 at Earth Summit in 1980, it proclaims that all types
of development must be sustainable development.

The two approaches to managing the tourism
environment specifically described on two separate elements of
tourism-environment relationship, namely, the physical
environment and visitor behavior. Conversely, sustainable
tourism development attempts to address collectively the needs
of all the players in the tourism destination - the local
community, the physical environment, the cultural environment,
the tourism industry and tourists themselves - in an approach
that 1s ‘intended to reduce tensions and friction created by the
complex interactions’ (Bramwell and Lane, 1993). In other
words, sustainable tourism development seeks to optimize the
benefits of tourism to tourists (their experiences), the tourism
industry (profits), and local people (their socio-economic
development) while minimizing the impacts of tourism
development on the environment.

Typically, the aims and objectives of sustainable
tourism development are embodied in varying sets of principles.
However, it is increasingly recognized that there is a lack of ‘fit’
between tourism as a specific developmental activity and the
broader requirements of sustainable development. In particular,
the diverse and fragmented character of a profit-oriented tourism
production system and its inherent power relationships, plus the
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meaning of tourism as a widespread form of consumption,
together militate against the achievement of sustainable
development. As a result, not only does the debate remain
entrenched in definitional issues, in practice, sustainable policies
focus principally on local, small-scale projects with broader
development challenges being subordinated to environmental
management issues.

The main implication, therefore, is more likely to
meet local needs if the principles of sustainable tourism
development which were reviewed by ETB (1991), Eber (1992),
EC (1993), WTO (1993) and WTO/WTTC (1996) are
implemented as follows:

1.) The conservation and sustainable use of natural,
social and cultural resources is crucial. There fore, tourism
should be planned and managed within environmental limits and
with due regard for the long-term appropriate use of natural and
human resources.

2.) Tourism planning, development and operation
should be integrated into national and local sustain development
strategies. In particular, consideration should be given to
different types of tourism development and the way in which
they link with existing land and resource uses and socio-cultural
factors.

3.) Tourism should support a wide range of local
economic activities of, taking environmental costs and benefits
into account, but it should not be permitted to become an
activity which dominates the economic base of an area.

4.) Local community should be encouraged and
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expected to participate in planning, development and control of
tourism with the support of government and the industry.
Particular attention should be paid to involving indigenous
people, women and minority groups to ensure the equitable
distribution of the benefits of tourism.

5.) All organizations and individuals should respect
the culture, the economy, the way of life, the environment and
political structures in the destination area.

6.) All stakeholders within tourism should be
educated about the need to develop more sustainable forms of
tourism. This includes staff training and raising awareness,
through education and marketing tourism responsibly, of
sustainability issues among host communities and tourists
themselves.

7.) Research should be undertaken throughout all
stages of tourism development and operation to monitor
impacts, to solve problems and to allow local people and others
to respond to changes and to take advantage of opportunities.

8.) All agencies, organizations, businesses and
individuals should cooperate and work together to avoid
potential conflict and to optimize the benefits to all involved in
the development and management of tourism.

4. Setting tourism strategies

Strategic planning aims to be proactive and
responsive to community needs, and to incorporate
implementation within a single planning process. It therefore
emphasizes the process of continuous improvement as a
cornerstone of organizational activity in which strategic
planning is linked to management and operational decision
making.

Due to the multi-sector concerning in local tourism
industry (tourist, entrepreneur and tourism-related officer)
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extent of the tourism delivery system, the number and type of
NBT programs that are available to the tourists are quite diffuse.
Tourism-related officers who may have different values than
entrepreneurs may develop program strategies that are geared
more towards accessibility, equity and involvement. Meanwhile,
the tourism-related officers may also choose to emphasize other
values and goals in the development of their programs which
may reflect the profit motive.

Though this approach offers considerable potential
for enhanced sustainability through community participation,
there are a number of accompanying drawbacks associated with
industrial immaturity. As the finding of this research in SWOT
analysis (Table 4.1), there are some barriers to entry to
successful tourism industry which is superficially attractive to
many and, in the absence of any formal regulation of operators,
new entrants are free to pursue their business operations to a
frequently variable quality standard. As such, there is a
dominant ethos of competition rather than cooperation among
participants, and a consequent tendency towards unplanned and
uncoordinated industry development.

As aforementioned, the collaboration among the
tourism stakeholders must be integrated in the strategic
planning. To promote and solve the tourism problems can be
achieved through partnership of various sectors. Hence, the
tourism-related organizations should have the collaborative
policy of sustainable tourism promotion between Suratthani and
Nakhon Srithammarat. Furthermore, the collaboration between
the Provincial Administrative Organization and host community
in planning a strategic approach to local tourism development is
a better implementation to achieve the success of local tourism.

5. Strategic Direction
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This stage is the principle of the outcomes of the four
stages above. The strategic direction attributes the appropriate
information and framework with which to implement
requirements may give rise to a perception that new
management and planning approaches are required. The
important corollary purposes of objectives and strategies are
applied to the next process and combined with the new product
process respectively.
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The New Product Process at the Operational Level

The new product process at the operational level is
composed of six stages: potentiality and possibility, market-
place needs, ideas and business analysis, new product
development approach, tourism destination marketing and
information. To achieve the new product process, the details
could be explained as follows.

1. Potentiality and Possibility

It is necessary to survey the potentiality and
possibility of the area to find out its tourism destinations and
activities that could be developed to new tourism products. As
the finding of this research in Table 5.1 and 5.2, there are
potential of destinations and activities can be explained that
there are many natural places and activities which could be
promoted to achieve the success of local tourism. In conclusion,
the appropriate types of NBT in the regions should be
ecotourism, agro-tourism and coastal tourism.

2. Market-Place Needs

Market-place needs survey is thus a social and
managerial process by which individuals and groups obtain what
the tourist needs and wants through creating and exchanging
products and value with others. For NBT industry in 21%
century, the adage ‘to be’ is ‘to survive’ no longer holds true as
a result of competition, which appears to be getting stronger and
stronger, year after year. This is not to say that the small
operator is doomed, but rather that there are large dominant
players out there, which have an over-whelming share of the
market.

With respect to the scoped area, there 1s always the
possibility that through increased competition, the operator who
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at one time had to turn away business may be confronted with
challenges to fill seats. At present there are many exotic
destinations that could offer good quality NBT programs. Faced
with this prospect, operators must initialize creative, effective
strategies in an effort to capture as much of the market as
possible.

3. Ideas and Business Analysis

The step to gathering the ideas and analyzing
business, it is necessary to receive the information of the survey
of the two stages above. Nevertheless, Weaver (2001b)
manifested that the concept of focusing on specific aspects of
the “nature-based” environment is also valid. From a marketing
perspective, many tourists wish to see particular flora and fauna
that are attractive for reason of beauty, charisma and/or rarity,
and are only marginally interested in the environmental context
of these specific attractions. In such situations, managers should
be aware of the problems that may arise in maintaining a narrow
product focus, and should implement appropriate management
strategies. Where the perception of “nature-based” is narrowly
focused, there are also implications in terms of the setting in
which ecotourism can occur. Wildlife in most cases is best
observed in its natural habitat but there are numerous examples
of partial or complete species adaptation to other kinds of non-
captive environments, including some, such as farmland that
have been extensively modified by human activity. This
suggests considerable scope for extending ecotourism far
beyond the relatively undisturbed, natural environments that
many hold to be the only valid venue for this form of tourism.

Importantly, the researcher opined that destinations
must determine not only the numbers of tourists they want, but
also the ‘kinds’ of tourist. In this they were referring to a further
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element of the established marketing approach, namely ‘market
segmentation’, where current users of the product are identified
but it is the target stage of the campaign that determines the
market segments or the °‘types of visitor’ that destination
management wishes to attract.

4. New Product Development Approaches

This section discusses new product development
issues that will help in understanding what constitutes tourism
products, how it evolves and how it can be analyzed.

Heath and Wall (1992) explained that within a
strategic marketing planning framework and against the
background of the dynamic changing macro-environment,
competitive, and market environments, it is essential that new
product development receives attention in those regions that
want to survive as destination areas and seek tourism growth. In
the word of Foster (1985, p.277): “the search for, development
and launching of new products is essential for long term survival
in tourism. The slow rate of change in demand for tourism
products disguises this necessity.” Additionally, the product
development process as it can be applied on a regional level can
receive tourism growth by creating new products.

The new product development can begin with a
survey to determine the following:

1.) What are the inherent natural, social, and culture
characteristics of the region where the development is to occur?

2.) What are the characteristics and needs of the
various segments of the tourism market?

3.) What additional infrastructure is required to
satisfy the needs of a particular market segment?

A crucial indicator of a successful development is
that it should serve as a facility for both local residents and
tourists. In the word of Reime and Hawkins (1979, p. 68): “The
long-lived carefully conceived development does not force the
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whims and aspirations of multitude of strangers on a region”, it
uses the indigenous qualities of the region, whether social and
natural, to satisfy the expressed needs of a selected clientele.

5. Tourism Destination Marketing

The market-place needs analysis process emerges
that the local tourism extremely needs the marketing
information available for opportunities and supporting tourism
industry. Moreover, a marketing strategy should also consider
that as a ‘product’ a destination goes through the ‘product life
cycle’ and therefore the type of customer is likely to be different
at different stages. Howie (2003) recommended that there are
several requirements for successful destination marketing:

- the right mix of features and services

- an image that is attractive to the target market

- the products and services must be delivered in an

efficient and accessible way

- the destination’s values and image must be

promoted effectively to ensure that potential users
are aware of the place’s distinct advantages

Based on the finding, the entrepreneurs of both
clusters need the tourism-related government sector providing
them the marketing consultation and training. The weakness of
advertising causes the tourism places and spaces lacking of
popularity. In spite of the level of readiness of tourism
development is high, the variety of activities related to NBT and
alternative tourism is low. The governmental organizations,
especially the Provincial Administration Organization and the
Tourism Authority of Thailand should cooperate in the
integrated operation. The cooperative participation among
government, private and local resident sectors is important in
hospitality and tourism strategic management.

As aforementioned, the approaches necessary to
marketing development planning is expected to operate in the
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local tourism:

1.) To survey and provide the data of destinations
including new attractions from Muang, Suratthani through
Khanom, Nakhon Srithammarat.

2.) To develop, improve and renovate tourism places
in order to promote tourism activities. The Sub-District
Administration Organizations are needed to cooperate with
collaborative policy among the groups of tourism organization.

3.) To advertise the destination and to promote the
tourism activity that is distinguished unique by coordinating
with the Tourism Authority of Thailand.

4.) To improve tourism services and facilities,
especially in tourism spaces and places, to meet the standard of
tourism.

5.) To provide the collaborative policy of sustainable
promotion between Suratthani and Nakhon Srithammarat.

6. Information

After launching the five stages of the new product
process, the results of new market opportunity and new tourism
products will be available for the implementation. As the theory
of the product life cycle, the new products also meet the
declination. The stakeholders may redo the process of this
paradigm to find out more new products to serve the tourist’s
needs.

This paradigm has introduced the process of tourism
planning and achieving new products while it is highlighting the
findings and the scope of implementation. The problems of NBT
development has been discussed, and has the scale and
significance of tourism marketing. The model briefly considered
the implications of nature of tourism business for management,
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before outlining the recommendations of NBT development.
5.4 Practical recommendations

In order to improve and develop the more favorable
atmosphere for NBT development in Suratthani and Nakhon
Srithammarat, the results of the documentary and investigational
analysis as well as the philosophy of the paradigm for
expeditious NBT development have been used as theoretical
support. All consequences are expected to provide a
consideration for establishment of effective processes for MBT
development in Suratthani and Nakhon Srithammarat. The
practical recommendations on four approaches have respectively
been projected as follows:

Approach 1: A collaborative outlook to develop
single destination tourism

Approach 2: New products development

Approach 3: Tourism destination marketing

Approach 4: Sustainable tourism development

5.4.1 A collaborative outlook to develop single
destination tourism

According to the SWOT analysis of weaknesses and
threats in Suratthani and Nakhon Srithammarat in previous
chapter, the clusters have a weak role of tourism collaboration to
promote tourism industry. The situation facing the regional
collaborative tourism development among the stakeholders may
obstruct the potential for NBT development in this area. One of
the major problems facing planners in assessing the tourism
collaboration is the establishment of an appropriate baseline
against which to measure the existing and future changes
induced by tourism. This initiative approach as theoretical
components of this research could facilitate the collaborative
tourism development in Suratthani and Nakhon Srithammarat.
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As aforementioned, this is a comprehensive strategic
planning which integrates all the subject-specific types of
planning just discussed. It is established throughout Suratthani
and Nakhon Srithammarat. As well as local plans, certain other
categories of planning are commonly referred to.

1.) Economic development planning has grown in
recent decades as many accommodation entrepreneurs lose their
economic viability. This approach is highlighting the tensions
that exist in the formulation of the policies to guide the
development sector, as a process of negotiation between
stakeholders’ groups brokered by tourism-related government
sector. At a practical level, the implementation of local
authorities’ policies requires an understanding of how economic
development planned in tourism destination. It needs the crucial
to policy framework formulation which involves with:

(1.) Defining the objectives of tourism development

(2.) Setting growth targets for tourism

(3.) Determining the type of tourism to be attracted

(4.) Defining private and public responsibilities

(5.) Minimizing negative effects of tourism

2.) Physical land use planning is the process of
allocation of appropriate uses to general undeveloped land. In
Suratthani and Nakhon Srithammarat, the physical land use
planning 1is a desirable alternative to the unregulated,
exploitative land development that sometimes takes place. At its
most basic level land use planning is likely to involve zoning
and transportation infrastructure planning. In these regions, land
use planning is an important part of social policy, ensuring that
land is used efficiently for the benefit of the wider economy and
population as well as to protect the environment.

3.) Infrastructure planning is concerned with
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transportation, power and waste disposal, etc. the
encouragement of appropriate, sustainble transport to meet the
needs of both tourists and residents is the objective. The
infrastructure system in Suratthani including the transportation
is the most advanced comparing to the nearby provinces.
Therefore, Suratthani serves as an air hub for the region that
helps increase the efficiency and convenience in traveling.
Suratthani purposes to be the gateway to the south of Thailand
as well as to Nakhon Srithammarat. These two clusters could
profit and share such benefits under the framework of a regional
collaboration from this capacity to distribute the tourism flows
to the provinces. Hence, successful implementation of
infrastructure planning needs assessment project required
participation from the tourism stakeholders.

5.4.2 New products development

According to the results of this research, Suratthani
and Nakhon Srithammarat are rich of tourism resources related
to NBT such as ecotourism, agro-tourism and coastal tourism.
As well, the activities are responsible for sustainable tourism
that could be promoted the value of tourism industry.
Importantly, there is another interesting tourism which can be
promoted to be an alternative tourism relevant to sustainable
tourism. It is the cultural-based tourism which could be
classified into a form of tourism for knowledge-based
philosophy relevant to the local culture and tradition as well as
the responsibility of environmental implementation (see
recommendation 5.4.4).

In this peripheral area, the desire to build visitor
attractions is often a response to declining health of regional
economies. This approach is co-dependent. The manner in
which such resources are developed, marketed and sustained
will be recommended later. If hasty decisions to establish tourist
attractions are made, there is a strong possibility that the
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fundamental economic become financial drains on sponsoring
communities. A tourist attraction is a feature in and area that is a
place, venue or focus of activities and does the following:

1.) To set out to attract tourists and visitors

2.) To be managed as an attraction to provide
satisfaction to its customers

3.) To provide the appropriate facilities

4.) To charge for admission

5.) To be a fun and pleasurable experience and to be
developed to realize this potential

The approach, outlined in Figure 5.1, illustrates the
new product process at the operational level that is established
the significant information of new market opportunity and new
tourism product. In addition, a final consideration for long-term
viability is the attraction’s ability to reinvent itself periodically
SO as to attract repeat tourist and win new customers.

5.4.3 Tourism destination marketing

Regarding to the marketing development and tourism
industry, the analysis process emerges that the local tourism
extremely needs the marketing information available for
opportunities and supporting tourism industry. The
entrepreneurs of both clusters need the tourism-related
government sector providing them the marketing consultation
and training to increase a higher number of tourists’ demand.

The weakness of advertising causes the tourism
places and spaces lacking popularity. In spite of the level of
readiness of tourism development is high, the variety of
activities related to NBT and alternative tourism is low. The
governmental  organizations, especially the Provincial
Administration Organization and the Tourism Authority of
Thailand should cooperate in the integrated operation. The
cooperative participation among government, private and local
resident sectors 1s important in hospitality and tourism strategic
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management.

Perhaps the area where collaboration can bring the
most visible benefits to individual tourist attractions is that of
marketing communications, advertising and promotion.
Collaborative ‘generic’ promotional activity, which can
encourage people to visit attractions in general, is not only a
relatively simple task but also one which is likely to generate a
relatively quick and positive response. As aforementioned, the
approaches necessary to marketing development planning is
expected to operate in the local tourism:

1.) To survey and provide the data of destinations
including new attractions from Muang, Suratthani through
Khanom, Nakhon Srithammarat.

2.) To develop, improve and renovate tourism places
in order to promote tourism activities. The Sub-District
Administration Organizations are needed to cooperate with
collaborative policy among the groups of tourism organization.

3.) To advertise the destination and to promote the
tourism activity that is distinguished unique by coordinating
with the Tourism Authority of Thailand.

4.) To improve tourism services and facilities,
especially in tourism spaces and places, to meet the standard of
tourism.

5.) To provide the collaborative policy of sustainable
promotion between Suratthani and Nakhon Srithammarat.

Specifically, the tourism promotion and marketing
have not been disseminated in its advertisement well. Most
destinations are needed to meet tourism standardization and
conscientiously promoted the value of tourism industry. It is
hoped that the best practice of collaboration of tourism
organizations may help to develop more successful NBT at
present and in the future.
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5.4.4 Sustainable NBT development

Currently, there are many countries facing the
pollution and the environmental decline. These problems have
been affected by the rapid growth rate of economic competition
and development. The untended and uncontrolled utilization of
natural resources causes many problems and, especially,
environmental impacts. Hence, the theoretical concept of
sustainable development manifests itself to offer the suitable
development. In the tourism industry, this concept is contributed
to sustainable tourism development. The concept of alternative
tourism development is applied to solve tourism problems. In
case of environmental reservation and preservation, NBT can
keep the fertilization of ecological system which leads to
sustainable tourism. It is responsible for the capacity of natural
and environmental resources.

However, the concept of sustainable tourism
management can be categorized in four elements. They are as
follows:

1.) Operating tourism activities under the recognition
of the capacity of community, tradition, culture and local
resident’s way of life.

2.) Becoming aware of tourism impacts on local
community, tradition, culture and way of life.

3.) Participating of community in tourism activities
to eliminate the impacts on ecological system, tradition, culture
and way of life.

4.) Compromising the needs of economic, social
lasting and environmental development in sustainable manner.

Much attention in the sustainable tourism literature
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has been devoted to small-scale tourism projects and
destinations, on the assumption that such tourism is more likely
to have positive environmental, economic and sociocultural
impacts within a destination. NBT is an alternative option of
sustainable tourism. In these regions, NBT consists of
ecotourism, agro-tourism and coastal tourism which could be
attributed to sustainable tourism (see discussion 5.2.3).

Importantly, there is another interesting tourism
which can be promoted to be an alternative tourism relevant to
sustainable tourism. It is the cultural-based tourism which
involves with the local cultural uniqueness destinations and
activities. It could be formed as knowledge-based tourism which
is considered for visiting and learning local cultures as well as
traditions. Furthermore, it helps reducing both natural and social
environment impacts and expanding capacity.

In Suratthani, there are destinations related to
cultural-based tourism such as Chaiya Buddha Relics Pagoda
and Wat Suan Mokkhapararam. Wat Suan Mokkhapararam is
the practicing Buddha’s teachings place covered with peacefully
natural environment and becomes famous as nature-based
classroom where attracts both Thais and foreigners to visit and
make meditation.

Besides, the fundamental local classical culture is
Chakpra Thot Phapa and Ngao Rong Rien Festival. The colorful
unique culture and tradition have become an annual event
holding activities as Chakpra Thot Phapa and Long Boats
Racing Festival (taking place the day after the full moon on the
11 lunar month, this will be followed by the procession of floats
(Reau Phanom Pra), depicting events from the Lord Buddha’s
life (Thot Phapa).

In Nakhon Srithammarat, the culture is not different
from Suratthani because the southern culture has its own
uniqueness. Based on the Khanom’s geography, the cultural-
based tourism is not mentioned to promote in this area.

Observantly, no two destinations are the same and,
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therefore, the choices made Suratthani and Nakhon
Srithammarat taken to sustainability in various matters from
destination to destination.

In order to get more effective development, the
sustainable development is likely to combine with the King
Bhumibhol’s philosophy. His Majesty the King graciously
edited and conferred his comments on the subject of
"Philosophy of the Sufficiency". Sufficiency" means moderation
and due consideration in all modes of conduct, as well as the
need for sufficient protection from internal and external shocks.
The philosophy provides guidance on appropriate conduct
covering numerous aspects of life and stresses the middle path
that 1s the basis of balanced and reasonable conduct. After the
economic crisis in 1997, His Majesty reiterated and expanded on
the "Sufficiency Economy" in remarks made in December 1997
and 1998. The philosophy points the way for recovery that will
lead to a more resilient and sustainable economy, better able to
meet the challenges arising from globalization and other
changes.

For the formulation of the framework and direction of
the Ninth National Economic and Social Development Plan
(2002-2006), it represents a guideline for comprehensive
integrated development with "man" as the center of such
development. The goals are to achieve "sustainable development
and proper well-being for Thai people”. It is a "balanced
development" which takes into account the economy, society,
politics, and environment, with the aim to make people in the
society happy, self-reliant, and abreast with the world, while still
preserving the Thai national identity. Indeed, the sufficiency is
relevant to the sustainable development.

The achievement of sustainable as balance between
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environmental, social and economic aspects has to build on a set
of institutional and management structure. Determining the best
practice involves with understanding the unique situation facing
each destination, opportunities, strengths, threats and
weaknesses. Therefore, creating an analytical planning process
in Figure 5.1 is a necessary condition to reach sustainability
objectives.

In addition, the principles identify sustainable NBT
as having established into economic, cultural and natural, and
community sustainability. The stakeholders should pay
particular attention to:

1.) Economic sustainability - that is profitable in
both the immediate and long term.

(1.) To form partnerships throughout the entire
supply chain from micro-sized local businesses to multinational
organizations

(2.) To provide the training course of how to build up
tourists’ satisfaction and hospitality service to the local
community and enterprises

(3.) To diversify the products by developing a wide
range of tourist activities and attractions

(4.) To contribute some of the income generated to
assist in training, destination marketing and new product
development

(5.) To allocate tourism resources for businesses with
respect to sustainability principles

(6.) To formulate national, regional and local tourism
policies and development strategies that are consistent with
overall objectives of sustainable development

2.) Cultural and natural sustainability - increase
people's control over their lives and is compatible with the
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nature as well as the culture and values of those affected and
strengthen the community identity.

(1.) To conserve cultural diversity

(2.) To respect land and property rights of traditional
inhabitants

(3.) To minimize resource use and the production of
waste

(4.) To encourage the community's ability to
maintain its traditional skills

(5.) To educate tourists about desirable and
acceptable behavior

(6.) To educate tourism industries about desirable
and acceptable behavior

(7.) To establish training programs to manage
cultural and natural resources

3.) Community sustainability - that is designed to
benefit local communities and generate/retain income in the
communities.

(1.) To maintain control over tourism development

(2.) To provide quality employment to community
residents

(3.) To provide financial incentives for local
businesses to enter tourism

(4.) To improve local human resource capacity

(5.) To maintain and enhance community prosperity
in the face of change

(6.) To encourage businesses to minimize negative
effects on local communities and contribute positively to them

5.5 Suggestions for further research

It is noticeable that research on the potential for NBT
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development between potentially constituent tourist attractions
in the regions (Suratthani and Nakhon Srithammarat) and
accommodations in each area is limited. This research focuses
on the study of new NBT products and its marketing that
influences the potential area development. As a result, further
study 1s considered. The local authorities and tourism related
entrepreneurs face a number of challenges if the potential for
NBT development is to be achieved. The findings of the study
could be fostered further study discussion and future studies in
this regard:

1.) Suratthani and Nakhon Srithammarat have
applied principles for sustainable development in strategic
planning. The alternative tourism has been promoted as a
significant dimension for new NBT products development. This
leads to get higher numbers of tourists and may affect to
originally environmental phenomenon although the initial stage
for implementation has already been considered to be beneficial.
Therefore, it 1s considered to analyze any problems that may
occur from the implementation, including the reduction of some
intense impacts of both negative and positive sides.

2.) As the competitiveness and popularity of the
nearby destinations, the area of Amphur Muang, Changwat
Suratthani and Amphur Khanom, Changwat Nakhon
Srithammarat may appear unattractive for tourism business
investment image. It is necessary to study the guidelines for
tourism operations and effects evaluation of various forms of
business investment on tourism as well as industrial
collaboration on tourism development.
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APPENDIX A

Guest Arrivals at Accommodation Establishments in Amphur Muang, Changwat Suratthani

2004
Nation
ality Total | Jan. | Feb. | Mar. | Apr. | May | Jun. | Jul. | Aug. | Sep. Oct. | Nov. | Dec.
Thai 621,660 | 49,013 | 49,554 | 59,068 | 55,061 56505 44,271 | 50,930 | 54,537 | 53,482 | 50,723 | 49,580 | 49,388
?alay“ 1,548 | 152 114 195 171 | 129 | 146 77 61 51 105 168 | 179
Smgapor 321 36 13 63 41 15 47 15 8 10 17 27 29
China 2,828 41 32 450 46 36 | 337 | 897 | 804 29 43 44 69
Hong
Kong 13 - - - - - ; ; 13 ; ; . -
Japan 773 51 43 99 57 49 74 61 59 56 72 86 66
Korea 111 15 7 12 17 8 9 20 7 ] 5 6 5
Taiwan 200 25 19 9 28 21 7 13 6 ] 15 31 26
Austria 421 110 11 28 124 12 21 11 13 10 27 11 43
Belgium | 237 37 26 17 42 29 13 14 17 3 3 3 33
Ee“mar 267 47 19 21 53 22 16 14 10 3 5 5 52
France 1,053 | 276 57 56 310 | 65 42 27 39 11 44 83 43
Serman 4426 | 957 408 340 | 1,075 | 461 | 255 | 123 | 100 33 164 306 | 204
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Ttaly 207 27 19 16 30 21 12 13 24 3 12 9 | 2
fcfstheﬂa 284 53 22 33 60 25 25 9 12 2 13 8
Sweden 541 55 34 12 62 38 9 23 12 11 12 18 e
Switzerl | 3 1o 39 24 24 44 27 18 8 18 11 53 27 61
and ﬁ

Guest Arrivals at Accommodation Establishments in Amphur Muang, Changwat Suratthani

2004 (Continued)
Nationa
lity Total | Jan. | Feb. | Mar. | Apr. | May | Jun. | Jul. | Aug. | Sep. | Oct. | Nov. | Dec.

UK. 1,122 | 147 99 112 165 | 112 84 46 48 36 90 44 139
U.S.A. 1,087 | 127 79 99 143 89 74 77 43 49 98 116 93
Canada 363 62 22 33 70 25 25 20 8 9 21 30 38
Middle
East 1 ] ] j j j ] j ! ] j ] j
Australia 467 59 53 43 66 60 32 25 19 15 26 28 41
New 201 29 13 25 33 15 19 13 10 9 13 5 17
Zealand
India 234 23 34 33 26 38 25 19 14 - 15 - 7
Others 11,476 | 619 | 1,502 | 1,491 | 693 | 1,701 | 1,117 | 691 1,039 | 258 742 816 807

Total 65";19 52,000 | 52,204 | 62,279 58’741 59’105 46,678 | 53,146 | 56,922 | 54,091 | 52,318 | 51,451 | 51,638

Source from www.tat.or.



APPENDIX B

Accommodation in Changwat Suratthani

Name Room Total
Address Tel. (077) | Fax. (077) Rate (room)
. 17/1 D.A0UUN A.0A1A .40

1. Tsausu @ .. 217410-3 217414 450-600 72

.93 35111 84000
) 2682 0. ¥ U049 A0 B.15101

2. Tsausu Tuaoy . 272167 - 200-300 15

2.93189 35111 84000
9 [ ’q ¥ A o dy =
3. thuilny 14 67/94 0.3 3% M. ULV WIAG 011009 | 264427,28532
., . 285881 350-490 21

DT MUU 2.93189 35111 84000 8, 285573

3/7-9 % [6037@l 0.4 1HR5-WUNY
s JU o 4371458, 1,500-3,000
4.9 10U owrsniun | adaiszq o.iles 9.q518gi 510 - ) 28
220231 (3101A01)
84000
. 176 D.FUNBM 7.AA1A .11/D1 216756-8, 216758

5. FUNB LY .. , 250-350 40

.93 35111 84000 288783 M0 503
J 159/41-43 0.931HY5-U1ENT ANV | 219547-9

6. lawoud uundy | » . , - 350 28

e 0.11199 9.43185 3511 84000 Ao 101




7. T5ausu lauouan

197

Y
83/27 4.2 0.5 %Y A.UZVIUAY

9.1199 99318535111 84000

205333-52

205352

950-3,800

247

400

4 4
8. Tnatdu tnavidnd

71/3 0.4316954-UATAIA 0 15109

2.93189 3514 84000

273698

130-300

10

ve



Accommodation in Changwat Suratthani (Continued)

Name Address Tel. (077) Fax. (077) Room Rate Total (room)
o 428/6-10 0.1 11199 1.0 0,110 272960,
9. INTUA KA v 272960 230-500 70
2.4376735111 84000 272560
10. T5OUsu UATUA | 99/99 2.MYIUID A.1U19R4 B89
o v 213700-30 213735-6 590-1,250 175
@AYol 2.93769 35111 84000
. 276/1 a.aaalny 01104
11. 94U MY v 210145-50 210422 250-470 48
2.93767 35111 84000
Ly . 2721 o wnEu aaaa Baled
12. Mg inanane v 282377 - 200-250 16
2.4376735111 84000
3 9/1 0.0l aaee 0.1iip
13.1mznane anz Ta . 204309 - 270-320 50
2.4376735111 84000
14,19 913 W3R 21/7-18 D.MIUTIBYS A.0A1A 0.11/09
y v v 217727 272005 290-500 89
U9 2.93764 35111 84000
15. naBA1 oW13A 20/7 9. UZVWAY 01009 204550-1, 217550
S L , 400-650 50
un 2.4376735111 84000 214932-3 A9105




< ¢
16. IMUA LFULADT

% o
NN LUUBU

~ o J
3/74-76 %.9361%A 0.51493

4
£.09010 ’f).Lﬁ’fN .GITHYIDN

a

ane

L}

=

U 84000

289515,
287343

3,000-4,500

(519100 U)

15

249

ve



Accommodation in Changwat Suratthani (Continued)

Name Address Tel. (077) Fax. (077) Room Rate Total (room)
17. T5Qu5% viaw 54 9.657%8 0. UV1WAY D109
v 221111 264595 390-590 76
Nn518 2.g3180 35511 84000
45/288 %.A33%8 51148 59 1.2
v vy v 2 “ PR 273694
18. 1diloq nandd | a.uzaufe 01409 9.451H73 511l - 350 12
04-6251590
84000
o 227/49 1.4 9. Inanig a.uzvUfY 226212-4,
19. w33 In S lmna |, .o 226212 700-1,600 32
9.199 9.931H5 3511 84000 203532-3
w oy |390-392 0.0m1alni 0.died 272559,
20. Tsausuieald . 217663 240-420 48
.GIHNIDTIU 84000 286390
< a A 4 Y A 4
2000 ATneslad | 4/18 1.1 A.019A9 9.1409 2.951873
L. . 273093 - 280-350 8
TN 71U 84000
o 217/5 1.1 A.USVIUAY D.FUNYY
22 Ul“m/] DUU 218796 - 250-430 47

0.1 99318755111 84000




H 9
83/25U.3 ﬂ.LZ’IENLﬁ’EN AlL.USVIURNY
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23 1im M3au . o 275039 275051 390 80
0.8 99318755111 84000

24. 118y Msau 70/38 1.3 D.UUTEU A.ULVINRAY 221375,

o . o 286977 350-450 64

Saosn 0.1i104 2.9 5511 84000 284213

ve



Accommodation in Changwat Suratthani (Continued)

Name Address Tel. (077) Fax. (077) Room Rate Total (room)
L, 043515 9-U1813 0.14009 2.931893
25. Widd auu - 218121-5 - 180-450 20
571U 84000
, 247/2-5 2. TIPS 01504 272287-8,
26. fuih . - 150-280 58
2.g91¥YI51H 84000 281905
R 112/26 1.1 D.A0UUN 0.11109 272910,
27. TS QT MIWAUNES . 223290 100-350 71
.GIHNIDTIU 84000 273297
Jd 9 4 1 A
28. WABUAT OWITA | 126/3 D.aeAlnN 01403
y v v 223410-17 223420 400-1,200 40
U .99 351 84000
L | 293/96-98 n.amalv euileq 27358427214 | 283638,
29. T35 US1H 51 . 280-490 105
.GIHNITIU 84000 3, 287639 286129
, 19/6 14.3 012813104 ©.11104 201150-9,
30. 155U v 201159 700-1,200 110
2.g91¥YIH1H 84000 264155
31. JUTOUWNUTY 335/34-39 D.5UNBN .13 0.11/09 273264, 286353 150-220 50
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2.937893 514 84000 286348
o 44/5 1.2 063758 A.UZVINAY 01004
32. Ii\‘lLLﬁJ'D:\W]%’JL! v 220065-7 220068 490-850 (
.99 351 84000
Accommodation in Changwat Suratthani (Continued)
Name Address Tel. (077) Fax. (077) Room Rate Total (room)
L, | 1578 a.vtudies a.aea 0.9
33, 104 1 INANLI . 210415 - 100-250 26
.99 351 84000
34. 18957 OWI5 A 7/54 318311139 ¥00 6 1.AA1A 0.
v v “ v 289250-1 - 200-300 33
U 1199 9,931 351 84000
L | 100-102 0.t uileg 0.1il04 210188,21008
35. I5ausuANINT ol v 210446 700-2,300 42
2.93180 3511 84000 9,273617
. 2/2-5 0. AU TNT 9.9019 0.13109 272279,
36. Tsqusuia . 281363 200-350 25
2.93180 3511 84000 273192-3
37. T5qusuaeus1ll | 108 0.853%8 9. 4LV INAY 9.1 273081- 282169 550-1,550 215

61¢C
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2.937893 514 84000 5,252167-8,
221551-60
1/144 0.A0UUN 91409 2.3 1893511
38. TS UTUROIWEIT 273740-3 282169 395-960 172
84000
264108,27207
39. 19719 DU 184/24 0.933%0 0 1109 0.g518 5111 | 9,282671, 282671 290-420 38
84000 285611

05¢



Accommodation in Changwat Suratthani (Continued)

Room Total
Name Address Tel. (077) | Fax. (077) Rate (room)
40. T3qusuumasu 253 D.¥UINHY 014109 2.q3189 5511
. 216414-24 | 216427 | 800-2,690 112
ans 84000
41. Tsqusuea 015 1/69 0.A33%0 0.14/09 1.q518755111 84000 | 275064-5 221958 | 450-1,200 78
- . 138/111-115 0.5WNHY %.24 9.1104 2.9 219266,
42 1915 UNUTY g 84000 186348 286353 150-220 36
) . 273249,28
46. Tsqusnlnegasey | 1917199 D.UATMIN A.AGIA 0.100 6348,2863 | 286353 240-400 146
2.4 3 511 84000 51-2
o 273586,27
47 Tsausalnesil 442/306-308 09010 111 0,194 2977, 786129 240-380 120
2.q78Y 3511 84000 273620
48. Tsausufl oy uuy | 70/1-4 0.0a50 N .0019 01009
. oA 212701-3 288178 250-380 45
FU 9.935189 3511 84000
o 103 0.q51895-1hni e.dfeq
49. Mol dul .. 212353 - 180-350 17
2.935189 3571 84000
50.7 1 ewsauiuni 8/40 0.5187511174 0.1i104 223304 - 290 19




2.4 3511 84000
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Accommodation in Changwat Suratthani (Continued) gl
Room Total
Name Address Tel. (077) | Fax. (077) Rate (room)
51. Tsausudald 1 o.am1almi o.dies v.q51mgi51d 84000 | 283020-39 | 281007 | 850-2,000 233

Source from www.tat.or.th
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APPENDIX C

Accommodation in Changwat Nakhon Srithammarat

Fax. No. of Room
Name Address Tel. (075) (075) | Rooms rate
1. vuou Tnatdudia Dy . 1,200-
) 59/3 M3j 4 TNUNTAIY 326690 529225 80 §
0N 3,000
o , 528417/528552/52 1,200-
2. gsoda Dy 51/4 vy 8 A luman 9237 528553 72 3.500
3. gn aa wialumal a.vuon 528552?42197697/52 528553 19 850-1,500
4. 0A9NA TAOIN 28/1 13 2 MIANIAU A.VUOY 528657/95429921 19/52 529492 41 500-1,200
5. lumanud Saesn | 5173 thulumwar wialumar a.vuew 529039/529422-4 | 529425 45 500-700
6. szifleanse Saesn | 9. 7 A vuo 528910-11 28 400-1,500
7. YuoNdad 3e05N 60/1 mgj 8 mialuman 01-9563101 528344 3 12’55(())(())_
8. iNduua3 Saosn 12 13 7 wialualSa e yuou 528147 8 500-700
9. A1ag 303N 23/9 ¥y 2 WanThau a.vuew 528362-3 9 400
10.9 1 Saesn 30/1 ¥ 8 AL UYUOY 529253 8 500-700




11. 2181

23/10 113 2 ¥iania U

326239

6

259

| 500-700

eS¢



Accommodation in Changwat Nakhon Srithammarat (Continued)

Fax. No. of Room
Name Address Tel. (075) (075) | Rooms rate

12, v lauoud

N 99 113 8 1A lwmal a.vuoN 529144 6 500

Ad

g o oy o 075-529474/01-

13. i0awd uAnThis | ¥ 8 a.uuoN 0835818 5 350
7

9 o oy & 1A W f

14. No9Yid uANIS YU 8 . uUeY 075-470334 450/q 1
; 1auw
L gl

15. yuow Ta05N 37/2 i3] 2 ThuABI AU 326111 5 400
16. A3 VLB 76-77 9.9A530 A.VUOY 528347/529259 30 170-400
17. onlatdia 101/14 9.8A570 N.YUDY 529123 12 180-350
18. 1304w 48/3 9.9A330 A.YUDN 529024 7 160-350

Source from www.tat.or.th
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APPENDIX D

Accommodations in Amphur Muang, Changwat Suratthani

Premium A Premium B Premium C
1. Diamond Plaza | 1. B.J Hotel 1. Ban Don Hotel
Hotel 2. Grand Saowalak |2. B.N Apartment
2. Merry Time Hotel 3. Chon Khasem
Resotel 3. Kulthida Mansion

Hotel Apartment 4. Diamond

3. Samapon Hotel |4. Pong Kaew Mansion
4. Siam Thani Apartment 5. Golden Guest
Hotel 5. Roi Kho Hotel | House
5. Siam Thara 6. Rung Tawan 6. Grande City
Hotel Hotel Hotel

6. Southern Star
Hotel

7. Wang Tai Hotel
8. Sin Mana Farm
9. Nang Rom Farm
Stay

7. S.R Hotel
8. Laem Sai Hotel
9. Ban Pak Tai

Apartment
10. Tapee Hotel

7. Inn Town Hotel
8. Kharoon
Guesthouse
9. Kho Klang
Bungalow
10. K.R Apartment
11. Juthamas
Center Point
Mansion
12. Mai Muang
Guest
House
13. Muang Tai
Hotel
14. M.T River Side
Resort
15. Night Inn
16. Nipa Garden
Hotel
17. Palm Garden
Resort
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18. Pass Inn

19. Pan Fah Hotel

20. Pleun Petch

Hotel

21. Ratcha Thani

Hotel

22. Rung Ruang

Mansion

23. S.A Guest

House

24. Saeng Rawee
Apartment

25. Seree Hotel

26. South Inn

Accommodations in Amphur Muang, Changwat Suratthani

(Continued)

Premium A

Premium B

Premium C

27. Setthi Mansion
28. Surat Mansion
29. Thai Hotel

30. Thai Rung
Raung Hotel

31. Thai Thani
Hotel

32. T.H Mansion
33. Top Inn

34. V.B Apartment

Accommodations in Amphur Khanom, Changwat Nakhon

Srithammarat
Premium A Premium B Premium C
1. Khanom Golden | 1. Alongkot Resort | 1. Tan Khu Resort
Beach 2. Naiplao Bay 2. Thong Yee
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Resort Resort Camping
2. Supa Royal 3. Rabieng Sai 3. Khanom Resort
Beach Resort 4. Sr1 Khanom
Resort 4. Thip Montri Hotel
3. Supa Villa Resort 5. Ake Hotel
Resort 5. J.B Resort 6. Muang Mai
4. Khanom Hill 6. Wanida Resort | Hotel
Resort 7. Khanabnam
Diamond
Cliff
8. Thong Yee
Camping
Beach Resort
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APPENDIX E

Questionnaire and Personal In-Depth Interview Forms

Series 1 International Tourist
The Potential for Nature-Based Tourism Development in
Amphur Muang,
Changwat Suratthani and Amphur Khanom, Changwat
Nakhon Srithammarat

This questionnaire is designed for academic research
which i1s a part of the thesis study of Master of Business
Administration in Hospitality and Tourism Management
Science, Faculty of Service Industries, Prince of Songkla
University, Phuket Campus. The aim is to study the tourism
industry’s perspective towards the nature-based tourism
development in Suratthani and Nakhon Srithammarat. The
information from your responses will be used as primary data in
evaluating the nature-based tourism development and its
consequences. The results of studies from this research will be
used to create a framework to suggest effective processes that
could facilitate the new tourism products development and
tourism destination marketing in the regions. The questionnaire
1s comprised of:

Part 1: Experiences on traveling to Muang, Suratthani and
Khanom, Nakhon
Srithammarat
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Part 2: Opinions of current circumstances of tourism in
Suratthani and Nakhon

Srithammarat
Part 3: Factors influencing in tourists’ decision making on
traveling to Muang,

Suratthani and Khanom, Nakhon Srithammarat
Part 4: Opinions of nature-based tourism development in
to Muang, Suratthani

and Khanom, Nakhon Srithammarat
Part 5: Personal Data

The contributions provided by respondents in this
questionnaire will have absolutely no negative impacts on these
individuals. The researcher can guarantee complete anonymity
to the participants. Responses will be grouped and individual
respondents will not be identified. Your assistance is critical to
the advancement to the study and the researcher is extremely
grateful for your assistance.

Definition of key terms

Nature-based tourism is defined as the tourism concerned on
the natural environment for its attractions where the tourists are
able to participate in activities such as farm stay, trekking and

viewing natural atmosphere.

This region is defined as the scope of area covered from
Muang, Suratthani to Khanom, Nakhon Srithammarat.

Mr. Kanthapee Thirakanon

Researche



260

Instruction: Please answer these following questions
honestly for academic purpose by making a mark (V) over

the box [J, and fill your answer in the blank you feel best
appropriate of what you are thinking.

Partl Experiences on traveling to Muang, Suratthani and
Khanom, Nakhon Srithammarat

1. Have you ever been in Muang, Suratthani and Khanom,
Nakhon Srithammarat?

11. No

12.Yes............. times in Muang, Suratthani

13.Yes............. times in Khanom, Nakhon Srithammarat
2. With whom have you ever been here?

1. Family/ Cousin []2. Friends ] 3. Only
oneself
3. How did you travel here?

] 1. Own car ] 2. Mass transportation ] 3. Tour

agent/Tour operator
4. Have you ever stayed over night in Muang, Suratthani and/or
Khanom, Nakhon Srithammarat?

1 1. No (please go to part 2)

2. Yes...... times (Please specify the place’s
NAME).euveirernneerrnnnnn.
5. Where was the accommodation you stayed close to?

1. In town []2. Protected area

] 3. Farm stays ] 4.Somewhere in the natural tourist
attraction

[] 5. Others (Please specify the
1072100 (5] JRU R

Part2 Opinions of current circumstances of tourism in
Suratthani and Nakhon Srithammarat
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6. With regard to your opinion, which level of assessments
toward “accommodation and tourism environment” in
Suratthani and Nakhon Srithammarat?

Please rate 1,2,3,4 or 5 for each aspect (5= excellent, 4=good,
3=neutral midpoint/fair 2= poor, 1=unacceptable)

Assessed level

Accommodation and Tourism . Nakhon
. Suratthani .
Environment Srithammarat
51432154321
6.1 Convenience of
accommodation

6.2 Room rate

6.3 Food and beverage price

6.4 Friendliness of local people
6.5 Standard of transportation

system

6.6Environmental and natural
resources

6.7 Diversity of  tourist
attractions

6.8 Cleanliness of tourist
destination

6.9 Security  of  tourist
destination

6.10 Others (Please
specify)...............

Part 3 Factors influencing in tourists’ decision making on
traveling to Muang, Suratthani and Khanom, Nakhon
Srithammarat

7. Which level of assessments toward factors influencing your
decision making in traveling to Muang, Suratthani and/or
Khanom, Nakhon Srithammarat you feel appropriate with?
Please rate 1,2,3,4 or 5 for each aspect (5= excellent, 4=good,
3=neutral midpoint/fair 2= poor, 1=unacceptable)
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Assessed level
5141321

Factors

7.1 Popularity of tourists destination

7.2 Security of tourists destination

7.3 Diversity of tourism activities

7.4 Beauty of nature

7.5 Uniqueness characteristics

7.6 Friendliness of local people

7.7 Enough of infrastructures and facilities
7.8 Convenience of accessibility

7.9 Security and standard of mass transportation
system

7.10 Convenience of accommodation

7.11 Quality and standard of service

7.12 Others (please specify).................cocooo...

8. In general, how do you feel impress of your arrival?
[J1. Very much [ 2. Much ] 3. Neutral midpoint
[14. Little [15. Very little [16. No comment

Part 4 Opinions of nature-based tourism development in to
Muang, Suratthani and Khanom, Nakhon Srithammarat
9. In case of your opinion about “these 2 provinces” where have
been declining and lacking of standard quality of tourist
destination, which factors are the fundamental involvements?
(More than 1 answer is appreciated.)

1 1. Tourists 12. Entrepreneurs [ 3. Local
government officers [14. Local residents [] 5. Others (please
specity)........cccoeia,

[16. No declination or no comment (please go to part S)
10. If “these 2 provinces” are expected to develop its nature-
based tourism, what are you thinking of improvement should be
taken place?

1 1. Cleanliness of tourist destination and environment

12. Neatness and beauty of building
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1 3. Quality and standard of accommodation service

4. Friendliness of local residents 1 5. Diversity of
tourism activities

[16. Tourists information center [] 7. Security system for
tourists

1 8. Reasonable service charge [ 9. Development of
tourist destinations

[110. Advertisements 1 11. Infrastructures and
facilities system

[112. Quality of infrastructures and facilities
11. What is your expectation toward nature-based tourism in
these 2 provinces that should be maintained or conserved the
most? (Only 1 answer)

1 1. Beautiful beaches ] 2. Fertileness of ecological
system

3. Good environment 14. Peaceful atmosphere

[15. Beauty of nature [16. Ecotourism destination

[17. Agro-tourism destination ~ [] 8. Others (please
SPECIfY).uvriieeeeieiiinnne,

Ecotourism destination is defined as the destination where is to
study, visit and impress atmosphere, environment, social,
culture and local way of life based on knowledge gaining and
responsible for ecological system.

Agro-tourism destination is defined as the agricultural
destination for studying and participating on agriculture
activities and local farmer’s way of life such as farm stay.

12. What operations that the organization related to tourism
should operate with the nature-based tourism in these 2
provinces? (More than 1 answer 1s appreciated.)

1 1. To have more consideration on the importance of

natural resources and

environment by tourism-related organizations.
1 2. To give knowledge of conservation of natural
resources and environment to
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tourists.

1 3. To promote local resident’s participation in tourism
activities.

[14. To apply local resident’s way of life to tourism.

1 5. To provide projects about making good performance

toward tourists.

[16. Others (please specify)...................
13. In order to impress or maintain tourists and visitors’ interest
in tourism of these 2 provinces, what are you thinking of the
assessment?

Please rate 1,2,3,4 or 5 for each aspect (5=strongly agree,
4=agree, 3=neutral midpoint 2= disagree, I=strongly disagree)
Assessed level
S|4 |3 ]2 |1

Factors

13.1 Friendliness of local residents

13.2 Keeping cleanliness of environment

13.3 Neatness of building and zoning

13.4 Sufficient of standard infrastructures and
facilities

13.5 Reasonable service charge pricing
compared with quality and quantity

13.6 Others (please specify)..................

Part 5 Personal data
14. Sex

[11. Male 2. Female
15. Age

[11. 10-20 years [12. 21-30 years [13. 31-40 years

4. 41-50 years [15. 51-60 years [16. More than 60 years
16. Education obtained

1. Less than bachelor’s degree

2. Bachelor’s degree

[13. Higher than bachelor’s degree
17. Main objective of this traveling (only 1 answer)
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1. Traveling [12. Visiting friends/cousins
13. Seminar/Conference  [14. Business
operation
[15. Others (please Specify).....ccccccvieeiririciiiieeeeeeeeeeinnee,
18. Your hometown

/1. Europe 2. America

[13. Australia 4. Africa

[15. Asia [16. Others (please
SPECILY).eeiieeeeiiiiiiiieeennn,

Thank you
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Series 2 Accommodation Entrepreneurs
The Potential for Nature-Based Tourism Development in Amphur Muang,

Changwat Suratthani and Amphur Khanom, Changwat Nakhon Srithammarat

This interview is designed for academic research which is a part of the thesis
study of Master of Business Administration in Hospitality and Tourism Management Science,
Faculty of Service Industries, Prince of Songkla University, Phuket Campus. The aim is to study
the tourism industry’s perspective towards the nature-based tourism development in Suratthani
and Nakhon Srithammarat. The information from your responses will be used as primary data in
evaluating the nature-based tourism development and its consequences. The results of studies
from this research will be used to create a framework to suggest effective processes that could
facilitate the regions in new tourism products development and tourism destination marketing.

The interview is comprised of:

Part 1: Information about the respondent’s business in tourism industry

Part 2: Opinion toward tourism development and management in Suratthani
and Nakhon Srithammarat

Part 3: Opinions of the regional tourism development in Suratthani and

Nakhon Srithammarat
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Part 4: Personal Data

The contributions provided by respondents in this interview will have absolutely
no negative impact on these individuals. The researcher can guarantee complete anonymity to the
participants. Responses will be grouped and individual respondents will not be identified. Your
assistance is critical to the advancement to the study and the researcher is extremely grateful for

your assistance.
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Definition of key terms

Nature-based tourism is defined as the tourism concerned on the natural environment for its
attractions where the tourists are able to participate in activities such as farm stay, trekking and

viewing natural atmosphere.

This region is defined as the scope of area covered from Muang, Suratthani to Khanom, Nakhon

Srithammarat.

Mr. Kanthapee Thirakanon

Researcher
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Instruction: Please answer these following questions honestly for academic purposes by
making mark (\/) over the box [] next to the answer you feel best suits you are thinking

and fill your ideas in the blank.

Part 1: Information about the respondent’s business in tourism industry

1. Type of Business
[ ] 1. Resort hotel ]2, Farm stay ] 3. OtherS..eeevereeeeeeeeeeneen,
ENterpriSe’s NAME: .....ecvveeriieiiieiieieeieeite et ete ettt e e e s e saeesnaeees
AQAIESS: ettt bbbt

2. Duration of business operation
] 1. Less than 1 year (] 2.13 years
L] 3.46 years ] 4. More than 6 years

3. Are you a local resident in the area where you operate your business?
L] 1. Yes L12.No

4. Type of business ownership

] 1. Limited company []2.0wn proprietary
3. Partnership | 4. Franchise
L] 5. OthETS oo

5. Are there any alien partners in your business?
L]1.No [ ]2. Yes (please specify nationality)..................
6. Do any oversea travel agents send customers to your business?
L]1.No [ ]2. Yes (please specify agent’s name)..............
7. With which governmental organizations in the region have you had your business cooperation
in promotion? (More thanl answer is appreciated.)
L1, TAT [ ]2. The Chamber of Commerce
[ ] 3. Provincial Administration Organization (PAO)
[ ] 4. Sub-District Administration Organization (SDAO)

8. In which month do tourists like to have your services the most?
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9. What are the nationalities of international tourists who bought services from your business?

LS DO 20
[ T L4 s

10. Are the staffs in your business able to communicate with any foreign languages?
1. No [ 12. Yes (please specify language) ..................

11. Have you serviced the following activities?

Operated Send customer to
Do not Individually
Activities with others tourism-
operate operate
villagers related business

11.1 Sale souvenirs

11.2 Organizing trips related nature-

based tourism

11.3 Organizing eco- tourism

11.4 Organizing cultural and historical

heritage

11.5 Organizing soft adventure travel

11.6 Organizing excursions in general

11.7 Transportation service

11.8 Ticketing and reservation

11.9 Equipment for rent (trekking,

diving, car rental)

11.10 Current exchange service

11.11 Entertainment

11.12 Others ..............

12. What are the most favored tourism-related programs offered by your business among tourists?

L VOO (120 e
L3 s O
13. If you plan to propose new tour packages in the future, which attractions have potential for

nature-based tourism?

LI TR L 2 e,
L T L S
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14. What problems have you encountered during your business operation?

(More than 1 answer is appreciated.)

"] 1. Human Resource ] 2. Government support
L3, Funding and investment 4. Marketing development planning
|5, Laws and political policy '] 6. Facilitation of the location

(] 7. Coordination with relevant organizations

[ ] 8. Tourist attraction resources | | 9. Others .........ooovvevververreerererennen.

Part 2: Opinion toward tourism development and management in Suratthani and Nakhon
Srithammarat

15. What is your thinking with regard to tourism development and management in the region in
the following aspects? Please rate 1,2,3,4 or 5 for each aspect (5 = strongly agree, 4 = agree, 3 =

neutral midpoint, 2 = disagree, 1 = strongly disagree)

Assessed level

Aspect
5 4 3 2 1

15.1 The readiness of the tourism development in the regional

tourism industry

15.2 The level of readiness of tourism development is a major

factor that may cause effects of business operations

15.3 The growth rate of tourism in the region
Note: - If assessed level is 1 or 2, please go to question 15.4

- If assessed level is 3,4 or 5, please go to question 15.5

15.4 Factors which have discouraged the growth of tourism in

the region

- Negative image of the region

- Political instability of the region

- Economic in the region

- Inconvenience of traveling in the region

- Unsafe for tourist and/or belongings at tourist attraction

- Lack of strong support from the government

- Lack of skilled labors and insufficient facilities in hospitality

industry
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Aspect

Assessed level

3

- Economic structure in the region is competitive rather than

supportive

15.5 Factors which have encouraged the growth of tourism in

the region

- Increase of tourism facilities

- Regional economic growth

- Strong support from government

- Increase of investors interest in tourism business investment

- Variety of tourism product

- Tourist’ better attitude toward the region

- More political stability in the region

15.6 The most popular tourists destination and/or scenery in the

region

- Beach

- Waterfall

- Protected area

- Agricultural farms as a destination

15.7 Tourist activities which influences tourists to use services

- Cultural tourism

- Agro-tourism

- Eco-tourism

- Soft-adventure tourism

- Sport and recreational tourism

- Health tourism

- Shopping tourism

- Farm-stay tourism

15.8 Convenience of accessing tourist attractions in the region

- Convenience of the transportation
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- Adequate quality and quantities of direction signs

- Bus services to tourist attraction

Assessed level

Aspect
5 4 3 2 1

- Information service about tourist attractions

15.9 Constraints that might diminish tourism in the region

- Cleanness of its environment

- Security of attractions

- Image of tourism in the region

- Service quality

15.10 The possibility for tourist attractions in the region being

promoted and developed as single destinations

16. What factors mainly attract tourists to visit the following regions?
Please rate 1,2,3,4 or 5 for each aspect (5 = strongly agree, 4 = agree, 3 = neutral midpoint, 2 =

disagree, 1 = strongly disagree)

Nakhon
External factors Suratthani
Srithammarat

16.1 Beauty of natural attraction

16.2 Historical and archeological sites

16.3 Art, architecture and culture

16.4 Variety of activities related to natural-based tourism and

alternative tourism

16.5 OTOP products and souvenir shops

16.6 Friendliness of local people

16.7 Cleanness of destinations

16.8 Security of destinations

16.9 Convenience of accessibility

16.10 Others (please SPecify).......ccceevevvrvererenee.
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Nakhon
Internal factors Suratthani
Srithammarat

16.11 Labors’ skill of language proficiency and hospitality

16.12 Sufficient facilities in the hospitality industry

16.13 Architecture and environment of accommodation

16.14 Room rate

16.15 Food and beverage price

16.16 Security systems

16.17 Promotion

16.18 Others (please Specify).......ccceevrverenee.

Part 3: Opinions of the tourism product development in Suratthani and Nakhon
Srithammarat

17. What factors should be improved for tourism planning?

18. What tourism products and/or activities related to your business and destinations nearby

should be improved for regional tourism development?

20. Which of these factors/elements could be used as a symbol for promoting tourism in the
regions as a single destination? Please rate 1,2,3,4 or 5 for each aspect

(5= strongly agree, 4 = agree, 3 = neutral midpoint, 2 = disagree, 1 = strongly disagree)

Assessed level

Aspects
5 4 3 2 1

20.1. Beauty of nature

20.2. Fertileness of ecological system
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20.3. Local ways of life

20.4. Cultural prosperity

20.5. Works of art

20.6. Long trance of history

20.7. Friendliness of local residents

Other recommendations to relevant organizations

Part 4: Personal Data

21. Position of respondent

"] 1. Business owner 2. Partnership

[ 13. General Manager 14, Others.....ovvoooeveeeeeeceeee,
22. Gender

_]1. Male [ ]2. Female
23. Age

[]1.20-25 years old []2.26-30 years old

[ ]3.31-35 years old _14.36-49 years old

[ ]5.41-45 years old "] 6. Older than 45 years old

24. Highest education obtained
[ ] 1. Lower than Bachelor [ 12. Bachelor

3. Higher than Bachelor

Thank you
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Series 3 Related Officer Groups
The Potential for Nature-Based Tourism Development in Amphur Muang,

Changwat Suratthani and Amphur Khanom, Changwat Nakhon Srithammarat

This interview is designed for academic research which is a part of the thesis
study of Master of Business Administration in Hospitality and Tourism Management Science,
Faculty of Service Industries, Prince of Songkla University, Phuket Campus. The aim is to study
the tourism industry’s perspective towards the nature-based tourism development in Suratthani
and Nakhon Srithammarat. The information from your responses will be used as primary data in
evaluating the nature-based tourism development and its consequences. The results of studies
from this research will be used to create a framework to suggest effective processes that could
facilitate the regions in new tourism products development and tourism destination marketing.

The interview is comprised of:

Part 1: Opinions of current circumstances of tourism in Suratthani and
Nakhon Srithammarat

Part 2: Opinion toward tourism development and management in Suratthani
and Nakhon Srithammarat

Part 3: Opinions of the tourism product development and marketing in Muang,

Suratthani and Khanom, Nakhon Srithammarat
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Part 4: Personal Data

The contributions provided by respondents in this interview will have absolutely
no negative impact on these individuals. The researcher can guarantee complete anonymity to the
participants. Responses will be grouped and individual respondents will not be identified. Your
assistance is critical to the advancement to the study and the researcher is extremely grateful for
your assistance.

Definition of key terms

Nature-based tourism is defined as the tourism concerned on the natural environment for its
attractions where the tourists are able to participate in activities such as farm stay, trekking and

viewing natural atmosphere.

This region is defined as the scope of area covered from Muang, Suratthani to Khanom, Nakhon

Srithammarat.

Mr. Kanthapee Thirakanon

Researcher
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Instruction: Please answer these following questions honestly for academic purposes by
making mark (\/) over the box [ next to the answer you feel best suits you are thinking and

fill your ideas in the blank.

Partl: Opinions towards tourism current circumstances in this region
1. What is your thinking with regard to tourism phenomena in Suratthani and Nakhon
Srithammarat in the following aspects? Please rate 1,2,3,4 or 5 for each aspect (5 = strongly

agree, 4 = agree, 3 = neutral midpoint, 2 = disagree, 1 = strongly disagree)

Assessed level

Aspect
5 4 3 2 1

1.1 To be an outstanding destination as same as other

outstanding destinations.

1.2 To have high potentiality to standardize to

international quality destination.

1.3 To have declination and unpopularity.

1.4 Lack of tourism diversity; need to promote and

develop immediately.

1.5 To need the improvement to the natural and

environmental declination immediately.

2. In your opinion, how do the tourists satisfy to services or affordable things in this region?
Please rate 1,2,3,4 or 5 for each aspect (5 = excellent, 4 = good, 3 = neutral midpoint/fair, 2 =

poor, 1 = need development)

Assessed level

Aspect
5 4 3 2 1

2.1 Accommodations

2.2 Food price

2.3 Service rate

2.4 Friendliness of local people

2.5 Environment and nature

2.6 Accessibility

2.7 Diversity of destinations

2.8 Variety of tourism activities
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2.9 Cleanliness

2.10 Security

2.11 Others (please specify)............

Part2: Opinion towards tourism development and management in Suratthani and Nakhon

Srithammarat

3. What is your thinking with regard to tourism development and management in the region in the

following aspects? Please rate 1,2,3,4 or 5 for each aspect (5 = strongly agree, 4 = agree, 3 =

neutral midpoint, 2 = disagree, 1 = strongly disagree)

Development and Management Aspect

Assessed level

3

3.1 The readiness of the tourism development in Suratthani

tourism industry

3.2 The readiness of the tourism development in Nakhon

Srithammarat tourism industry

3.3 The possibility of promoting and developing destinations in
Suratthani and Nakhon Srithammarat to reach the outstanding

level

3.4 The potential of natural uniqueness development and

promotion

3.5 Current management towards NBT in these two provinces

3.6 Current management towards historical and cultural tourism

in these two provinces

3.7 Numbers of tourism related officers

3.8 Tourism skills and knowledge of tourism related officers

3.9 Tourism skills and knowledge of host community

3.10 Tourism information center

3.11 Tourism information technology system

3.12 Numbers of guide and trainer

3.13 Community participation towards recommendations of

tourism information

3.14 Community participation towards tourism training and

occupation development

3.15 Community participation towards monitoring destination
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3.16 Community participation towards tourism planning

3.17 Chances of tourism related occupation development to

community members




297

4. To achieve the tourist’s impression and interest, which one is the most important factor to

sustain the tourism industry in these two provinces? (Please rate the important assessed level in

order)
____ 4.1 Friendliness of local residents
___ 4.2 Qualification of providers

4.3 Cleanness of environment

__ 4.4 Sufficient of standard infrastructures and facilities

____4.5 Reasonable service pricing compared with quality and quantity

4.6 Others (please SPECITY)....ccvvreirrerirreirieiriereeeeeeereesveeenne

5. What is your thinking with regard to promote from Muang, Suratthani to Khanom, Nakhon

Srithammarat to be an attractive destination?

Please mark (\/ ) on your assessed level.

Aspects

Assessed level

YES

NO

UNSURED

5.1 Cleanliness of tourist destination and environment

5.2 Building up the tourism uniqueness

5.3 Service quality

5.4 Infrastructures and facilities system

5.5 Security system for tourists, e.g. roads

5.6 Controlling the suitable service charge

5.7 Others (please SPeCify)......ccceevererrvrrrerne.

6. What is your thinking with regard to the strengths and weaknesses of tourism development in

Suratthani and Nakhon Srithammarat?

Weaknesses
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Part3: Opinions towards the tourism product development and marketing in Muang,
Suratthani and Khanom, Nakhon Srithammarat
7. What do you think whether the sustainable collaborative policy should be launched to
Suratthani and Nakhon Srithammarat or not?

7.1 No (Please go to no.9) 172 Yes
8. If you agree with launching the sustainable collaborative policy, what “indicators” should be

taken to prevent the declination of local resources and cultures?

9. According to your role of tourism management, what “indicators” should be taken to preserve

natural resources and cultures?

10. What tourism products and marketing strategies does your organization plan to develop
tourism industry in the future?

Nature-based tourism
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11. Does your organization have any policies of generating nature-based tourism income to the

community?

12. What types of nature-based tourism product are the most appropriate for Suratthani and

Nakhon Srithammarat?

13. Which of these factors/elements could be used as a symbol for promoting tourism in the
regions as a single destination? Please rate 1,2,3,4 or 5 for each aspect

(5= strongly agree, 4 = agree, 3 = neutral midpoint, 2 = disagree, 1 = strongly disagree)

Assessed level

Aspect
5 4 3 2 1

13.1 Beauty of nature

13.2 Fertileness of ecological system

13.3 Local ways of life

13.4 Cultural prosperity

13.5 Long trance of history

13.6 Works of art

13.7 Friendliness of local residents

Recommendations

Part4: Personal Data
POSIEION. ...ttt ettt e et e e et e e e e et e e eeaaeeesensaeeesenseeessnnseeesensseeesnnseeeeennns
WOTKPIACE. ...ttt ettt et ettt e e be e be e e s re e seesraeenis

Working eXperience..........ccerereeeereerereeeeeneenens years
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APPENDIX F

Action plan

Objective Major Activity Minor Activity Period of time | Amount of
days
1. To study the 1.1 Study of the 1.1.1 Field surveys the 1-31 Mar. 06 31 days
potential for NBT | physical potential areas as natural
development in characteristics of | scenery and other
the regions: areas. environmental resources
Muang, which are touted in 1-31 Mar. 06 31 days
Suratthani and promotion.
Khanom, Nakhon | 1.2 Study of
Srithammarat. regional tourism 1.2.1 Rearrange potentials 1-28 Feb. 06 28 days
development and possibilities of plans.
plans.
1.3.1 Design questionnaires IMar. - 30 61 days
1.3 Collect the and personal in-depth Apr. 06

field survey data of
both primary and
secondary data
sources.

interviews for field survey.

1.3.2 Collect primary and
secondary data sources to
investigate and analyze by
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research procedure in stages.

Action plan (Continued)

Objective Major Activity Minor Activity Period of time | Amount of
days
2. To study the 2.1 Examine 2.1.1 Investigate current IMar. - 30 61 days
potential demand | perception and circumstances in regional Apr. 06
and supply for perspective on tourism development.
NBT in Suratthani | respondents’ 61 days
and Nakhon attitudes and 2.1.2 Investigate benefits and IMar. - 30
Srithammarat. opinions of NBT | barriers in business Apr. 06
development. operation. 61 days
2.1.3 Analyze SWOT of 1 Mar.- 31
approaches of NBT Apr. 06 61 days
development.
2.1.4 Analyze tourism IMar. - 30
products and tourism Apr. 06

v0¢€
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destination marketing in the
regions.

Action plan (Continued)

Objective Major Activity Minor Activity Period of time | Amount of
days
3. To propose the 3.1 Evaluate of | 3.1.1 To evaluate the primary 1 Apr.- 15 45 days
approach for NBT | both primary and | data sources by SPSS May 06
development that secondary data | program.
could create sources. 45 days
complementary 3.1.2 To analyze the 1 Apr.- 15
advantages and secondary data sources by May 06
sustainability of SWOT analysis. 45 days
development to 3.2 Find the
community. outcomes of the |3.2.1 To collect the results of 1 Apr.- 15
appropriate both primary and secondary May 06 45 days

approaches for

data sources.

013
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NBT
development.

3.2.2 To make a conclusion
of corollary information for a
proposed model for
“successful NBT
development”.

1 Apr.- 15
May 06

90¢



