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The research entitled “Marketing Promotion of Tourism Authority of Thailand (TAT) and Domestic
Traveling Behavior of Youths in Bangkok® has its purpose to study relationship between gender, age,
education, monthly income, advertising, public relation as well as sales promotion and domestic traveling

behavior of youths in Bangkok.

The sample size of this research were 424 youths in Bangkok, age between 15 — 24 years cold.
Questionnaires were used as a tool for data collection. The data were analized by using percentage, means,
and standard deviation. Hypnfhesés were tested by methods of Chi-square, Somers’ D and Cramer's V.

Result of the study show that most of the respondents possess these characteristics, female, at
the age of 15 — 18 years old, holding a bachelor’s degree and earning less than 4,000 baht per month.
Most respondents prefer td travel in April. Between January and June 2004, they have traveled
domestically 1 — 3 times and spend 2 -3 days at a time. The traveling expenditures would be around 1,001
— 3,000 baht. Most of respondents travel with their parents, relatives, siblings or their family members by
their own cars. Favorite places to visit includes sea, national historical sites and festivals. Most travel
information are obtained from television.

Results of hypotheses testings were as follows:

Gender had refationship with seasons, expenditures and natural tourist attraction.

Age had relationship with number of traveling days, expenditures, travel arrangement, number of
traveling companions, mode of transportation and every type of tourist attractions.

Education had relationships with season, number of traveling times, , historical tourist attraction

Montly income had relationship with number of traveling days, expenditures, number of traveling
companions.

TAT's advertising, public relation, sales promotion had no relationship with seasons, number of
traveling times, number of traveling days, expenditures, type of travelling, number of traveling companions,
mode of transportation and type of tourist attraction.

The information reception had not relationship with natural tourist attraction.



