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The purpose of this research is to study behavior toward special interest tourism of
consumers in Bangkok. The samples are 400 consumers, ages 20 years old and older.
Questionnaires were used as the instruments to collect data. The statistical methods of
frequencies, percentage, mean, standard deviation, chi-square test, and Cramer's V were

used in the data analyses and hypotheses testing.

The independent variables include gender; age; marital status; education;
occupation; monthly income; product; price; place; promotion and physical evidence. The
dependent variable is the behavior of consumers toward special interest tourism in term of
object of the special interest, interest traveling, type of traveling, frequency of traveling, time

of traveling, travel companion and travel expenses.

The study found that most of the respondents are female, ages between 20 and 29
years old, single, hold a bachelor's degree, work in private companies, earning not over
20,000 baht per month. Most of the respondents travel as a self reward. The most favorite
type of tourism is eco and adventural. Most of the respondents traveled twice per year, last
year. They could travel at any time. Friends were travel companions. Their travel expenses

were at the amount of between 4,000 — 6,999 baht per time per one person.

Results of the hypotheses testing at the statistical significant level of 0.05 are as

follows:
1. The purpose of traveling has relationship with gender.
2. The type of traveling has relationship with age, marital status, and occupation.
3. The frequency of traveling has relationship with marital status, income and place.
4. The time of travel has relationship with occupation and place.
5. The travel companion has relationship with age, marital status, income, price,

promotion and physical evidence.
6. The travel expense has relationship with marital status, occupation, income, and

price.



