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Abstract
Research Title . The Study of Senior Foreign Tourists’ spending Behavior in Thailand
Author : Mr. Kevin Wongleedee

Year . 2011

The main objective of this research is to study senior foreign tourists’ spending behavior
in Thailand. While dependent variables are gender, age, income, occupation, and region of
country of origin, independent variables are five important areas of senior foreign tourists’

spending which are hotel, food & beverage, transportation, activities, and shopping.

The samples used for studying in this research are 400 inbound and outbound foreign
passengers who are at the Suvarnabhumi Airport, Thailand. English questionnaires version are
used for collecting the data. Descriptive statistics used in this research include percentage,
mean, and standard deviation. Also, independent t-test is used for testing data.

Findings

The findings reveal that the majority of senior foreign tourists age between 60-65 years
old. The maijority has income in the areas of $20,000-$50,000 per year. Most of them are
European tourists and only a few senior Asian tourists. Most of them prefer to travel as a couple
or small group. Their main interest is about Thai natural beauty and historical site. Shopping and
Thai food are not the main reason for coming to Thailand. Their expenses per trip are less than
$5,000. The majority spends time about 1-3 weeks per trip.

When compared with the Service-Profit Chain which is the business model developed
by a group of researchers from Harvard University (Heskett, Sasser, Schlesinger, 1997:205-
208), it can be concluded that senior foreign tourists do not have a strong brand loyalty for
traveling in Thailand since all 5 means of level of satisfaction in various areas were significantly
below 4.5 from the Likert five scales of satisfaction. This means senior foreign tourists may

choose come back to visit Thailand or may not come back to Thailand.

Recommendation

1. Since most of senior tourists often have a chronic illness and low immunity to disease,

the hygiene of food and beverages are so important to them. There should be a higher standard
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for food preparation and food available to senior foreign tourists. The high standard should
apply to those who prepare the food and beverage for senior tourists. There should be an award
for any food and beverage business owner or restaurant owner who can maintain high standard
of hygiene. Also, the food and beverage business owner and restaurant owner can use as a key
marketing campaign. Since most of senior tourists have poor eyesight, all document should for
them should be in large print or large font that easy for them to read.

2. From the research finding, senior foreign tourists gave the lowest satisfaction to
transportation. This is because the traffic in Thailand is very bad and very dangerous. In
Bangkok and surrounding provinces, there is traffic congestions everyday and everywhere.
Since senior foreign tourists have low tolerant for coping with many hours of traffic jam, the tour
program should be short and prepare to stop at gas station that has high standard of toilets.

The size of toilet room should be big enough for the large size of European senior tourists.

3. Since most senior foreign tourists express their interest for Thai culture and Thai
natural beauty and have less interest in shopping and Thai food, there should be more
information to provide to senior foreign tourists in terms of Thai historical site, Thai traditional

way of life, Thai beaches and mountains.
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