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ABSTRACT
Research Title : The Study of Malaysian Tourists” Traveling Routes in Thailand:
A Case Study at Hat-Yai District
Author : Mr. Sakul Jariyachamsit and Mr. Kevin Wongleedee
Year ;2012

The study of Malaysian tourists’ travelling routes in Thailand, a case study of Hat-Yai
district, Songkra province included five important objectives. 1) To study the demographic of
Malaysian tourist respondents in Hat-Yai. 2) To study the routes and the most popular tourist
destinations in Hat-Yai. 3) To survey the physical standard of 20 most important tourist
destinations in Hat-Yai. 4) To study the relationship between demographic factors such as
gender, age, income, and level of education and the selection of each tourist destination. 5)
To search for a strategy to improve the travelling routes and tourist destination.

The population for this research included all Malaysian tourists traveled in 20 tourist
destinations in Hat-Yai district: Gim Yong Market, Santisuk Market, Odean Shopping Mall, Lee
Garden Square, Green Way Market, Penang Plaza Market, Hat-Yai Floating Market, Night
Bazaar, Thai Massage, Cable Car, Aqua Show, Hat-Yai Municipal Park, Ton Nga Chang Water
Fall, Wat Yai Nai, Four Face Buddha Temple and Kwan Yin Statue, Phra Maha Chedi Tripod
Trimongkol, Hat-Yai Ice Dome, Hat-Yai Downtown, Ocean Shopping Town, and Ocean
Shopping Town. The data from the sample of 400 respondents were collected by using
English questionnaire. The statistic tools used in this research included percentage, mean,
and standard deviation. Also, Chi-square test was used to test four hypotheses.

The findings revealed that there were male and female respondents in the same
proportion. The majority of respondents were in the age of 21 - 40 years old. The majority
were unmarried with income between 2,001-5,000 ringgit per month. Most of respondents
had an undergraduate degree. The type of activities that was important to Malaysian tourists
was shopping. The main factor that was attractive to Malaysian tourists was low price. The
most popular tourist attraction and route included Gim Yong Market, Santisuk Market, Odean

Shopping Mall, Lee Garden Square, Penang Plaza Market, Night Bazaar, Thai Massage, Aqua
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Show, Four Face Buddha Temple and Kwan Yin Statue, Hat-Yai Ice Dome, Hat-Yai Downtown,
and Ocean Shopping Town.

From the survey of physical environment of 20 important tourist destinations, the
survey disclosed that there were some problems of not enough parking lot, restroom, and
walkway. However, the physical environment of 20 important tourist destinations was in
good conditions. From the test of relationship between demographic factors and tourist
destinations selection, the findings revealed that age and income factors showed more of
the significant relationships than gender and education factor.

The strategic marketing to improve the route and tourist destination are as follow.

1. The tourist destination development

All the stakeholders and local entrepreneurs of Hat-Yai district should focus more on the
historical and cultural sites. There should be a better way to improve and maintain the
tourist destination resources to be clean, safe, and well-organized.

2. Tourist Management

Provide more public relation and recommend destinations for Malaysian tourists. Create
more events and celebrate local festivals. Get more signs and more tourist information
center. Use variety of languages such as English, Chinese, Bahasa, and etc. Improve the basic
facilities such as parking lot, restrooms, telephone, footpath, and all transportation system
to be safe, fast, and on-time.

3. Learning activities and historical activities

Promote more activites in eco-tourism, historical tourism, and environment tourism.
Promote any new form of tourism that does not have in Hat-Yai district.

4. Community collarboration

Create an opportunity for local entrepreneurs, community members, local officials, and
local authority to participate in promoting tourism activities from the beginning such as

setting agenda, meeting, and manage local tourism.
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