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ABSTRACT

Project Code: No0.RDG4950063

Project Title: A study of pricing strategies in tourism products in the Lower
Northeastern Part of Thailand

Investigators: Preecha Panoram
Khattiya Chatchavanphanit (Co-Researcher)
Buriram Rajbhat University

Email Address PPanoram@hotmail.com

Project Duration: 1 Jun, 2006 - 31 May, 2007

The objectives of this research were to study 1) the nature of tourism products at the
present 2)the pricing strategies of tourism products 3)the tendency and policy
strengthening stably the strong of local tourism management with the neighbor country.
The researcher selected 6 tourism products of 6 provinces (Nakonrajsima, Buriram, Surin,
Srisaket, Ubonrajtani and Chaiyaphoom) as 1) Hotel 2) Home Stay 3) Resort 4) Tourism
Company 5) Souvenir shop 6) Food shop. The examples used in this research were as
500 persons. The results was found that the nature of tourism product price was specified
as difference because of the place, which if it was the economic city, the price of tourism
products would be expensive, if it was the non-economic city, it was cheap price; the
economic city was as Nakonrajsima, Ubonrajtani, where the high price of tourism product
was as Hotel, Resort and Home Stay. Other tourism products were the same price as
Souvenir shop, Food shop and Tourism Company. For the pricing strategy of tourism
product entrepreneurs, the researcher was categorized as 2 main questions, that is, first
question was the factors influencing to determine the price of tourism products; internal-
factors were as cost of production, image of business, external-factor as the economic
situation and the targeted consumers. The objective of pricing was as; the income, profit,
society, and making of image. For the expectation of demand, the entrepreneur not mostly
explored the demand before pricing. For the effect of price toward to the customer’s

feeling, the entrepreneur had mostly same opinion as when the price was determined, it



would effect more to the customer’s expenditure. In second question, the result of
research was found that the entrepreneur used the market price, because it had the
advantage to their business; however the only servicing took place the difference of this
business. They maybe chose single price or multiple prices depending on the situation as
promotion of new goods, Season, economic. In the strategy of pricing along with the
product, they used the pricing of different size. For the discount, they used the discount
along with the season and trade discount. For the new goods, they used lower price than
the market. For the depreciation goods, they used the price along with the time of working
or the situation of goods. For the selection of final pricing, they used the pricing intending
the policy of company.

For the tendency supporting the tourism with the neighbor country, it should be
as; 1) it should make the network of tourism with the neighbor country in the model of tour,
2) the government office such as Thailand Tourism Office was the main cooperation, 3) it
should have the fund for developing the tourism such as training, meeting, and it should
have the determination of different policy, 4) In Buriram the government should open free
trade with Cambodia at Saitakoo Village, Amphur Bankruad, because it should cooperate

with the neighbor country.

(Keywords)

Strategy means that how to design or proceed for proper business in the future, or
the Need of Business in the future

Pricing Strategy means that the concept, theory, method or tendency of pricing in
economics and marketing and how to apply it with Business intending the satisfaction of
consumers and how to increase the cost with highest profit

Tourism Products mean that the kind of tourism products, which it can be classified
into different kinds as 1) the kind of tourism attraction as tourism place 2) the kind of
recreation as Hotel, Home Stay, Resort etc, 3) the kind of transportation as the tourism
company, airline company, transportation company etc, 4) the kind of food and shop as

restaurant, food shop, grocery, etc,. In this research, researcher collected the data only
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from 6 products as Hotel, Home Stay, Resort, Tourism Company, Restaurant and Souvenir
Shop
The Lower Northeastern Part of Thailand means 6 provinces of the Lower

Northeastern Part of Thailand as Nakonrajsima, Buriram, Surin, Srisaket, Ubonrajtani and

Chaiyaphoom



