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The objectives of this study are as follows: 1) to develop the potential of each
attraction in Chainat province, 2) to study tourist consumer behavior (attitude,
needs/interest toward destination, destination equity, perception of marketing
communication), 3) to create tourism marketing positioning, 4) to develop tourism
product positioning in Chainat province by using tourism benchmarking with 4
neighboring provinces, 5) to create destination branding and 6) to build integrated

tourism marketing plan for Chainat province.

This study employs qualitative and quantitative analyses. Researchers employ
qualitative analysis to develop the potential of each attraction in Chainat province. Forty-
three stakeholders are interviewed using the focus-group technique. The stakeholders
include entrepreneurs, government officers, community leaders, and tourists. The result
indicates that religious tourism, followed by man-made attractions, historical tourism are
top three in the categories of tourism. To develop needs/interest toward destination, the
stakeholders have given the first 6th rank order on religious tourism such as
Thammamun Worawihan temple, Wat Pak Klong tamarind, Wat Mahatad, etc.
Additionally, man-made attraction including Bird park and Chao-Phraya dam is on the

9th and 10th rank order, respectively. Stakeholders have the same opinions that Bird



park, Luang Poo Suk at Wat Pak Klong tamarind, and Pomelo festival are the most

important attractions in Chainat province.

The quantitative analysis is employed to study tourist consumer behavior toward
destination in Chainat province.  Hence, 400 domestic tourists are interviewed for
quantitative analysis. The result of all respondents show that the majority of tourists are
female, aged between 25 and 34, single, had bachelor degrees, employed in private
companies with monthly income lower than THB10,000, are resident from the central
region followed by Bangkok. Their attitude toward destination, needs/interest toward
destination, and perception of marketing communication are at the moderate levels.
Perception on using website for attraction is in the low level. The major concerned in
Chainat province is on local entrepreneurs. The intention to revisit Chainat province is at
the high level. The average amount to visit Chainat province is 3 times. The average
expenditure in Chainat province is THB 1,443. The most impressive attractions in
Chainat province are Bird park, Wat Pak Klong tamarind, and Chao-Phraya dam. The
overall motivation is at the moderate level. Tourists need Chainat province to improve

on public relation, sign on the highway, and attractions.

To create tourism marketing positioning, this study employs two-step cluster
analysis by using rational motivation, emotional motivation, and destination equity of all
three dimension factors to determine the targeted group and the subordinate group for
travel to Chainat province. The result divides tourists into three groups. The first group is
called Chainat lovers (130 tourists), due to the highest mean score compared to other
groups. The majority of this group is female, aged over 45, had higher than bachelor
degree, married/separated/widow, professionals, retired/unemployed and farmers with
monthly income over THB20,000, are resident in western region, northern region, and
central region. The second group is called Chainat fond (60 tourists) of which the mean
score is on a moderate level compared to the other groups. The majority of this group is
male, aged between 25 to 34, had higher than bachelor degree, single, employed in
private companies, government officers, state enterprise employees with monthly

income between THB10,001-20,000, are resident in southern region, Bangkok, and
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northeastern region. The last group is called Chainat pending (210 tourists) and it
received the lowest mean score in all aspects. The majority of this group is female,
aged lower than or equal to 24, single, had lower than bachelor degree, students with
monthly income lower than or equal to THB10,000, are resident in central region. Both
groups with high and moderate mean score (Chainat lovers and Chainat fond) have the
highest attitudes toward destination on Bird park, Wat Pak Klong tamarind, and
Thammamun Worawihan temple. The lowest mean score group have the highest

attitudes toward destination on Wat Pak Klong tamarind, Bird park, and fruit festival.

Qualitative analysis is the appropriate method to employ when analyzing tourism
product positioning comparing with neighboring provinces. Thirty stakeholders were
interviewed using the focus-group technique. The stakeholders included entrepreneurs,
government officers, community leaders, and tourists. All respondents had to know all
attractions in five provinces to give the rank order for all five provinces, which included
Chainat, Suphan Buri, Nakhon Sawan, Uthai Thani, and Sing Buri. These five provinces
were compared because tourists and travel agencies have the identical opinion that
these provinces are in the same neighborhood and tourists can travel to all of them in
the same trip. The result indicates that religious tourism, followed by man-made
attractions, historical tourism are top three in the categories of tourism, which is
consistent with the potential of each attraction in Chainat province’ s findings. The result
shows that religious tourism in Sing Buri province is the same impressive category of
tourism rank order as Chainat province. On religious tourism, Wat Amphawan at Sing
Buri gets the highest mean score comparing with 4 neighboring provinces, followed by
Thammamun Worawihan temple, Wat Pak Klong tamarind, respectively. On man-made
attractions, Bird park and Chao-Phraya dam get the highest mean score comparing with
4 neighboring provinces. On historical tourism, Suphan Buri province is the most
impressive province in this category. Furthermore, Sankhaburi district in Chainat
province and Legend of Heroes Monument and Memorial Park Bang Rachan in Supan

Buri province receive the highest mean score comparing with all 5 provinces.



On destination branding in Chainat province, the stakeholders have the same
opinions that religious tourism, man-made attractions, and historical tourism are the
most suitable categories of tourism to promote as the symbol of attraction in Chainat
province. Moreover, they state that slogan of Chainat province is fantastic and cover all
prominent attractions in Chainat province. They also suggest that the slogan in Chainat
province should insert historical tourism and local cultural heritage to cover all prominent

attractions in this province.

To build integrated tourism marketing plan for Chainat province, qualitative and
quantitative analyses are employed in this study. The targeted group includes two
groups which are Chainat lovers and Chainat fond. Religious tourism and man-made
attractions are the most prominent categories of tourism of this group. The most
important attractions are Bird park, Wat Pak Klong tamarind, and Thammamun
Worawihan temple. The subordinate group is Chainat pending. Religious tourism and
man-made attractions are also the most prominent categories of tourism for this group.
The most important attractions are Wat Pak Klong tamarind, Bird park, fruit, Chao-
Phraya dam, and Thammamun Worawihan temple. Therefore, the primary attractions of
Chainat province are religious tourism and man-made attractions. The secondary
attraction is agro-tourism by using rice civilization as a key factor to support tourism in
Chainat province. The reason is that Chainat is the oldest agricultural area or oldest rice
civilization source. The targeted group for this attraction is Chainat lovers and Chainat
fond. The reason is that this group have good attitude toward Chainat and get the
higher education. The last attraction is to combine Chainat province with neighboring
province such as Suphan Buri or Uthai Thani. This attraction is suitable for niche market
with high income tourists. Value creation is the most appropriate method to apply for
price strategy by using get and give idea for creating value. There are three types of
distribution channel in this study, which are as follows: 1) direct channel by
concentrated on walk-in tourists by using information technology, 2) one-level channel

(attraction-travel agency-tourist), and 3) two-level channel (attraction-travel agency-



institution-tourist). 5 methods on promotion strategy are employed in this study, which

include public relation, advertising, relationship marketing, events, and direct marketing.





