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Project Period: 1 July 2006-30 June 2008

The objectives of this research are fourfold; (1) to determine the demographic of
tourists (both domestic and international) who have loyalty toward tourist destinations
(Chiangmai and Phuket), (2) to determine the psychographic and travel behavior of
tourists (both domestic and international) who have loyalty toward tourist destinations
(Chiangmai and Phuket),(3) to investigate the loyalty typology of tourists (high, latent,
spurious and low loyalty) and its distinguishing factors as well as characteristics of each
tourist group, (4) to explore the antecedents of tourists’ loyalty both attitudinal and
behavioral as well as to compare the results between domestic and international

tourists.

This descriptive research focuses on Chiangmai and Phuket because these two
provinces are considered two of the top five major destinations rated high in terms of
number of tourists and revenue from tourists. Target population are international and
domestic tourists who have spent their holiday in Chiangmai or Phuket more than one
visit. Total sample size was 800 and equally allocated into 400 sample size for
Chinagmai and 400 for Phuket. The sampling method was purposive in a way that only
tourists (non business tourists) who visited Chiangmai or Phuket at least once were
qualified for the study. Also, quota sampling was employed be equally allocating for
international and domestic tourists. Area of data collection was selected based on TAT
(2004), which indicates the top three tourist areas in Chiangmai (Doi Suthep, Chiangmai
Zoo, Varoros Market),and in Phuket province (Pathong Beach, Phuket Town and Kata
Beach). The questionnaire was employed as means of data collection.

The results indicated that domestic tourists in Chiangmai are mostly female (56%), age

between 25-34 years old (45%), single (67%), income ranging between 34,999 Baht or



lower (72%). Their motivation in traveling is to seek novelty and status. The most
influential attributes of destination for them are scenery and history. In contrast,
international tourists in Chiangmai are mostly male (66%), age between 25-54 years old
(67%), income ranging between 80,000Baht or higher (43%). 40% of them comes from
Europe. Their motivation in travelling is to experience different lifestyle and people. The
most influential attributes of destination are food, people and scenery. Regarding
typology of loyalty, domestic tourists have high loyalty (36%) whereas international
tourists have low loyalty (41%). The top three drivers of domestic tourists’ loyalty are (1)
attachment with destination, (2) familiarity with destination and (3) satisfaction with
destination. The top three drivers of international tourists’ loyalty are (1) familiairity, (2)

attachment (3) perceived value.

In Phuket, the results indicated that domestic tourists are mostly female (62%), age
between 25-34 years old (43%), income ranging between 49,999 baht or lower (85%).
Their motivation in traveling is to seek novelty and status. The most influential attributes
of destination are scenery. In contrast, international tourists are mostly male (60%), age
between 25-54 years old (80%), income ranging between 50,000Baht or higher (62.5%).
47% of them comes from Europe. Their motivation in travelling is to seek novelty and
status. The most influential attributes of destination are scenery. Regarding typology of
loyalty, domestic tourists have low loyalty (34.3%) whereas international tourists have
high loyalty (32.1%). The top three drivers of domestic tourists’ loyalty are (1)
attachment with destination, (2) desire to show the place to others and (3) want to
further explore the destination. The top three drivers of international tourists’ loyalty are

(1) satisfaction, (2) familiairity, (3) attachment.

It can be concluded that familiarity and attachment are important drivers of loyalty.
Furthermore, domestic tourists are mainly motivated by their own desire to seek novelty
and status whereas international tourists are mainly motivated by desire to experience
different lifestyle and people. Therefore, tourism marketer should establish a well
managed information center for tourists at every tourist spots, upon arrival and even
before arrival. When they have sufficient information, they are confident and likely to
satisfy with their choice. Furthermore, tourism marketer should organize activities for
tourists to experience the real lifestyle of local people, since this motive is powerful in
explaining tourist behavior. To market effectively in domestic market, the communication

should emphasize on novelty and status since Thai people are status seekers. Tourism



marketer should position Chiangmai destination on cultural richness and beautiful
scenery, whereas position Phuket as beautiful scenery and a lot of natural wonders to
explore. Finally, all Thai peoples must protect and preserve their natural heritage

otherwise it will no longer become sustainable competitive advantage.
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