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Abstract

Chatparee Yooyen, Asst. Prof.

Apisit Tungkiatsilp

The study on “Marketing Factors Influencing the Tourists’s choices on Accommodation at
Samui Island and Phangan Islands, Suratthani Provice” is made to look into the marketing factors
influencing the decision on choices of hotels and resorts, traveling behavior and opinion of the
tourists on impacts toward community and environment in Samui and Phangan Islands. The sample
group is Thai and foreign tourists residing in hotels and resorts on Samui and Phangan Islands for
480 persons. Data is analyzed with frequency, average, standard deviation, T-test and F-test.

The conclusions made from this study were that most of responding tourists were female,
aged between 21-30 years, bachelor degree in education, corporate employees, monthly salary equal
or lower than 20,000 baht, single and most of foreign tourists came from Europe.

The tourists have put their major emphasis on marketing factors like product, price and
distribution factor to make a decision on their choices of hotels and resorts in Samui and Phangan
Islands, medium emphasis on marketing promotion factors. Most of tourists came to Samui and
Phangan Islands in a small group of 2-5 persons. Their reason to take a trip were the natural beauty
of the tourist spot while they have learned of Samui and Phangan Islands from their friends. Their
traveling period was between July and September and they preferred the full moon party with long
stay over four days and approximate spending of 5,001-10,000 baht, and there was a tendency for a
return trip to Samui and Phangan Islands in the future.

Comments of the tourists towards community and environment had mainly focused on
suitability of the environment in Samui and Phangan Islands for recreation and traveling while the
natural resources on Samui and Phangan Islands were in a proper condition and the beach and sea
water were clean and suitable for the trip taken.

In addition, the hypothesis test could be concluded as follows:

1. Tourists with different gender have differently put their emphasis on marketing factor on
pricing and marketing promotion factor to select the hotels and resorts on Samui and Phangan Islands

with statistical significance of 0.05.




2. Tourists with different age have differently put their emphasis on marketing factor on

distribution to select hotels and resorts on Samui and Phangan Islands for room reservation through
tour company or sale agent with statistical significance of 0.05.

3. Tourists with different education level and profession have differently put their emphasis
on marketing factor on product, distribution and marketing promotion to select hotels and resorts on
Samui and Phangan Islands with statistical significance of 0.05.

4. Tourists with different monthly salary have differently put their emphasis on marketing
factor on product, pricing and marketing promotion to select hotels and resorts on Samui and
Phangan Islands with statistical significance of 0.05.

5. Tourists with different domicile have differently put their emphasis on marketing factor
on product, pricing, distribution and marketing promotion to select hotels and resorts on Samui and
Phangan Islands with statistical significance of 0.05.

6. Tourists with different marital status have differently put their emphasis on marketing
factor on product and marketing promotion to select hotels and resorts on Samui and Phangan Islands
with statistical significance of 0.05.

7. Tourists with different education level have differently expressed their opinion on
community and environment on Samui and Phangan Islands on natural resources and environment on
Samui and Pangan Islands existing in a proper condition with statistical significance of 0.05.

8. Tourists with different monthly salary have differently expressed their opinion on
community and environment on Samui and Phangan Islands on natural resources and environment on
Samui and Phangan Islands existing in a proper condition with statistical significance of 0.05.

9. Tourists with different domicile have differently expressed their opinion on community
and environment on Samui and Phangan Islands on natural resources and environment on Samui and

Phangan Islands existing in a proper condition with statistical significance of 0.05.




