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Behaviors of Thai and Foreign Tourists on the Linking Route of

Trat province, Cambodia, and Vietnam
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Abstract

The objectives of this research are 1) to study tourist behaviors on the linking route of Trat
province through the border checking point to Cambodia and Vietnam 2) to identify the factors
which affect tourist behaviors in the areas of linking route of Trat province through the border
checking point to Cambodia and Vietnam 3) to recommend the options to attract target tourists
who travel into Cambodia and Vietnam to visit Trat province as well as tourists who travel into
Thailand to visit Trat province and 4) to suggest the marketing methods in order to enhance tourism
economic in this linking area. The research conducts on Thai and Foreign tourists who visit the
tourist attraction sties of Trat province, both individual and group travelers. Questionnaire is used
as the tool to gather information for statistical analysis which includes percentage, mean, standard
deviation, and Mixed Method research approach.

The research results reveal that most tourists visit Trat province for the first time and spent
one to four days for each trip. Tourists made their own itinerary plan instead of doing it via tourist
agency. They made reservations by the group leader via tourist web sites. Intentions of their visits
were to visit the natural sites, experience the history and religious sites, expose the beauty of
islands, and explore native people’s life. The most important influences and attractions were the
first- visited tourist sites and the reasonable expenses. The numbers of Thai and foreign tourists
travelling through the border checking point of Trat province to Cambodia and Vietnam were
marginal. Most tourists travelling through the border checking point were Cambodian whose travel
purposes are for business meetings and medical services.

The research proposes the approach to attract young travelers, Generation-Y tourists, and
foreign organizational groups. The use of attractive media and specific activities to attract more
tourists of the focused groups including cycling travelers, Voluntourism, and Cambodian tourists. In
this research, marketing plan positions Trat province as the Green and Wonder of tourist destination
which differentiates Trat province from others. The effective marketing plan implementation adds
up the numbers of tourists by expanding their visits to explore inland attractions and community-
based tourist sites and eventually increases local community revenues and recognition of the
linking route of Trat province, Cambodia, and Vietnam.
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