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Abstract

The Study of Tourists Segments in Upper Mekong Subregion (5 Chiang Cities)
aims to study perception of tourists on the components and elements of tourism in
linking areas of 5 Chiang cities, to study behavior of tourists in the linking areas, to
classify groups of tourists in the linking areas, and to propose the guidelines on
suitable marketing promotion for each type of tourist groups in the linking areas.
Furthermore, this study will lead to identify appropriate marketing image for tourism
in the linking areas.

In this study, the researchers collected data from questionnaires with 1,200
visitors in the linking areas of 5 Chiang cities, and in-depth interviews with relevant
government agencies and private sectors in the linking areas. We find out that the
most of travelers in the linking areas are first time visitors, accounted for 43 percent,
and most of them tend to return to the areas again. Moreover, things what the
tourists in the linking areas think about are safety, friendliness of local people, and
unique traditions, arts, cultures and ways of life. Additionally, they are also satisfied
with the components and elements of tourism in the linking areas of 5 Chiang cities,
especially interestedness or impression of destinations and tourist attractions. We can
also classify behavior of tourists into 3 groups, which are High-potential Experience
group, The Spiritual group, and Obsessive Follower group.

The guidelines on suitable marketing promotion for each type of tourist group
in the linking areas are: 1) Developing of tourism program and tourism activities; 2)
Communicating the marketing image; 3) Travel Facilitation for Tourist; 4) Improve

Tourist Safety and Security; and 5) Certification of Service Quality.
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