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Abstract

This research study aims to 1) study demographic characteristics, types and
behaviors of Thai and foreign tourists 2) to study factors affecting Thai and foreign tourist
behaviors traveling 3) to study the demand of Thai and foreign tourists about tourism and
4) to present appropriate tourism marketing strategies in Nong Khai and Bueng Kan
provinces linking to the Lao People's Democratic Republic. The data were collected by
using questionnaires in Nong Khai, Bueng Kan, Vientiane and Bolikhamxay district, Lao PDR.
The samples were 410 samples. The data were analyzed by utilizing statistical program
for social sciences (SPSS) with descriptive statistics, namely frequency, percentage, and
mean and correlation analysis by using Chi-square statistic.

The study results found that 1) Thai and foreign tourists are mostly female, the
age is between 20 - 30 years old. Most Thai tourists come from the North-Eastern. They
are traveling by themselves. Most tourists hold gradated Bachelor degree and working
government or state enterprise. The average of tourist income is under 10,000 Bath per
month. For the foreign tourist behavior, most foreign tourists are travelling from France.
They are traveling by themselves Most tourists hold gradated Bachelor degree and having
their own businesses. The average of tourist income is over 50,000 Bath per month.
Referring to the tourist behavior, tourists have the purpose of travelling for leisure or
toursm. Tourists intend to travel directly because the scenic is fantastic in December -
February. Tourists obtain the information about tourist attractions from their friends or
relatives, with the cost of travel around 1,001 - 3,000 Baths per person, spending time
about 2 - 4 days for travelling by their personal cars and preferring to stay in the hotel.
Most of tourists visit these places for the first time traveling with 2 - 5 persons who
travelled with their family. Most tourists think that they will revisit and the most favorite
tourism demand is natural attractions.

2) Considering the relationship between personal factors and tourist behavior, it
was found that area, types of tourists, age, occupation, mode of travelling, education level,
and the average monthly income have related to the behavior of tourists in all aspects,

except personal factors of gender.



3) For of Thai and foreign tourist demands in Nong Khai province and Vientiane
Capital, most of Thai and foreign tourists need human interaction with local people and
nature tourism is the second priority. For Bueng Kan and Bolikhamxay provinces, the tourists
need to nature tourism and adventure tourism in new places respectively.

4) The appropriate tourism marketing strategy that can create a marketing strategy
for tourism on both sides of the Mekong River by considering to be a twin city, which is
the tourism marketing strategy of Nong Khai province adjacent to the Vientiane capital.
The product is the beauty of natural attractions. The price/fee for entering the tourist
attraction is suitable. The information from marketing distribution is introduction from
friends, relatives or acquaintances, the marketing promotion via internet or television
advertising etc. The personnel are the staffs who acquire knowledge of commercial
services in shops, restaurants. The physical evidence is the tourism zone which provided
parking space and ample parking whereas, the tourism marketing strategy in Bueng Kan
Province linking to Bolikhamxay in products are beautiful tourist attractions. The package
price is reasonable. The marketing distribution, information about tourist attractions is
received from the recommendations of friends, relatives or acquaintances. In marketing
promotion is from public relations traveling via radio which has an interesting aspect of
services. In personnel aspect, the staffs in tourism areas need to poses a good personality.
The physical evidence is needed to provide spacious parking and the process aspect is to
acquire a hospitable and friendly for local people.

From the study results, Nong Khai and Bueng Kan provinces across from the Lao
People's Democratic Republic should focus on integrated sustainable tourism
enhancement strategies, integrated eco-tourism with cultural tourism that represents the
human relations of the local people with tourists. These are the main strategy for tourism
enhancement in the area by establishing a tourist attraction that has potential as a couple
city or all 4 areas together. They should focus on the main tourist groups, namely Thai
tourists group which is in the working age with moderate income. Thid is under the
preservation of beautiful tourist attractions with public relations by promoting and
publicizing its beauty can be highlighted the variety of tourist destinations via the use of

various online media etc.
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