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ABSTRACT

The objectives of the study “Tourist Satisfaction with Tourism Products in Phuket, Phang Nga, and Krabi”
are twofold. Firstly, it aims to measure the satisfaction level of tourists in relation to the tourism products
in these specimen Thai provinces i.e. Phuket, Phang Nga, and Krabi. Secondly, it seeks to identify any
problems and the reasons of them that may cause tourist dissatisfaction. The term “tourism product” as
defined in this research includes five components, the 5 As, namely Attractions, Access, Accommodation,
Activities and Amenities. Service quality, product quality and price, the three major factors of satisfaction,

are also incorporated into this research.

The findings from this research, in fact, reveal that almost all components of tourism products from the
selected area are rated “satisfied” by the tourists. The accommodation sector receives the highest level of
satisfaction in all three provinces, and particularly so in Phuket and Krabi. When comparing the overall
tourist satisfaction levels that are found in these three provinces, it appears that tourists are more satisfied
with the tourism products available in Phuket than those in Krabi and similarly with those in Krabi
compared with those in Phang Nga respectively. These findings are shared by the majority of hosts (i.e.
those managers both in the private sector and in government bodies, who are responsible for tourism
management) in each province. This study reveals that there are similar problems to be found among the
tourism products available in these three provinces. In fact, ‘Access’ and Attraction’ are the two areas
that post most concerns. As a result, the researchers therefore propose a set of recommendations
suggesting that all three provinces cooperate in resolving the mutually shared problems to address

effectively the concerns that have been expressed by both tourists and hosts.
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