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Marketing Mix of Foreign Tourist’s Satisfaction
toward Koh Chang, Trad Province Tourism
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Abstract

The objectives of the research were: (1) to investigate the influence of marketing mix
on the satisfaction of foreign tourists, and (2) to find the problems that occurred while they
were staying at Koh Chang in Trad Province. The sample was 410 foreign tourists who visited
Koh Chang, and the research method used the questionnaires by using accident sampling.
Questionnaires and observation were used as research tools. Data were analyzed by
descriptive statistics (including frequency distribution, percentage distribution, arithmetic mean,

and standard deviation), chi - square, t — test, and One - Way ANOVA.

The research results showed as follows. (1) Background information of foreign tourists in
detail: female foreign tourists (59.00%) visited Koh Chang more than males (41.00%). About
one third were more than 51 years old (39.30%) and they were European (29.80%). More
than half the tourists were married (58.50%). Their annual income ranged from 30,001 —
40,000 USD (38.80%). About one fifth had their own business, and they were technicians
(21.70%)., Foreign tourists expressed the opinion that Koh Chang was well known (60.50%).
Most visited Koh Chang at least once (81.70%) and chose three star hotels to stay
(39.00%).They liked to travel during January — April (99.00%) and stayed 6 — 10 nights
(48.30%). Most planned to come back to Koh Chang (83.40%). They were interested in
Windsurf or Kayak (76.30%). (2) There were significantly positive correlations among personal
data, marketing mix factors, and satisfaction. These factors were sex, age, residence, marriage
status, income, and occupation. (3) According to marketing sector, both males and females
were satisfied traveling to Koh Chang. (4) The results of One - Way ANOVA showed that
tourists who had the same sex, age, and place of residence had the same level of satisfaction,

whereas those who had different marriage status and occupation had different levels of
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satisfaction. Finally, (5) These tourists
revealed that they faced some problems while
staying at Koh Chang. These problems were
that: (a) trying to impose the rooms of the
hotels, (b) uncleanness of the lodging (c)
facilities were not sufficient, (d) non-standard
of food, (e)

expensive, (f) language is a barrier for

local transportation was

communication, finally, (g) a cruise or a
ferryboat provided their services during

daytime only.
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