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Abstract

The potential and marketing strategy of Chumphon Ecotourism’ is a research project
which has the following objectives: 1) To survey and assess the potential of Tourist attractions
and rearrange the importance of ecological attractions in Chumphon. 2) To study personal
information and behavior of ecological tourists in Chumphon. 3) To study marketing strategy and
match it with ecological tourist requirements in Chumphon. 4) To take results and use them for
developing a strategy to develop Chumphon’s ecotourism. This research was Seperated the
process to be two parts. 1. were to survey and assess the potential of Tourist resources.: 1.1) The
analysis form Tourist types followed by standard of Recreation Opportunity Spectrum (ROS)
1.2) Evaluation of Tourism Site Potential, ENTSP (ETSP) 2. The Study of Marketing Strategy:
2.1) participated observation 2.2) Questionnaire following by 400 sample

As a result, Ten are ecological attractions named Lawa Island, Rad Island,Lhakrad,
Mattra Island (Mu Koh Chumphon national park), Pakklong Village, Bantongtemngai, Klongrua
Village, Lhangtang Village, The Sufficiency Economy Centre for Forest People, Pitak Island and
Kram Island. The ecological attractions with the highest potential are Pitak Island and
Banklongrua, the next being The Sufficiency Economy Centre for Forest People, Ban Pakklong
and Ban Tongtomngai respectively.

Resulting from personal and behavior, it has been found that most tourists are female,
aged between 20 and 30 years and their education level is bachelor’s degree. Most tourists work
for the government / state enterprise and the average salary is about 10,000 to 20,000 THB per
month. They are single and living in south of Thailand. Most of them have travelled to
Chumphon Ecological attractions for the first time. They have come with friends or a partner and
spend time to traveling around 1- 2 days with a small group of up to 5 people and come at the
weekend. The main objective of travelling is to relax and they heard about the attraction by
recommendation from a friend or relative. The main factor for choosing the ecological attractions
is the natural environment/ecosystem. The main activities of ecotourism are nature studying
activities and an additional activity is nature sight-seeing. There are a number of ways we can
make a marketing strategy: 1) Change people’s views of travelling, mixed with conservation
tourism to increase awareness of the ecotourism 2) To make a change by integrating with the

community to understand different ways of life. 3) To develop an ecotourism network in



Chumphon and nearby provinces 4) To make a good Conscious mind for tourism. The most
important factor of marketing mix 7 P’s was: Management in Product elements. The second,
Management in Physical environment. Management in Price of product elements. Management in
People. Management in Process. Management in Promotion. Management in Place.

Suggestions: To develop ecotourism by looping community. To coordinate ecotourism
network. Making tourism a selling point so that tourists’ requirements by proper and related to the

area. Giving information of ecotourism by passing education processes with tourists.

Keyword : Potential Marketing strategy Ecotourism
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