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The purpose of this study were to (1) study the tourism marketing for Ubon
Ratchathani province (2) comparing the significant of tourism marketing for Ubon
Ratchathani province to sort out type of tourists and (3) finding problems and threats in
tourism for Ubon Ratchathani. The sample group consisted of government officers
concermned and 450 Thai and international tourists who were traveled in Ubon
Ratchathani tourist attractions. Disproportionate stratified random sampling technique
was applied to obtain the sample group for the study. The instruments used in this study
were the interview and nominal scale, ordinal scale, five-level Likert scale and open-
ended questionnaires. The statistics used for data analysis were frequency, percentage,
mean standard deviation and t-test. The interview contents analyzes by SWOT analysis.

The findings were as follows:

The strength of Ubon Ratchathani tourist attractions were several tourism
source and the tradition were uniqueness. However, it has to improved in the weakness
were public relation, facilities, infrastructure, process, people and activities creation. The
opportunities for development were the unit of government has the policy to support the
tourism and contacted the neighbor countries. The threats were the neighbor countries
fast improved their tourism, the concerned organizations not to collaborate and tourist
attractions were too far.

The attitude of the tourists about the Ubon Ratchathani tourism marketing

were found at a medium level (mean = 3.3848). The mean score for the attitude were in
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order for high to low as follows: the tourism source and service or product with the mean
of 3.6567, the pricing with the mean of 3.4348, the tourism process with the mean of
3.3928; the place and channel distribution with the mean of 3.3015, the promotion and
education with the mean of 3.1718, the phyéical evidence with the mean of 3.3822 and
the people with the mean of 3.3540. The tourism strategies among Thai tourists and

- foreigners tourists were not significantly different.

The tourism marketing used service marketing mix strategies showed that; the
tourism source and service or product to make environment around tourism attractions
and clean. The pricing set variety prices with product value. The place and channel
distribution set to many channel and convenience to contact. The promotion should to
present public relations always and used integrated marketing communication. The
infrastructure and facilities must be improved as well. The people and tourist guide
should to improved and be possessive in tourism. Improving the process and planning
for problems in future. These strategies must to integrate for develop the tourism for
Ubon Ratchathani province where to be new tourism attraction of Thailand and the

Capital of Indo-China.





