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The research had three objectives. First, it aimed to study the tourism market
and tourism marketing factors of the older people. Second, it looked for development
approaches of marketing factors to attract and increase tourism capacity for the older
people. Third, it intended to search for marketing communication guidelines to
promote tourism for the older people in Thailand. The research employed mixed
method methodology which consisted of quantitative research and qualitative
research. The population and sample groups were Thai elderly tourists (early age
elderly) who were aged between 60-69 years. The research instrument for data
collection was a questionnaire that covered issues about the tourism market and
tourism marketing factors of the older people. Data was analyzed by frequency,
percentage, mean and S.D. Key informants came from two groups of people. The first
group consisted of marketing experts of the tourism industry, tourism and hospitality
entrepreneurs and four representatives of the elderly tourists. The second group
composed of 15 experts who came from the academic and professional fields
(marketing and tourism communication academics, marketing communication
professionals, tourism professionals in both the public and private sector). The data
collection tool was an interview form with issues derived from research objectives. It
was analyzed by the content analysis. Research findings were as follows.

1. Tourism market and generally tourism marketing of the older people found
that 60.20% of the sample came from females while 39.80% were males. The majority
of respondents were aged between 60-64 years (54.05%). Tourism information mostly
came from relatives, internet or social media. The prime tourism objectives were
recreation, new experience and visiting relatives and friends. The older people were
likely to travel with family, relatives or friends. An average day of domestic tourism
were one or two times per year. The most likely time of travelling was time

convenience, weekend, long weekends or holidays. Mode of transportation was by



personal car. Sites to visit were mostly natural, cultural or historical sites. Average
spending was between 2,000 — 8,000 Baht per time. Accommodation were hotels,
resorts, friends’ or families’ houses. Motivation of tourism were nature and
environment, convenience of accommodation, archaeological sites and antiquities,
arts, cultures and traditions and tourism safety. In general, respondents agreed the
most positive with following tourism marketing factors: products, prices, channels of
distribution, promotions, people, physical evidence and hospitality processes.

2. With regard to the development approaches of marketing factors to attract
and increase tourism capacity of the older people should cover five topics. First, the
3Ds dimensions should be emphasized. They are ‘discovery’ (search for, study and
understanding of the needs of elderly tourists), ‘development’ (development of
marketing factors to respond needs of elderly tourists) and ‘delivery’ (the
comprehensive and constant delivery of marketing factors through media or
communication channels, distribution channels and service channels). Second, the
government should identify the tourism of elderly people as a national strategy. Third,
the public sector must promote tourism of the elderly concretely and crucially. Fourth,
the network of all sectors at both the policy and implementation levels must be
developed. Fifth, tourism businesses should adjust their visions in line with tourism
marketing contexts for the older people.

3. The marketing communication guidelines to promote tourism of the older
people in Thailand should be implemented in four issues. First, the application of
marketing communication tools to build awareness of tourism of the older people
should be communicated through social network, mass media, personal media,
traditional media and activity media. Second, marketing communication tools or
channels to stimulate domestic tourism of the older people should be promoted by
mass media, social network, personal media, traditional media and direct media. Third,
the form and content of marketing communication tools or channels should focus on
content about convenience, safety and quality of tourism with clear photographs or
creative messages regarding tourist sites, accommodation, benefits, tourist activities or
programs. Fourth, marketing promotions that can stimulate and motivate elderly
tourists and companions to travel in Thailand should offer discounts, free gifts or
exclusive deals. Sales and marketing concepts should be clear. Also, personal media,

tourism packages and programs should be appropriate.
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