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The purpose of this research was to study the marketing strategies of domestic
tourism entrepreneurs in Amphur Muang, Chiang Mai.

The result of this study concluded that most of the sample group was the outbound
entrepreneurs and/or inbound entrepreneurs about 18 companies and 28 companies had published
for more than 10 years.

Most of the sample group focused on the marketing situational analysis in term of
opponent analysis and environmental analysis. The main 7 P’s strategic marketing focused on the
service process and the minor factors were products and promotions. The problems of the
domestic tourism procedure focused on the personnel’s working skills, opponents and prices.

In this research found that the differences of company registration were not effect to
the marketing situational analysis. On the other hand, there were the statistical significant
differences between the marketing strategies and the procedure’s problems.

The differences of the business procedure’s period were not effect to the marketing
situational analysis. Otherwise, there were the statistical significant differences between the

marketing strategies and the procedure’s problems except the current internal organization

evaluation and the problem of the opponents, which were differences from the business
procedure’s period by the statistical significant.

The marketing strategies of tourist Business in Chiang Mai: a case study of inbound
traveling of Thai tourists was studied the whole pictures of the marketing strategies of domestic
tourism in Chiang Mai. The data of this research was searched for whoever wants to study in this
kind of business in depth or will be the guidelines for the entrepreneurs to set their own marketing

strategies in their businesses in the future.





