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Abstract - The purpose of this study was to 1.To study travelers’ behavior, lifestyles, and budget in Thais and foreigners in 
North 2.To explore factors affecting tourists’ before making tourism decision. It was found that tourists prefer to go to 
beautiful and well-known places; therefore, management of tourism must act in the way that ensures the beauty of the places in the 
long run and to ensure that its fame would not be decreased. This can be conducted by internal management of the places and via 
well-planned publicize. Factor of ‘safe to travel’ is also factor that management must give precedence to. 
 
Indexed Term - Ecotourism, Thai Tourism. 
 
I. INTRODUCTION 
 
The world tourism industries is growing up very fast 
([1],[2]) and it is an important export industry of 
many country such as Switzerland, New Zealand, 
Italy and Netherlands. Tourism industry of Thailand 
is importance to drive the economy in country and 
Hospitality industry is the most generating revenue 
for country. Tourism industry is not only making lot 
of revenue but also making lot of employment. When 
researchers considered with the importance of 
tourism industry from statistic of World Travel and 
Tourism Council [3], we found that this always make 
revenue and it trended to make more revenue in the 
future for the country.  
Ecotourism mean using Nature Based Tourism [4] it 
was tourism model that realizable the environment 
preservation, culture, tradition, responsible travel 
with nature areas that covers the environment and 
improving the well-being of local people.  Hence, 
tourists who traveled in ecotourism were difference 
from others, beside of travelers needed to travel and 
learned about nature; they also want to learn about 
traditional in those communities. The ecotourism 
model was for peculiar tourist. There were four 
reason basic ideas for success and sustainable 
development in managing ecotourism: sustainable 
development using, raising awareness in environment 
conversation, satisfying with travelers and local 
communities were involved. 
Therefore, researchers brought Marketing for 
Hospitality and Tourism theory and Economic 
Analysis to apply for finding the answer of Thais and 
foreigners are peculiar tourists (Niche Market). What 
were their lifestyles? How much they were spending 
money and what were the factors that they pay? 
Activities, products or service which one responded 
traveler’s requirement? Moreover, researchers studied 
what attributes that travelers needed in service 
details.  
The objectives in the research 
1.To study travelers’ behavior, lifestyles, and budget 
in Thais and foreigners in North. 

 
2.To explore factors affecting tourists’ before making 
tourism decision 
Scope of the research 
This work is The Area Based Development Research 
which study the travelers’ behavior, lifestyles, 
ecotourism product‘s attributes in travelers 
perspective. Furthermore, this research suggests the 
marketing strategy, encourage and develop the 
activity for ecotourism industry in the eight Northern 
provinces: Chaing Mai, Chaing Rai, Lumphun, 
Lumpang, Phrae, Nan, Phayao and Mae Hong Son. 
Researchers studied with Thais and foreigners that 
travel in those areas. 
Operational Definition 
 Ecotourism mean traveling natural in the particular 
place, the culture resource that relate with ecosystem 
by learning environment and traveling with local 
community. That creates the awareness in sustainable 
development.  
Tourist mean Thais and foreigners whose age more 
than 15 years old and they travel in ecotourism place 
in the Upper Northern Part of Thailand. 
 
II.LITERATURE REVIEW   

 
Tourism has re-defined itself from stimulating the 
numberof tourists among places to places in the 
world to differentiate demand hoping to comply with 
world demand in protecting the environment [5],[6] 
Ecotourism has been derived from ecology and 
tourism and it also can be found that there are other 
words used to imply the same definition as 
ecotourism which are nature tourism, bio tourism or 
green tourism. 
 Literature reviews have shown that there has definite 
ways of defining ecotourism depending on how 
scholars prefer to apply such definition to his/her 
uses. [7]   was the first scholar who defines 
ecotourism as “… a type of tourism relating to 
traveling to nature places without interfering the 
environments, hoping to enjoy, and learn of such 
environment; i.e., view, plants, and wild animals 
including culture embedded in those natural places.”  
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[8] defines ecotourism as “traveling relating to nature 
trying to preserve the environment by reserving the 
fund to accomplish such goal including to educate 
and build awareness in environment preservation.” 
[9] adopted [8]‘s definition and has made it more 
concise as “tourism that be responsible for 
environment and enhance the well-being of the 
community.”  
[10] defines ecotourism as tourism that educate 
tourists to better comprehension of nature and 
environment including ecology management to 
ensure sustainable growth. The word ‘nature and 
environment’ include tradition and culture in the 
community. 
 Ecotourism comprises 1) awareness of environment 
preservation, tourists’ satisfaction and participation of 
community in building awareness among members. 
Nature and environment are the major key to 
ecotourism; if such factors are damaged, it would 
affect tourism industry in the long run. Scope of 
ecotourism are 1) area factor; the area that tourists’ 
visit must be natural area including historical places 
and cultural places. 2) managerial area: such tourism 
must be  responsible to nature and environment, 
effective management to ensure the sustainable 
growth by focusing on environment, natural resource 
preservation, prevention of pollution. 3) Activity and 
process factor; tourism that enhance learning process 
about community natural places, environment, 
tradition and culture in that community to build right 
attitude for tourists toward community and 4) 
participation factor; tourism that involves all 
stakeholders in the community in every process to 
maximize community benefits and community well-
being. 
[11] concludes that factors affecting sustainable 
ecotourism depends on the degree of environmental 
preservation, agreements among stakeholders 
regarding tourism activities and related laws and 
regulations. [12] wrote Ecotourism Resource 
Management as A Way for Sustainable Tourism 
Development in Egypt found that 1)ecotourism must 
be publicized 2) lack of mass transportation are the 
obstacle of ecotourism 3) personnel in tourism 
industry must learn how to make attractive program 
for tourists to increase the number of tourists to the 
area and 4)guide tour must be able to communicate in 
English. [13] found that there must be  public 
relations regarding points of interest to increase 
number of tourists. [14]) conducted the focus group 
of tourists in New Jersey, Highland Regions found 
that eco-tourists would like to understand ecotourism 
so they participated in such eco-tourism and major 
reasons to choose the places are facilities in the 
visiting area. [2] found that ecotourism would be 
sustainable if those tourism program can create 
income for community, there are appropriate 
rule/regulations and laws both locally and nationally; 
i.e., those can be enforced, and there are short-term 
and long-term plan that go very well together. 

III.RESEARCH METHODOLOGY 
 
Population and Samples 
The target groups in this research were Thais and 
foreigners whose age more than 15 years old and they 
chose to travel in ecotourism place. However, 
researchers did not record the traveler’s statistic that 
travel in ecotourism place and the number of travelers 
were uncertain in period of time. Hence, researchers 
divided the samples in to two groups; 150 Thai 
travelers; 150 foreigner travelers; total 300 travelers 
per one province. There were three provinces that we 
recorded the information by Accidental Sampling, 
and the totals of samples were 900. Since, the 
numbers of travelers were difference in period of 
time, so that researchers could not random the sample 
by Probability. Therefore, we used Multi-stage 
Sampling when we met travelers in the section of 
study area and researchers recorded no more one-
fourth groups of travelers for spread the information. 
The place of study; in this work attempted to study 
ecotourism in eight provinces in North. However, we 
had limit of budget and time for studying, then 
researchers chose  three provinces for studying; 
Chaing Mai, Chaing Rai and Mae Hong Son instead. 
We chose these provinces because they were large-
area, lot of travelers and ecotourism places, 
moreover, they could be the world famous 
ecotourism places. 
In order that three provinces that we chose to record 
the information, four of tourist attractions in one 
province by Multi-Stage Sampling, there were 12 
tourist attractions (4 tourist attractions  3 provinces), 
and there were 900 samples in the record (300 
samples  3 provinces) 
Data processing and Synthesis The Information 
We analyzed the information in this research by using 
Descriptive statistics and Quantitative statistics by 
analyzing objectives. 
 
IV. RESULT OF THE STUDY 
 
The study of The Development of Marketing 
Ecotourism Strategy in Upper Northern Thailand  
collected 900 questionnaires from respondents. The 
results of the study can be summarized as follows 1) 
personal information of respondents 2) tourists’ 
behavior, tourists’ traveling pattern, tourists’ expense 
per trip 3) factors affecting tourists for ecotourism. 
It is found that the majority of the respondents are 
female in the number of 541 respondents (60.10%) , 
the rest are male of 359 respondents (39.90%) as 
shown in Table 2. Regarding the age of the 
respondents, the majority of respondents are between 
31-40 years old in the number of 309 respondents 
(34.30%) , the second majority are between 20-30 
years old in the number of 276 respondents (30.70%). 
The third was between 41-50 years old  in the number 
of 192 respondents (21.30%)  and there are 67 
respondents older than 60 years old (7.40%). The 
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group of 51-60 years old is 51 respondents (5.70%). 
The least group was under 20 years old in the number 
of 5 respondents (0.60%) as shown in Table 2.   
Regarding marital status, there were 441 respondents 
who got married (49.00%), and there were 382 
respondents who were single (42.40%) and 52 
respondents who were widow in the number of 52 
(5.80%) and divorced of 25 (2.80%) as shown in Table 
2. Regarding the educational level of respondents, it is 
found that the majority of respondents hold bachelor 
degree of 491 (54.50%), higher than bachelor of 159 
(17.70%) and vocational degree of 111 (12.30%) and 
only 79 respondents hold high school degree (8.80%). 
The least group was less than high school of 60 
respondents (6.70%) as shown in Table 2.                   
Regarding profession of respondents, it is found that the 
majority of respondents were governmental servants in 
the number of 297 (33.00%), self-employed 264 
(29.30%), employee  of 157 (17.40%), students of 54 
(6.00%), and there were only 15 respondents who are 
jobless (1.70%). The average income of respondents 
were 10,001-20,000 baht per month in the number of 
390 respondents (43.30%), the 2nd majority was 
between 20,001-30,000 in the number of 149 
respondents (16.60%), the 3rd was 5,000-10,000 baht 
per month in the number of 116 (12.90%), 111 
respondents (12.30%) has no stable income. There were 
65 of respondents who earn between 40,001-50,000 baht 
per month (7.20%), 30,000-40,000 baht of 43 (4.80%) 
and the least of more than 50,000 baht per month was 26 
(2.90%) as shown in Table 2. 
 
Table 2 Frequency and Percentage of Characteristic 

of respondents 

 

 
 
 Section 2: Tourists’ behavior, tourists’ pattern, and 
tourist’s expense per trip.Tourists’ behavior, tourists’ 
pattern, and tourist’s expense per trip was conducted 
by check list comprising traveling pattern, expense 
per trip, companion during the trip, number of trips, 
suitable time for traveling, purpose of traveling, 
information source before making traveling decision, 
hotel, consumption behavior during the trip, and 
expense on food during traveling.  
 

Table 3 Frequency and Percentage of Traveling 
Behavior 

 
 
Traveling Behavior: The majority of tourists use 
automobile in the number of 559 tourists (62.10%), by 
bus with the touring group of 161 (17.90%), van 81 
(9.00%), motorbike of 64 (7.10%),  regular bus of 21 
(2.30%), the least was by plane of 14 (1.60%) as shown 
in Table 3. 
 

Table 4 Frequency and Percentage of Expense per 
trip 
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Expense per trip: The majority of respondents spends 
between 5,000-10,000 baht in the number of 349 
respondents (38.70%), the second biggest were 
10,001-20,000 baht in the number of 199 (22.10%), 
less than 5,000 per trip of 113 (12.60%). There were 
78 respondents who are not sure on how much they 
spend on each trip (8.70%) and there were 64 
respondents who spend more than 40,000 baht 
(7.10%). There were 55 respondents who spend 
between 20,001-30,000 baht (6.10%). The least group 
was between 30,001-40,000 baht of  30,001 – 40,000 
Baht of 42 or 4.70%) as shown in Table 5. 
 

Table 5 Frequency and Percentage of Traveling 
Companion 

 
 
Tourists’ Companion: It is found that the majority of 
tourists travel with friends in the number of 437 
tourists (48.50%), the second majority of 367 travels 
with family (40.80%), the third travels alone of 75 
(3.80%), the fourth travel with tour group of 14 
respondents (1.60%), and the least travel with 
boyfriend of girlfriend in the number of 7 
respondents (0.80%).  
 

Table 6 Frequency and Percentage of Number of 
Times Visited 

 
 
Number of Times Visited: It is found that the majority 
of respondents visited for the first time in the number of 
494(54.90%), the second majority was the 2nd time visit 
of 245 (27.20%), 3 times of 92 respondents (10.20%), 
more than 3 times of 62 respondents (6.90%). The least 
was traveling once a year of 7 respondents (0.80%). 
 
Table 7 Frequency and Percentage of Suitable Time in 

Traveling 

 

Suitable Time in Traveling: It is found that the 
majority of respondents were unsure about their 
traveling time in the number of 450 respondents 
(50.00%), the second biggest were traveling on 
weekends in the number of 213 (23.70%), the third 
group was during official holidays in the number of 
131 (14.50%), and the least group was traveling 
during weekdays in the number of 106 respondents 
(11.80%) as shown in Table 7. 
 

Table 8 Frequency and Percentage of Purpose of 
Traveling. 

 
 
Purpose of Traveling: It is found that the purpose of 
traveling was to relax in the number of 489 (54.30%), 
participating with family activities in the number of 
212 (23.60%), to travel during certain festival of 192 
(21.30%), to work in the number of 7 respondents 
(0.80%). 
   Information Source in Making traveling decision: It 
is found that the majority of tourists made their own 
decision regarding the trip in the number of 418 
(46.50%), the second was consulting with relatives or 
friends in the number of 386 (42.90%), and there 
were the equal number of 40 (4.40%) searching for 
information via television, radio, and tourism 
organization. The least group was from the Internet in 
the number of 16 (1.80%) as shown in Table 9.  
 

Table 9 Frequency and Percentage of Information 
Source 

 
 
Place to stay : It is found that the majority of 
respondents chose to stay in hotel in the number of 
497 (55.20%), relatives or friends’ house in the 
number of 186 (20.60%), camping 148 (16.40%), 
private house 41 (4.60%), and the least choice were 
guesthouse, resort, homestay, and national park house 
of 7 (0.80%) as shown in Table 10.  
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Table 10 Frequency and Percentage of Place to Stay 

 
 
Meal Consumption During the Trip: It is found that 
the majority of respondents say they did not have the 
specific plan of 306 respondents (34.00%), the 
second group was buying instant food in the number 
of 252 respondents (28.00%), the third group was 
self-cooking meal in the number of 175 respondents 
(19.40%), the fourth group was touring company 
food in the number of 105 respondents (11.70%), the 
fifth group was the meal provided by the residence in 
the number of 48 respondents (5.30%) and the least 
group was restaurants in the number of 14 
respondents (1.60%) as shown in Table 11.  
 

Table 11 Frequency and Percentage of Meal Type 
during the Trip 

 
 
Expense Meal during the Trip: It is found that the 
majority of respondents spend less than 5,000 baht 
per trip in the number of 356 respondents (39.60%), 
the second biggest group is between 5,000-10,000 
baht per trip in the number of 348 respondents 
(38.70%), the third group was uncertain of the 
amount in the number of 157 respondents (17.40%), 
the fourth group spend between 20,001-30,000 baht 
per trip in the number of 7 respondents (0.80%) and 

there was none respondents spend more than 30,000 
baht per trip as shown in Table 12. 
 
Table 12 Frequency and Percentage of Meal Expense 

per Trip. 

 
 
Factors affecting ecotourist decision making in the 
Northern Part of Thailand 
   It is found  tourists give precedence to these factors 
in making ecotourism decision. Those factors are 
‘beautiful points of interest’ with the score of 3.65, 
safe to visit with the score of 3.55, well-known points 
of interest with the score of 3.51,  places that can 
enhance tourists’ knowledge with the score of 3.44, 
generally accepted places by other tourists with the 
score of 3.43 and clean places with the score 3.41. In 
addition the following factors, tourists give less 
precedence to ‘friendly staff’ with the score of 3.38, 
reasonable price of boarding with the score of 3.31, 
availability of parking with the score of 3.16, and 
lastly sufficient facility with the score of 3.12 as 
shown in Table 13.  
 
Table 13 Average score, standard deviation and,  degree 
of importance of factors affecting ecotourists’ decision 

making 
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V. DISCUSSION OF RESULTS 
 
The results of this study has complied with other scholars 
in tourism like in the work of [1], [3] and [4].  Based on 
the results, tourists prefer to go to beautiful and well-
known places; therefore, management of tourism must 
act in the way that ensure the beauty of the places in the 
long run and to ensure that its fame would not be 
decreased. This can be conducted by internal 
management of the places and via well-planned 
publicize. Factor of ‘safe to travel’ is also factor that 
management must give precedence to (3.55). Information 
regarding on how to travel to the places in every mean 
must be provided clearly to tourists. Factor of 
‘knowledgeable place’ shows that tourists prefer to gain 
certain type of knowledge regarding the place they visit; 
therefore, history, culture, culture or an other related 
knowledge must be exhibited to tourists via guide tour, 
or publicize documents. 
The rest factors of ‘reasonable price of boarding’, 
‘sufficient facility’, ‘availability of parking’ and ‘friendly 
staff’ has the score of moderate (3.31, 3.12, 3.16, and 
3.38 respectively); though not considered as the high 
degree factor, these factors should be in manager 
concerns in providing better services to tourists.  
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