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Guidelines for Promoting Creative Tourism in Phuket Old Town

During the Low Season

Nattida Lorworalak!”, Sutthahathai Ruenkaew!,

Sudarat Saengjan', Thaksornthan Kongpim'
Received: 6/10/2025, Revised: 24/12/2025, Accepted: 27/2/2026

Abstract

This research aims to: 1) examine the motivations and perspectives of international
tourists toward creative tourism activities in Phuket Old Town during the low season;
2) analyze the perception levels of international tourists regarding creative tourism activities
in Phuket Old Town during the low season and 3) propose guidelines for developing and
promoting sustainable creative tourism activities in Phuket Old Town during the low season.
The study involved 400 international tourists visiting Phuket Old Town during the low season.
A questionnaire was used as the main research instrument, with comparative analysis and
hypothesis testing applied. The findings revealed that international tourists had a very high
level of motivation in three aspects: physical, cultural, and personal, thereby reflecting a desire
for more meaningful travel experiences. Moreover, perceptions of creative tourism activities
were also very high based on the 3S principles, showing strong potential for Phuket Old Town.
Hypothesis testing indicated that motivations and attitudes varied by gender and were
positively related to satisfaction, perceived value, and intention to revisit. Consequently,
the study proposes five guidelines: continuous creative activities, online marketing, fair pricing,
improved facilities and safety, and community participation to preserve cultural identity

and promote long-term sustainable tourism.

Keyword: low season; creative tourism activities; creative tourism; Phuket Old Town
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Table 1

Levels of Motivation, Tourist Behavior, and Attitudes toward Creative Tourism Activities of the

Respondents
Motivation, Behavior, and Attitudes toward _ <D Level of
Tourism Activities Interpretation

Motivation for tourism 4.66 0.54 Highest
Tourist behavior 4.68 0.54 Highest
Attitudes toward components of tourism activities a.67 0.54 Highest

Overall motivation, behavior, and attitudes
4.67 0.52 Highest

toward tourism activities

Note. n= 400, *sig. < 0.05

1NAITT 1 1HaNITUININTINYBIUTIRILR nodnssuvesdnvisufied wagiAuaf

lngsiueglusyiu “uniign” dAnadesiumiiu (X = 4.67, S.D. = 0.52)

1 g
U a

o o ' a a v o
NDUN 3 ﬂiﬁ]ﬂLL’N?jﬂfﬂuﬂ’liwmmEJ’JVI\?ﬁQQﬂQVI’Nﬂ']Em’]W ﬁdﬂﬁiﬁ]ﬂﬁu?wuﬁiiu La

degdladudiusivasgneunuudauniy

Table 2

Levels of tourist motivation among respondents

_ Interpretation
Travel Motivation Factors X sD Criteri
riteria
Physical Motivation 4.67 0.60 Highest
Cultural Motivation 4.69 0.58 Highest
Personal Motivation 4.64 0.62 Highest
Composite Travel Motivation Factors 4.67 0.60 Highest

Note. n = 400, *sig. < 0.05
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fiAedssaindu (X = 4.67, SD. = 0.60)
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Table 3

Tourists' perception levels regarding the 3S principles in creative tourism activities (N=400)

Level of
The 3S principles X S.D.
Interpretation

Sophistication 4.69 0.59 Highest
Senses 4.66 0.55 Highest
Stories a.67 0.55 Highest
Overall levels of the 3S principles 4.67 0.54 Highest

Note. n= 400, *si¢. < 0.05

IINATTIN 3 HANITTLATIZYINUTN SEAULWIAA 3S (The 3S principles) Y845 nay

wuugeunulneTinegluseauinian IA1edesiuwiiu (X = 4.67, S.D. = 0.54)

Table 4
Levels of satisfaction with the experience of value perception toward activities and intention

to revisit among the respondents

Satisfaction with the Experience of Value 7 <D level of
Perception toward Activities and Intention to Revisit Interpretation
Satisfaction with the experience 4.65 0.54 Highest
Value perception and intention to revisit 4.70 0.51 Highest

Overall satisfaction with the experience of value
4.68 0.51 Highest
perception toward activities and intention to revisit

Note. n= 400, *sig. < 0.05
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YamaukuUasUnulngsIeglusEivinign dadesiuwiiu (X = 4.68, S.D. = 0.51)

AAUN 5 N1INAFIUAINLANGAI9TENI19TaTeusegelalunisviaaiien Audnue

N9UszYINSANENS
Table 5
Comparison of travel motivation factors across different genders (N=400)
Sex Quantity X S.D. T Sig.
Male 154 4.69 0.44
Female 196 4.73 0.51
4.339 0.014*
Prefer not to say 50 4.48 0.86
Total 400 4.68 0.54

Note. n= 400 and *sig. < 0.05

1NN 5 MU MaNTIeTERUSBUIsuANLUAnAsweadaussgslalunisvie e
fuwnet Tneldadid One-way ANOVA Lilevnaaumuuansnaszninengy uwandiidfiuin dnvieadiond
ﬁL‘WﬂLLmﬂﬁmﬁuﬁLm'gﬂaﬂumwiaqL‘ﬁmLmﬂ&mﬁuaﬂwaﬁﬁﬂﬁwﬁmmqaﬁﬁﬁizﬁu .05 ToaLnAng)esl
Anadsussgslagninnane Feagvieuiinguiinveafismdgdiianuddyiunsidismiangsu

A31985IAINBLES UAS 19U T AUNIT AN T AU TTULAL DI TUAILNNNINLNANE

¥

a o v ' o o = ¢ o
ADUN 6 ﬂ?quﬁuWUﬁizﬁqqﬂmeLLﬂiﬂﬁ]ﬁ]ElLLs\‘l"?j\?alQ ﬂ'ﬂ"lllwQwaiﬁ]iu‘ljﬁzﬁUﬂqimﬂqisUi

Y

AMAIYRININTTU wazAURslandunLEay

Table 6

Pearson correlation coefficient between travel motivation, satisfaction, and revisit intention

Satisfaction with Perceived value and
Travel motivation Total
tourism Activities revisit intention

*% *% *¥

Physical Motivation 795 .829 .839
(0.000)* (0.000)* (0.000)*

10
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Table 6 (Cont’)

Satisfaction with Perceived value and
Travel motivation Total
tourism Activities revisit intention
Cultural Motivation 780" 828" 830"
(0.000)* (0.000)% (0.000)*
Personal Motivation 744"” 791" 793"
(0.000)% (0.000)% (0.000)*
817" 863" 867"
Total
(0.000)% (0.000)% (0.000)*

Note. p < 0.01 (**) indicates statistical significance at the 0.01 level; p < 0.05 (*) indicates

statistical significance at the 0.05 level

91157 6 ANANITIATIEEAINANTUSNUT wsagdlanndudinwduiusiFeuanly
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New knowledge of creative tourism in low season
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Tourism Management Components Influencing Thai Tourists
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Abstract

The objective of this research was to investigate the Tourism Management
Components Influencing Thai Tourists’ Satisfaction at Samila Beach, Songkhla Province,
Thailand. Data were collected via questionnaires from a sample of 400 Thai tourists at the
destination. The data were analyzed using Multiple Regression Analysis.

The findings revealed that among the five dimensions of tourism components, four
significantly influenced tourist satisfaction. The factors with a positive impact were: Activities
(B = 292, t = 6.682), Services (B = 257, t = 4.694), Attractions (B = .248, t = 6.001), and
Accessibility (B =.096, t = 2.364), respectively. Conversely, the Facilities dimension (B = 076,
t = 1.476) was found to have no statistically significant effect on the satisfaction of Thai tourists
at Samila Beach. This study contributes a novel conceptual framework, the “3AS Model”
comprising Attraction, Accessibility, Activity, and an added emphasis on Services. This finding
reflects that the satisfaction of Thai tourists at Samila Beach derives from direct experiences
of what they see, their travel and access, the activities undertaken, and the services received.
Accordingly, the model enables the tourism management of Samila Beach to operate more

effectively and to better meet the needs of its visitors.

Keyword: tourism elements; tourist; satisfaction
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Table 1 Means and Standard Deviations of Tourism Management Components

Tourism Component X S.D. Interpretation
1. Attractions 4.50 .663 Highest
2. Accessibility 4.67 551 Highest
3. Amenities 4.15 183 High
4. Services 4.37 196 Highest
5. Activities 4.59 572 Highest
Total 4.45 574 Highest

910 Table 1 MNyRBULUUABUNUTIIVLANUI tnneaiigliamiudnlnesiuteegluseeiu

fiunnian (X = 4.45, SD. = 570) wasilofiarsanduseniu sudifinadogean Ao auninands
(X = 4.67,S.D. = .551) S098941AD aufanssy (X = 4.59,S.D. = .572) gwuﬁaﬁaaﬂ (X = 4.50, S.D.
= .663) ﬁymmw%ms (X = 4.37,S.D. = .796) LLazﬁwuﬁaéwuaaﬂawmazmaﬂ (X = 4.15,S.D. = .783)
AUAIAY

nan1snTvaeudyALdLRISSEdLUsBase (Multicollinearity) Tnefiansanainan
Tolerance WaxA1 VIF (Variance Inflation Factor) HAN13ATIVABUNUIN ﬁ’JLLUiﬁﬁiznﬂﬁjﬁﬂlﬁ
Tolerance aq’iz‘mfﬁﬂ 224 §9 .443 F3iA1u1nn17 .10 wazA1 Variance Inflation Factor (VIF) aE‘J;
589119 2.26 §9 4.09 Teiia1upenan 10 wans1ludTymn Multicollinearity 13 elu il Taymn

AUFUNUSAULDITZUINIAILUSDETE (Hair et al,, 2010)

Table 2 Multiple Regression Analysis of Tourism Components Affecting the Satisfaction of

Thai Tourists Visiting Samila Beach, Songkhla Province

Unstandardized Standardized
Analysis
Tourism Component Coefficients Coefficients t Sig.
Result
B Std. Error B
1. Attractions 223 .037 .248 6.001 | .001 | Supported
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Table 2 (Cont’)

Unstandardized Standardized
Analysis
Tourism Component Coefficients Coefficients t Sig.
Result
B Std. Error B
2. Accessibility 104 .044 .096 2.364 | .019 | Supported
Not
3. Amenities .058 .039 076 1.476 | .141
Supported
4. Services 192 .041 257 4.694 | .001 | Supported
5. Activities 303 .045 292 6.682 | .001 | Supported

R=.835, R?=.697, F=190.159, P value < 0.05

Accessibility
= q604
,,,,,,,,,,,,,,,,,,,,,, Tourism
Component

Figure 1

Tourism Components Affecting Tourist Satisfaction at Samila Beach, Songkhla Province
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t = 6.682) 5998911 Ao MUNTUINT (B = 257, t = 4.694) nudaagn (B = .248, t = 6.001) AU

nsids (B = .096, t = 2.364) mud1du lneatudssaeainuazain (B =.076, t = 1.476) lu
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Abstract

This research aimed to 1) examine tourist behavior in gastronomy tourism, and 2)
examine push and pull motivational factors in gastronomy tourism at Kham Khong Market,
Nong Khai Mekong Riverside Walking Street, Nong Khai Province. A survey research design was
employed. Data were collected from 400 tourists selected through purposive sampling, using
a questionnaire as the research instrument, and analyzed using frequency, percentage, mean,
and standard deviation.

The findings revealed that most respondents were female, aged 21-30 years, single,
held a bachelor's degree, were students, and resided in the Northeastern region. Regarding
behavior, the majority traveled by private vehicle (94.00%), for leisure and gastronomy tourism
(69.75%), were first-time visitors (73.75%), traveled with friends (39.75%), and obtained tourism
information via social media (64.50%). Regarding motivation, push factors were rated at a high
level overall (x = 4.33), exceeding pull factors, which were likewise rated at a high level
(x = 4.27). The highest-rated push factor was the desire for relaxation through dining at the
market (x = 4.46), while the highest-rated pull factor was the quality of service provided by
food vendors (x = 4.34); the taste of the food received the lowest mean score (x = 4.19). The
study proposes the PIER Model for developing gastronomy tourism in Mekong border

destinations.

Keywords: tourist behavior; motivation; gastronomy tourism; Kham Khong market
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5.2 WeANIIUVRUNYiaaNe

HANTIATIRNVBYANGANTTUTRsNNeANgILanluA1T199 1
Table 1
Analysis of Tourist Behavior (n = 400)

Tourist Behavior Frequency Percentage

Mode of transportation used for this trip

Public bus 24 6.00
Private car / private motorcycle 376 94.00
Total 400 100.00

Purpose of the trip

Leisure / gastronomic tourism 279 69.75
Learning / educational visit on local cuisine 42 10.50
Participation in gastronomic tourism activities / training 22 5.50
Consuming local food 57 14.25
Total 400 100.00
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Table 1 (Cont’)

Tourist Behavior Frequency Percentage
Daily travel expenditure
Less than 1,000 THB 135 33.75
1,000 - 3,000 THB 153 38.25
3,001 - 5,000 THB 86 21.50
More than 5,000 THB 26 6.50
Total 400 100.00
Number of visits
First visit 295 73.75
Second visit 76 19.00
More than two visits 29 7.25
Total 400 100.00
Travel companions
Alone 56 14.00
Family / relatives 86 21.50
Friends 159 39.75
Partner 52 13.00
Tour company a7 11.75
Total 400 100.00
Sources of tourism information
Websites 43 10.75
Social media (Facebook / Instagram, etc.) 258 64.50
Television 15 3.75
Friends 40 10.00
Relatives 23 575
Family 21 5.25
Total 400 100.00
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Table 2
Means and Standard Deviations of Push and Pull Factors (n = 400)

Tourist motivation X S.D. Interpretation
Push Factors
Desire to improve physical and mental health through local food 439 | 0.61 Strongly agree
consumption
Desire to meet people from different cultures through local cuisine 422 | 0.67 Strongly agree
Desire to avoid monotonous everyday meals 4.27 0.76 Strongly agree
Desire to learn about culture through local cuisine 428 | 0.73 Strongly agree
Desire to gain new experiences and knowledge of gastronomic tourism 436 | 0.65 Strongly agree
Desire for relaxation through dining at Kham Khong Market, Nong Khai | 4.46 | 0.62 Strongly agree
Mekong Riverside Walking Street
Overall 433 | 0.50 | Strongly agree
Pull Factors
Diversity of food menus 4.28 | 0.76 Strongly agree
Quality of service provided by food vendors 4.34 | 0.66 Strongly agree
Food safety 429 | 0.69 Strongly agree
Good taste of the food 419 | 0.75 Agree
Reputation and recognition of food establishments 422 | 0.73 Strongly agree
Overall 4.27 | 0.62 | Strongly agree
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Figure 1
The PIER Model for Gastronomy Tourism Development in Mekong Border Destinations
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Note. The PIER Model comprises four interconnected components—Push-led Positioning, Integrity of Service
and Safety, Experience Differentiation, and Repeat-visit Reinforcement—synthesized from the empirical

findings on tourist behavior and push—-pull motivation at Kham Khong Market, Nong Khai. Own work.
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Marketing Factors in Accommodation Selection Among
Retirement-Age Tourists: A Case Study of Chiang Khan Walking Street,
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Abstract

This research examined the personal and marketing factors influencing
accommodation selection among retirement-age tourists at Chiang Khan Walking Street, Loei
Province. The sample comprised 420 tourists aged 60 years and over, with the sample size
determined through purposive sampling. The research instrument was a questionnaire. Data
were analyzed using descriptive statistics.

The findings revealed that most respondents were female (55.71%), aged 60-65 years
(75.00%), married (52.38%), and held a bachelor's degree (61.67%). The majority had a monthly
income of 15,000-25,000 baht (52.62%) and resided in the Northeastern region (80.00%).
Regarding the marketing factors based on the services marketing mix (7Ps), all seven
dimensions were rated at a high level overall. The dimension with the highest mean score
was Place (x = 4.46), followed by Process (x = 4.44), Promotion and Physical Evidence (x =
4.43), People (x = 4.42), Product (x = 4.40), and Price (x = 4.38). Notably, these tourists
prioritized convenience of access and value for money over low prices. These findings led to
a theoretical contribution termed The 3C Decision Base: Convenience-Value-Care, which can
guide accommodation operators and relevant agencies in developing services and formulating

marketing strategies aligned with this target group's needs.

Keywords: retirement-age tourists; accommodation selection; marketing factors; services

marketing mix; Chiang Khan
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Table 1

Frequency and Percentage of Respondents' Demographic Characteristics (n = 420)

Demographic Characteristics Frequency Percentage
Gender

Male 168 40.00
Female 234 55.71
LGBTQ+ 18 4.29
Total 420 100.00
Age

60-65 years 315 75.00
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Table 1 (Cont’)

Demographic Characteristics Frequency Percentage
66-70 years 63 15.00
71 years and above a2 10.00
Total 420 100.00

Marital Status

Married 220 52.38
Single 126 30.00
\Widowed / Divorced / Separated 74 17.62
Total 420 100.00

Education Level

Below bachelor's degree 116 27.62
Bachelor's degree 259 61.67
Higher than bachelor's degree 45 10.71
Total 420 100.00

Monthly Income

Below 15,000 THB 112 26.67
15,000-25,000 THB 221 52.62
25,001-35,000 THB 31 7.38

More than 35,000 THB 56 13.33
Total 420 100.00

Region of Residence

Bangkok and Metropolitan Area 35 8.33
Central Region 7 1.67
Eastern Region 14 3.33
Northeastern Region 336 80.00
Southern Region 7 1.67
Northern Region 21 5.00
Total 420 100.00

91NA13197 1 HAN1TIATITNANBUENNUITEYINIAIANTVDINQUAIDEIN TIUIY 420
Al WU naudieesaIuluydumands (sesaz 55.71) da1g32nang 60-65 U (seeaz 75.00) il

anuNInaNTa (Sovaz 52.38) uazinisAnwseauliuaes (Segaz 61.67) ausiglaneifou @i
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Ingyiisalasening 15,000-25,000 v (segar 52.62) wazklofiarsanmugiiaunnuiaiulvgd

pildneglunangiusenileanile (segaz 80.00)

2. Uadgn1enisnanalunisiaanlgusnisnnn

NAN1TIAT1ENUITENNAITAANAMULUIAAIUUTZAUNINNITAAINUIANT (TPs) Nlanan13

dwenlvusnsnnvesinnesinedriainden nunlagamsindadens 7 auesylussduuinnnaiy

TRelisNuasid8nlULAATATUAIT

Table 2

Mean, Standard Deviation, and Interpretation of Marketing Mix Factors (7Ps) Influencing

Accommodation Selection of Retirement-Age Tourists (n = 420)

email) without agents/third-party websites

Marketing Mix Factors 3% S.D. |Interpretation
1. Product
Rooms are equipped with complete facilities that meet guests' needs 4.51 0.68 Highest
Common-area facilities are provided (e.g., bicycles, lounge/lobby, 4.42 0.71 Highest
restaurant, parking, free Wi-Fi)
Cleanliness of rooms and common areas 4.37 0.75 Highest
A variety of room types is available to suit guests' needs 4.32 0.86 Highest
The style/design of the room or accommodation has a distinctive 4.41 0.76 Highest
identity
Total 4.40 0.75 Highest
2. Price
The price is worth the quality received 4.46 0.70 Highest
The price is reasonable compared with other accommodations 4.35 0.77 Highest
The room rate is appropriate for the location 4.32 0.76 Highest
A variety of price levels is available 4.36 0.81 Highest
Food and beverage prices are reasonable and worth the money paid 4.40 0.77 Highest
Total 4.38 0.76 Highest
3. Place
Distribution channels are available through sales staff 4.40 0.77 Highest
Rooms can be booked directly with the property (e.g., walk-in, phone, 4a.47 0.72 Highest
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Table 2 (Cont’)

Marketing Mix Factors X S.D. |Interpretation
The accommodation is located near major attractions and is convenient| 4.48 0.68 Highest
to travel
Online room reservation service is available directly 4.48 0.66 Highest
The reservation system is available 24 hours a day 4.47 0.75 Highest
Total 446 | 0.71 Highest
4. Promotion
Staff provide useful information that meets guests' needs 4.48 0.69 Highest
Package programs are offered for tour groups 4.39 0.73 Highest
Advertising and public relations are conducted through various media 4.48 0.77 Highest
(e.g., TikTok, Instagram, Facebook)
Discounts are offered on special occasions (e.g., birthdays, wedding 4.34 0.83 Highest
anniversaries)
Sales promotions are held during provincial festivals a.ar 0.83 Highest
Total 443 | 0.77 Highest
5. People
Staff have good interpersonal skills and a pleasant manner in providing service 4.39 0.81 Highest
Staff serve customers equitably 4.47 0.69 Highest
Staff are sufficient and ready to provide service promptly when needed | 4.32 0.85 Highest
Staff provide fast and appropriate service a.4a7 0.64 Highest
Staff are skilled in providing service 4.49 0.68 Highest
Total 4.42 0.73 Highest
6. Process
A fast check-in and check-out registration system is provided 4.47 0.73 Highest
Various payment methods are available 4.51 0.71 Highest
Attentiveness in the service process (e.g., remembering guests' details and needs)| 4.38 0.73 Highest
A multi-channel room reservation service is provided 4.39 0.75 Highest
The booking and payment process is accurate and reliable 4.46 0.75 Highest
Total 4.44 0.73 Highest
7. Physical Evidence
Sufficient security personnel are provided to protect property 4.45 0.72 Highest
The accommodation has clearly marked entrances and exits 4.41 0.71 Highest
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Table 2 (Cont’)

Marketing Mix Factors X S.D. |Interpretation
The room decoration has a distinctive identity 4.46 0.72 Highest
Sufficient parking space is available 4.40 0.82 Highest
Atmosphere/cleanliness of the surrounding area 4.46 0.68 Highest
Total 4.43 0.73 Highest

Note. Interpretation criteria: 4.21-5.00 = Highest, 3.41-4.20 = High, 2.61-3.40 = Moderate, 1.81-2.60 = Low,
1.00-1.80 = Lowest
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