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Abstract

The research’s objectives’ were 1) to study the foreign elderly tourists’ behavior and need of
tourism 2) to examine and develop the suitable model of tourism for foreign elderly tourists in Chiang Rai
province and 3) to develop the marketing communication strategies of model of tourism for foreign
elderly tourists in Chiang Rai province. The study was conducted through quantitative and qualitative
methodology. The research instruments were questionnaire interview, and focus group.

With regard to the result of the foreign elderly tourists’ behavior, it revealed that 1) they were
recommended to Chiang Rai by their friends, family’s members and relatives 2) their visit lasted for 2-3
days 3) they managed their trip by themselves 4) they visited Chiang Rai with their family 5) Their purpose
was relaxation 6) They have studied the information about Chaing Rai before their visit.

Regarding to the result of the foreign elderly tourists’ needs, it was divided into 4 aspects as
follows: 1) Health tourism aspect; Thai massage activities such as massage, massage with hot press, and
they needed the personnel who had knowledge and understanding in specific service 2) Historical
tourism aspect, a) the interesting tour route with various tourist attractions b) details and information on
the historical places (at a high level). In addition, they needed the performance related with history, the
vehicle which was designed for travelling around the historical places and media for giving information (at
a high level) 3) Cultural tourism aspect, the needs were divided into 2 aspects; (1) they needed to
participate in the process of the handicraft’s production and they also needed the tour guide who is able
to explained the information of the handicraft’s products to the tourists (2) they needed to participate in
the religious activities and they also needed the local tour guide who is able to explained the
information about the temples and religions to the tourists. 4) Eco tourism aspect, the foreign elderly
tourists needed the facilities for them such as Wi-Fi internet, slope area for trolley, elevator for the
elderly, health care center in case of emergency and first aid.

As for the results of the study on the suitable model of tourism for foreign elderly tourists in
Chiang Rai province, it indicated that 1) Health tourism model; the tour program was operated by San
Sai community. The program lasted for 2 days and 1 night which was consisted of healthy food (cooking
and eating) and doing exercise and relaxation such as traditional massage, traditional dance, Bio-organic
club dance and natural sight-seeing and learning 2) Historical Tourism; the tour routes were divided into
3 routes (1) Phaya Saen Phu Trail (2) Learning Chiang Saen Legend and (3) Lanna historical sites Sight-
seeing 3) Handicraft and Culture tourism model; the handicraft tourism model was divided into 4 sites
(1) Wiang Kalong Porcelain Group: visiting demonstration of the production, drawing and painting, visiting
the ancient stove and good quality clay (2) Traditional toys: Weaving Ngoo Dude (Snake sucking) and
other traditional toys (3) Wooed carving group: Sketching out/carving and composing pieces of wood (4)
Chiangsaen Textile Group: spinning thread and textile weaving. In addition, the religion tourism model (9
temples in Chiang Rai) was divided into 4 activities; (1) sightseeing of the beauty of the pagoda, the
principle of Buddha image and Ubosot and architecture (2) taking photo (3) studying and listening the
lecture on the history and (4) participating in the religious activities 4) Eco-tourism model; it was divided
into (1) Doi Tung tourism model; sight-seeing of Doi Tung Royal Palace, Mae-Fah-Luang Garden, Hall of
inspiration, Production and Distribution Handicraft Center, Mae-Fah-Luang Botanical Garden (Doi Chang
Moob)-Doi Tung Lodge and (2) Doi Mae Salong tourism model; sight-seeing of Mae Sa Long Nork, Relics of
Buddha Stupa of Sri Nakarintara Sathit Mahasantikiri Stupa, Northern Thailand Nationalist Chinese Army
Regiment Memorial Museum, Tuan Museum, Tea garden, Hill tribe Village and Wild Himalayan Cherry
flower or Sakura (in Thailand)



With regard to the study result of marketing communication strategies for foreign elderly tourist
in Chiang Rai province, it discovered that it was the “Integrated Marketing Communication” (IMC) that
composed of the communication through Branding. In summary, the 4 tourism models in Chiang Rai;
Health tourism, Historical tourism, Cultural tourism, and Eco-tourism would be communicated under the
same Branding; “guni¢ Zj“ﬂi] luigieesrg” “JOYFULL life and mind in Chiang Rai”. In addition, the four
tourism models of Chiang Rai have already presented via www.elderlytour.com website and other media

such as brochure, advertisement, and tourist guidebook, etc.
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