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Interviewee No. ..oiveeee

Interview Check List : The Behavior Study of Thai and Foreign Tourist Gays

in Chiang Mai Province

FEEFFFFF AR I AF RS FEFE IR ERFEIF R IR R IFF R R IR R R

This research interview checklist is aimed at 1) studying Thai and Foreign Tourist Gays’
behaviors, expectations and demands in Chiang Mai 2) Surveying Thai & Foreign Tourist Gay’s
opinions about Marketing Mix of the tourism businesses in Chiang Mai and 3) study and compare
the marketing mix of the tourism industry services in the opinions of Thai and foreign gay tourists
in Chiang Mai 4) propose the marketing strategies for managing gay tourists in the appropriate

ways with the good images of Thai tourism

This interview check list is divided into 3 sections as follows ;

Section 1 Demographic Profile
Section I1 Tourism Marketing Mix in the opinions of the Gay Tourists
Section 111 Suggestion from Tourist

The researcher wishes the great cooperation from you and the data collected will be kept
confidential. The analysis of the data will be undertaken to show the overall results and has
impacts no on the interviewees or the concerned. Please answer the questions honestly from your

real opinions.
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Section I Demographic Profile
11. Age

18-25 Years Old
26-33 Years Old

34-41 Years Old

42-49 Years Old

50-57 Years Old

o 0O O O 0 O

Over 57 Years Old

12. Occupation

Student

Government Official / State Enterprise employee
Employee

Own Business

© 0 O O O

Other (Please Specify)......ccciimieecvecienciovisinens
13. Education

High School

Vocational Certificate

Bachelor Degree

O O O O

Master Degree
O Doctoral Degree

14. Income per month
Below 10,000 baht

10,001 — 20,000 baht

O

O

O 20,001 — 30,000 baht
O 30,001 — 40,000 baht
O

Over 40,000 baht

15. How often do you travel per year by average?................

16. Purpose of travel in this trip.



O 0 O O O

O
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Relax/Leisure

Visiting Friends/Relatives

Travel with schoolmates/Friends

Incentive tour

Praying to Buddha/God and doing religious activities

Other(Please ideptfiyWoms &5 L. L 5.0

17. What kind of accommodations do you choose?

O

©c 0 0 O 0O o0 O O

o

Hotel

Resort

Guest House

Bungalow

Apartment

Tent

Temple/School

Hostel/Hotel of Universities

Owned House/ Friend’s House/Relative’s Houses

Other (Please identify)Z. b b £ i,

18. What kind of restaurants do you often visit?

O
@]
O
O
O

Restaurants in the accommodation
Restaurants

Self cooking in the accommodations
Food Stalls

OtheR(PIEast igdentfy M. ... .ccouivvmaissonnss

19. Who do you travel with for this trip? (Can choose more than 1 answer)

O

0 0O O O O

Alone

Lover

Friends

Family / Relative
Travel Agent

Colleagues at work
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O Foundation/Temple/Church

O Home Community

O Other (Please identify).....ccccoeverirrrrecennnens
~20. Average Expenditure for the trip in total........cccoeeieerceneen. Baht divided into :
101 Aceommodation.. s Balt
10:2 Food.iupiminminiigf .. 20 @ Baht
10.3 Entertainment....udf ot . 38 1 Baht
10.4 Goods/Souvenirs. . .....oueveeceeseeianenns Baht
10.5 Other expenses (Please identify),........ccovveieneaian Baht

Section II : Tourism Marketing Mix in the opinions of the Gay Tourists. Please rank
according to its importance in your opinion. (1 is the most important till 7 is the least

important)

8) Destination Selection

.......... Product (Destination itself)

.......... Place (Location, Entrance fee sale booths)

.......... Promotion (Discount, Coupons, extra gifts, complimentary)

.......... Physical evidence and presentation (Cleanliness, atmosphere and setting design)
.......... Process (Entrance fee purchase process, information request process, service
process, payment process)

1.4 Why do you choose that marketing mix as the first priority (No.1)?
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1.6 What kind of criterion do you use to rank these marketing mix factors? Please kindly

stale your reasons.

Tour Activity Selection (Day Activities)
.......... Product : Religion-Based Activities/ Water-Based Activities (activities in seas &
waterfalls) / Cultural Activities / Natural based Activities / Art-Based

Activities/Manmade destination ~Base Activities (Parks, Shopping malls and fun parks)

.......... Place : Accessibility to the products, Entrance fee booths

.......... Promotion : (Discount, Coupons, extra gifts, complimentary)

.......... Physical evidence and presentation : Cleanliness, Atmosphere and decoration of
the place.
.......... Process : Process in ticket purchasing / Information inquiry / Payment Process

2.1 Why do you choose that marketing mix as the first priority (No.1)?

..........................................................................................................

2.3 What kind of criterion do you use to rank these marketing mix factors? Please

kindly state your reasons.

.........................................................................................................
.........................................................................................................
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10) Tour Activity Selection (Night Activities)

.......... Product : Sauna/ Pub & Restaurant / Bars / A Go-Go /Karaoke

.......... Physical evidence and presentation : Cleanliness, Atmosphere and decoration of
the place.
.......... Process : Process in ticket purchasing / Information inquiry / Payment Process

3.1 Why do you choose that marketing mix as the first priority (No.1)?

.........................................................................................................

3.3 What kind of criterion do you use to rank these marketing mix factors? Please kindly

state your reasons.

11) Accommodation Selection

.......... Product : Rooms

.......... Place : Location / Accessibility / Reservation Channels

.......... Promotion : Discount, Coupons, extra gifts, complimentary

.......... People

.......... Physical evidence and presentation : Cleanliness, Atmosphere and decoration of
the place.

.......... Process : Reservation/ Process in purchasing / Information inquiry / Payment

Process
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4.1 Why do you choose that marketing mix as the first priority (No.1)?

4.3 What kind of criterion do you use to rank these marketing mix factors? Please kindly

state your reasons.

.......... Place : Location
.......... Promotion : Sale
verenenns PEOple : Staff

.......... Physical evidence and presentation : Cleanliness, Atmosphere and decoration of

the place.

.......... Process : Reservation/ Process in purchasing / Information inquiry / Payment

Process

5.1 Why do you choose that marketing mix as the first priority (No.1)?
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5.2 What kind of criterion do you use to rank these marketing mix factors? Please kindly

state your reasons.

.......... Place : Location/ Spa reservation

.......... Promotion : Sale/ Discount

.......... People : Staff/ Massager

.......... Physical evidence and presentation : Cleanliness, Atmosphere and decoration of
the place.

.......... Process : Process in purchasing / Information inquiry / Payment Process

6.1 Why do you choose that marketing mix as the first priority (No.1)?

6.3 What kind of criterion do you use to rank these marketing mix factors? Please kindly

state your reasons.

14) Souvenir Selection

.......... Product : Souvenir

.......... Place : Location

.......... Promotion : Sale/ Discount, Coupons, extra gifts, complimentary

.......... People : Seller
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.......... Physical evidence and presentation : Cleanliness, Atmosphere and decoration of
the place.
.......... Process : Process in goods purchasing / Information inquiry / Payment Process

7.1 Why do you choose that marketing mix as the first priority (No.1)?

7.3 What kind of criterion do you use to rank these marketing mix factors? Please kindly

state your reasons.

......................................................................................................

More comments and recommendations on how to improve and develop the tourism

industry in Chiang Mai to respond the demands and the expectations of gay tourists.

Thank you for your kind cooperation and time.





