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A Study of Tourists' Demand for Traveling to Secondary Cities
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Abstract

This research employed a survey design with the primary objective of examining tourists’
requirements and expectations regarding travel to secondary cities in Northeastern Thailand. Data
were collected from a sample of 201 tourists using a structured questionnaire with a reliability
coefficient of 0.94. The data were analyzed using descriptive statistics, including frequency,
percentage, mean, and standard deviation, as well as inferential statistics such as t-test, one-way
ANOVA, and Scheffe’s post hoc analysis. The analyses were conducted using SPSS at the 0.05 level
of statistical significance. The results indicated that tourists placed high importance on positive travel
experiences, value for money, adequate facilities, and effective image communication of secondary
cities. Furthermore, cultural preservation and the enhancement of local identity were identified as
essential components in fostering distinctiveness and attracting sustainable tourism. Based on these
findings, it is suggested that strategies for promoting secondary cities should be grounded in tourists’
needs and expectations, while integrating marketing initiatives, infrastructure development, the
provision of meaningful experiences, and community engagement. Such an approach would
enhance the attractiveness of secondary cities and contribute to equitable income distribution within

local communities.

Keywords: Tourism, Demand, Northeastern Region of Thailand, Secondary Cities
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INAITNT 3 WU AIUA BINITUDIU NV 8947 827 3 9l 0N13v1 DLl 8l p9gesluLTRAIA
nziusanideanila TwunauEnUNNEINYAREA 1LY Tnan1nsiu ludanunansieiueg 19l
HedAgymedatiszau 0.05 wasdleneudisuiiusedu hun duenusessvesiuilan (Consumer

Wants and Needs) amusuyuvessustne (Consumer's Cost to Satisfy) fumsdeans (Communication) Tl

'
.d 1

darmuanaetuog i Toddymaad d A5edv 0.05 uasduarmazaanlunisd svesuslng
(Convenience to Buy) fansuansnsiuegneiitaddymisadffisesu 0.05

NaN15ILATIEY FeyalTouliumnuuansisresaNdesnsvesinyionfiedfidsons
vieufissleseslulunnany fusenidsanie SuunamaauAMEILYARAFILTINDYY WU A0

Ya v = ' |

wanensiueg1didedAymeadifvisedu 0.05 §idedmaaeuanuuanaiaduseaieds il

(Scheffe) Usngsamsasieluil
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AN5199 4 LERSANED AT LT INISIUS SUTI B UALLANAN I BIA RS A UAILA BINSVBII NVIDLENTITife

nsviesieniassesluvnniangiuesnideunile aruauazainlun1sveveuilan

(Convenience to Buy) dwunmuaamunmeaiuuanasutetaduses

Gen Z GenY Gen X Gen B
21y X | WA.2541-2565) | (WA2523-2540) | (WA.2508-2522) | (W.F.2489-2507)
3.78 3.61 3.57 3.09
Gen Z (W.f1.2541-2565) | 3.78 - 0.17 0.21 0.69*
Gen Y (W.f.2523-2540) | 3.61 - 0.04 0.52
Gen X (W.A.2508-2522) | 3.57 - 0.49
Gen B (W.A.2489-2507) | 3.09 -
*{ifdndrymnsadafisesu 0.05

9NAN5199 4 Wudn Anudesnisvesinviend safiinonisviond suieaseslulunnia
nyfuoenidanile funnuagmnlunisteveauslag (Convenience to Buy) Suunauaniuam
druyanadutiorgiduneg fanuunnstusesddoddymsadffisziu 0.05 S1uau 1 4 leud
129918 Gen Z (1.A.2541-2565) fanuazaanlunisdevesrfuilna (Convenience to Buy) 410071

Gen B (W.#1.2489-2507)
6.4.3 MIUTBUT BUANLLANGANBSA LaA B3ed UATIR DI SRl Vel endi disianns

viuiendlossedhuunnipng Tusenidewile FHUNANANUATEUYARRAIUDIIN USINNAAINITIN 5

A15199 5 LARIANERRN LTI UNNSIUS BULTIUALBANFANIANLABINSUBALNYIB WA EINTRDN1SYIB 7

Wiessedlulunniang Tueenideanile TUUNMIUANIUNINEIUYAAGATUDITN

arugasnvesinvieadiedidisensisafisadiossedhuunmansfusenideavile | F-Value| P-Value
NMNFU 4C Marketing 0.76 0.52
AUANAABINTYRE[UTINA (Consumer Wants and Needs) 014 | 094
ﬁﬂuﬁunu%ﬂéﬁiﬂﬂ (Consumer's Cost to Satisfy) 0.99 0.40
Frumazenrlunsiovesuslan (Convenience to Buy) 151 | o021
UM sAeans (Communication) 0.82 048

Y o aaa

*YydAuN1ea@nfAnNszau 0.05

o

INMITIA 5 WU AUABINITVRIUNT BT 877 LR N1 0947 82Ld 99509l ULIRAA

nziussniduunte IuunauanIuAINaINYARaAILITN tnenInsu Lulinnuuanansiuegdl
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o w a

WodAgneadffiszau 0.05 wasillowSeudisuidusiedu laun duaiudesnisvesiuilng

(Consumer Wants and Needs) é'ﬂuéfunmlmﬁﬁiﬂﬂ (Consumer's Cost to Satisfy) AMuANNEZAIN
Tuns¥evesifuilaa (Convenience to Buy) LagA1un3deans (Communication) liiiaauuansinaiu

o w a

pesltpdAYNIEdANTZAU 0.05
6.4.4 NMIUTHUTIEUAIUUANANTBIAREETEAUAILABINISVRIUNVID AN N sianT
voududiessesluwnnianiveenideanile IuunamuanIunmadLyanaiuseliaiesiosou

USINYHAANII9T 6

AN5197 6 LARIAADAN LT LUNTIUT B UL UANLLANAIIAINUADINSURIUNVIBAN N TR BN VIB AL

dinssedluwnnipngTueenideaniis Tuunauanunnduuaranuseliadusiabou

arufasnsvasinvisadiedifidensisafisadiosseshuvnmans fusandeaniia |F-Value| P- Value
NN 4C Marketing 1.14 0.33
é’hummﬁaamimméﬁiﬂﬂ (Consumer Wants and Needs) 1.59 0.19
PUAWY LB U IA (Consumer's Cost to Satisfy) 1.41 0.24
é’hummasmﬂiumi%asuaﬂéﬁim (Convenience to Buy) 1.89 0.13
Gunsiesns (Communication) 181 | 015

a v o w

*lydAgysanianszau 0.05

NPT 6 WU ANuFeINIsvesinYisui i drenisvieuiisndesseduinaia
ngfusenidsanile Suunmuaaunmanyarasunelfiedodoiiou Tneniwsm lifinraunneis
fuegafiveddyn1aadfifisydu 0.05 wazndiowFoudisudusediu tiun duanudesnisves
B;IT‘U 31aa (Consumer Wants and Needs) myﬂumyquu%aw{u 31am (Consumer's Cost to Satisfy)
FuauazaInlun1siovesuslna (Convenience to Buy) wagd1unisdeans (Communication)

s¥6U 0.05

o aada

laflanuusnansiueg1edidudAgynisedian

'
=]

6.5 nan1saATzRdayavnuuudauaUaelaludadasnisuazdoauauusdug
WNerfuaudeinisvestinviesisiniisensvisaiieliesseduunnianz fussndeanile wuil &
HpeuluuasunieInutafanITuATolELaLUEIIIY 11 AU INTILIULRBULUUABUAINTIINLA
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7.1.1 Wi BANWISEAUANNABINITVRIU NV DU T LR BN BN 87l 99509l uUnN1A
AYIUDDNILWNTD
INNANITIFYNUIN AIUABINITVRIUNVIBN LN LADNITYIDWT &Ll 89509 b UUANA

nzfuoonidsamie lnsamsmegluszduiifianudesnisunn lassefuanudesnisiundian leun
MuAMURaINsveIUslan (Consumer Wants and Needs) (X = 3.92) sosasun laun muduruves
#usLaa (Consumer's Cost to Satisfy) (X = 3.74) pruanuazaIn (Convenience) (X= 3.65) Lagsu
nsdeas (Communication) (X = 3.50) Auddiu

7.1.2 WiawSouiisuanudeinsvestinvieafisaiifisenisveaiisndesseduwnnin
aySupenidsanie SuunauaaIunwihluresinvieadio

7.1.2.1 fﬁﬂLLuﬂmuamumweﬁquqﬂﬂaﬁmLWﬂ

Ao A

INHANITIVYNUI AIUABINNTVBINNYIBALINLABA1TIBWNY I 89509l

o aad

o a ] =] 1 % 1 a o o a o v
manziusenideanielneningiu ldfinuuwanatesiuegrefideddynisanansesu 0.05 ﬁ?ﬂl@%ﬂ

o
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7.1.2.2 IWUAINANTUANAIUYARGATLDE
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PMNKANTITYNUIN ANUFDINTURINauNeinen1svieaieniisssesluan

[ o

mangiusenidesanielasningiu idanuusnsrsiusgsfidedrayniadanseau 0.05 wadle
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5eAU 0.05 agulidn uwiinvisaigiasiinudsanmainendesseddnalfesiulaesiy widenviiliusas

o A

AuRuAeD TuanudzaIniunsteveuilng " Fudugedrdgimslianuaulalunisimuiies
589 AU NS LdesTaaiiansieuiisy msutiuinisiiuanuasmniviiutinvieaien naudu

syuuANwAN N5hAUINsTlauInsgIu waznisldmaluladiio g uienuaznin Wy syuuaes

o

soulatl nslideyaviosiiedndntaing uarusnsnaviague
7.1.2.3 IWUNANNATUANEIUYARAAITULDITN
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Pregdivheruiinnudesnisiuansraiy Faldun 92501y Gen Z (w.1.2541-2565) uay Gen B (1.1
2489-2507) 1n Gen Z (W.7.2541-2565) fin1uf 09013 “Fruaruazaanlunisd ovesfusing”
(Convenience to Buy) 411n31 Gen B (W.#1.2489-2507) Faty msdaasunsveadienludlessenas
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A 1% v
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dodnduaraudlavestimeu uenand middeietuinveaivnilessessslistuustn shlvd
Joyaleuieulduntn
7.2 Yaiausuu
NNHaMATBEes MIAnwanudessvesinvieaiisaiiiiensvieaiivasiossedluiunana
ny fuoenidaniie fifuvelausuuriumsiiddaeteluil
7.2.1 dorausuuziily
7.2.1.1 fuanusiosnisvesifuslaa (Consumer Wants and Needs) fifliinaseg
Tunaiann Tiun Ynvleadfleafesnisussaunsalfiqanmisviesiien fuiuSenasiinswannianssy
wazuimssumsveniieluiiosses Tnesdsdfsnrudesnsvesineniiorlunnsedu dusany
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PrRagainvieadieslunnndul#fBedu muveuianuiesnsvennalad (Maslows Hierarchy of Needs)
7.2.1.2 shusfumuuesiulam (Consumer's Cost to Satisfy) fiflAadeegluinausi
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Sunnudosnisvewnalas (Maslow's Hierarchy of Needs)
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AIDA (Attention, Interest, Desire, Action)
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dinssadluunniany Tusenideanile
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