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Abstract

The objectives of this research were to study the Baan Ja Thawee Foik
Museum's  current tourism context, the marketing mix analysis, and to propose
guidelines for a marketing mix developing strategy to increase the amount of tourists.

The conceptual framework for the research was the integration of the
analyzes of marketing mix and tourism business composition to find the organization's
internal factors strengths and weaknesses and the opportunities, and threats caused by
outside factors. The study results led to a strategy of marketing mix development.

The format of the research was guantitative. Sources of data were from
textbooks, printing documents, and involved personnel. A set of questionnaires was
used to collect information in the areas of; tourist characteristics, general issues, tourist
satisfaction, and opinions from both Thai and foreign visitors to the Baan Ja Thawee Folk
Muesum. A structured interview was set for the study of concerned persons including
museum and official representatives with regard to policy and organizational structure.

The computerized SPSS programme was used to analyze data in terms of
frequency distribution and arithmetic means.

The results of the research found that the Baan Ja Thawee Folk Museum is
‘a privately owned property,and a famous cultural tourism attraction of Phitsanulok, and
of Thailand, a place of folk knowledge integration that had guite a good image in the

opinion of all visitors. However, the Baan Ja Thawee needs to improve its marketing mix



For the Product factor to maintain the improve the product and o
develop staff in foreign language skills.

For the Price factor: to set up an admission fee at Baht 10-50 per
person at 8.30 — 16.30 times.

For the Place factor: to strengthen direct sales, and sales through
‘agencies.

For the Promotion factor: to add various types of promotion using

advertising, public relations, sales promotion, and sales persons.



