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ABSTRACT

The Russian travel market continuously displays the high growth of
foreign travel markets and possesses the highest demand among European travelers in
Thailand. However, research related to the travel behavior of this market is still
limited. This exploratory research aims to investigate Russian tourists’ travel
preferences in Thailand. The study adopts a mixed research method by conducting
both in-depth interviews with professional Russian-speaking tourist guides and a
questionnaire completed by Russian tourists in Pattaya. The findings show that
Russian tourists prefer nature-based tourist activities, particularly swimming, relaxing
on the beaches, watching animal shows, and fishing. Also, they prefer watching
cultural performances, participating in festive events, and leisure activities in theme
parks. Furthermore, Russian tourists prefer shopping for low-priced products,
consuming alcohol, and participating in nightlife-entertainment activities. Importantly,
this study reveals that Russian tourists are greatly fond of Thai massage and spas, even
though they still have not been well promoted. Additionally, Buddhist meditation
practice is regarded as a potential tourist activity to attract Russian tourists of special
interest. The results provide useful guidelines for tourism practitioners in developing
marketing strategies and tourist activities to effectively cater to the preferences of
Russian tourists in Thailand.
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TOURIST ACTIVITY

125 pages




Fac. of Grad. Studies, Mahidol Univ. Thesis /v

"o v

fanssuNeaNINyUss UV NinNouneITmwe lulszme'lne
TRAVEL PREFERENCES OF RUSSIAN TOURISTS FOR TOURIST ACTIVITY

PARTICIPATION IN THAILAND

4 Jaa Ia
Jumyad wAvgaail 5338759 ICTH/M
A9.3. (MFIAMTNMINDINYLALNITUT M)

{ a a 4 Jd o a a o
ﬂmgﬂiiﬂﬂ'ﬁﬁﬂ?ﬂﬂ'nﬂﬂ'luwuﬁ T AUNNY 91UIYNUATY, Ph.D., UNAU YU A1 N9, Ph.D.

v 1

UNARYD
v W ' { @ I { @ a a 1 1 4
luilagifminveunesadeiluaaanlonsimsnsyay Tngaed1aneiilod Loy

3 AA o o 1 A A a ) @ 1 awv a v
Lﬂu@]ﬂ’lﬂﬂiﬁ]'IH'JHUﬂ‘VI'E'NLWEJ'nJ'IﬂT]qﬂ*ﬂ'lﬂallﬂWﬂQIiﬂﬁWWiUﬂigl‘ﬂﬁTﬂﬂ UATUIUINYIND

Y ]
Auv A a o A

a ' § @ ' T o w < a o
Wq%ﬂiiuﬂﬂﬁlﬁﬂﬂﬂl@ﬂﬂﬁWﬂﬁﬁL%ﬂﬁﬂgﬂﬂNﬂ?ﬂﬂ ﬂu?‘ﬂfJuL‘iJ“lNTL!’Jﬁ]ﬂl%’\‘]ﬁ'"lﬁ?ﬂlW’f)ﬁﬂHW

Yy g

a ! td‘ d' £ ! t:‘ % = tﬂl aAav A
ﬂfl]f‘l'i3111/]’0\1!,'1/]‘c’J’Jﬁlu1J3$L°I/Iﬁul°l/lﬂﬂuﬂﬂﬂﬂlﬂﬂ’)iﬁl"ﬁﬂ%’u%@ﬂ NuITsTNUUeya laans

U

Y] d Aa @ 9 4 % Y] 1 { [
AuMBAIFIANAUNAYMANDIFWAITMTY azMsnoULDUFOUDIWIININNoUNeITHTY
o [~ 1 ] [ { @ a a 1 { a a
Tusiner wanmsaneinaaalidiuinine uNeISAFeHouNINTIUNOUNIUTITITUBIA

v A v y ¥ o v o
Tagmmzeg1989N15aUIIN@ULaziIAn MINNNOULUBIONIA NTFUMTUTAIUDITA NI

o a { 1 3
@]ﬂ‘]_lfn Sﬁlla\iﬂqﬁuﬁﬂ\ijwu‘ﬁﬁill LﬂﬁﬂWﬁﬁ)ﬂQﬂUﬁﬁHﬂﬁu']u HAZNITIaUAIUAYN L‘]Ju@%ju

a Y

dy o 1 A o A v dy 2 A A J
Lli’)ﬂﬁ]1ﬂuuﬂ‘ﬂ@QL‘VIEJ’J'iE‘TLGBEJENI‘].]iﬂ‘]JiTllﬂﬁ“]i’ﬂﬁuﬂ”li"lﬂ1Qﬂ M5UT INAAT09ANLDAND DA

4
=1

a v a A A A Ao Y Vw1 A v A A
UAZNINTINUUINNYINITINT ‘1/]1“'51!15]?]@\““350fJuLNEJGh’TH’TquLlﬂ‘Vl@QWlfJ’JﬁﬁLC]ffJulelﬂTiu’Jﬂ

Y

I a 1a 1 A A o " Yo 1 a VoA = Z‘, =
LLN‘LJ"I,T]EJLLEISE‘T‘]J"IL‘]JHWMH Lmﬂﬁ]ﬂiilmﬂﬂm&l’,]uﬂﬂulllklﬂiﬂﬂ"liﬁﬂLﬁi%JWlWlﬂ’Ji DANINITHN

a 1

a v A AA o o A =
ajJ']ﬁ'ﬂ’]\?wjgwm‘ﬁﬁ']ﬁu’]ﬂ\‘llﬂUﬂfﬂﬂﬁill‘ﬂ@\cllﬂﬂjfﬂuﬁﬂﬂﬂ']w GluﬂWiW@luuW@ﬂﬂ@ﬂ@a']ﬂ
v 1 A o A a9 9 o =2 J 49’ Y
uﬂ‘i/]ENmEJ’JiﬁLG]fEJmWWﬂqm]ﬂWJEJ Eﬂigﬂ'ﬁ]ﬂﬂ'ﬁ]l‘vlf]’(ff’lll'lfl'f,‘lu’]Wﬁﬂ'ﬁﬁﬂﬂ'llwa']uhlﬂ‘l%‘lu

o 4 a 1 { 4 1
ﬂ’lﬁ’J’Nllwuwmu’lﬂaQW‘ﬁﬂ’l\iﬂ'liﬁa']ﬂllagﬂﬂﬂiiuV]E]\u‘ﬁﬂjlﬁ@m@ﬂﬁu@\‘]ﬁ@ﬂ]’luﬁ}@\clﬂ'ﬁmaq

v Y
innounesamelulszmalnelvidsz@nsowunau

125 i




Vi

CONTENTS

Page

ACKNOWLEDGEMENTS i
ABSTRACT (ENGLISH) iv
ABSTRACT (THAI) v
LIST OF TABLES iX
LIST OF FIGURES X
CHAPTER | INTRODUCTION 1
1.1 Background 1

1.2 Statement of the Problem 4

1.3 Research Question 5

1.4 Research Objective 6

1.5 Significance of Research 6

1.6 Research Organization 7
CHAPTER Il LITERATURE REVIEW 9
2.1 Russian Travel Market 9

2.2 Tourist Activities 14

2.3 Travel Preferences 22

2.4 Conceptual Framework 32
CHAPTER Ill RESEARCH METHODOLOGY 36
3.1 Research Design 36

3.2 Target Area and Population 38

3.3 Sample Selection 38

3.4 Sample Size 39

3.5 Research Instruments 40

3.6 Validity and Reliability Assessments 42

3.7 Research Ethics 43

3.8 Data Collection 43



vii

CONTENTS (cont.)

Page

3.9 Data Analysis 45
CHAPTER IV RESULTS 47
4.1 Socio-demographic Characteristics of Russian Tourists 47

4.2 Trip Characteristics of Russian Tourists 49

4.3 Preferred Tourist Activities of Russian Tourists 52
CHAPTERV DISCUSSIONS 64
5.1 Significance of Inclusive Tour Provided by Russian Travel 64

Agencies

5.2 Pattaya — Travel Base of Russian Tourists 65

5.3 Travel Characteristics and Purpose of Russian Tourists 67

5.4 Active and Passive Characteristics of Russian Tourists 69

5.5 Influencing Factors for Selection of Tourist Activities 70

5.6 Price-sensitiveness of Russian Tourists 72

5.7 Summary 73
CHAPTER VI RECOMMENDATIONS AND CONCLUSION 76
6.1 Conclusion 76

6.2 Limitation 77

6.3 Recommendation for Tourism Practitioners 78

6.4 Recommendation for Future Research 81
BIBLIOGRAPHY 85
APPENDICES 99
Appendix A Examples of Russian Tour Programs and Excursions 100

Appendix B Approval for Human Research Ethics 108

Appendix C  Participant Information Sheet (English Version) 109

Appendix D Participant Information Sheet (Russian Version) 112



Appendix E

Appendix F

Appendix G

Appendix H

Appendix |
BIOGRAPHY

CONTENTS (cont.)

Form of Informed and Voluntary Consent to
Participate in Research (English Version)
Form of Informed and Voluntary Consent to
Participate in Research (Russian Version)
Interview Checklist

Questionnaire (English Version)

Questionnaire (Russian Version)

viii

Page
115

116

117
118
121
125



LIST OF TABLES

Table Page
2.2 Russian tourist arrivals in Thailand from 1997 to 2012 12
2.3 Types of nature-based tourism 17
4.1 Descriptive statistics of socio-demographic characteristics 47
4.2 Descriptive statistics of trip characteristics 49
4.5 Descriptive statistics of preferred tourist activities 52
4.6 Descriptive statistics of preferred nature-based activities 54
4.7 Descriptive statistics of preferred adventure activities 56
4.8 Descriptive statistics of preferred cultural activities 58
4.9 Descriptive statistics of preferred entertainment activities 61

4.10 Descriptive statistics of preferred shopping activities 62



LIST OF FIGURES

Figure Page

1.1 Growth of Russian tourists in Thailand during 1997-2012 in comparison 2
with British, German and French tourists

2.1 Entry visa requirements for holders of regular Russian passports 10

2.4 The relationship between needs, motivations, preferences and goals in 24

Individual holiday choice

2.5 An activity-based model of destination choice 33
2.6  Conceptual framework of this study 35
4.3 Spatial pattern of Russian tourists’ inclusive tour in Thailand 50

4.4  Spatial pattern of Russian tourists’ Tour Around Trip in Thailand 51



Fac. of Grad. Studies, Mahidol Univ. M.M. (Tourism and Hospitality Management) / 1

CHAPTER1
INTRODUCTION

1.1 Background

Russian travel market has proved its power and significance toward
foreign tourism and hospitality industry worldwide, especially Thailand. Russia is
ranked first among European nations generating outbound tourists to Thailand with a
record-breaking growth in 2011 of over 57 percent from the previous year
(Department of Tourism, 2012). In 2012, Thailand’s official tourist arrival statistics
reveal that there were exceeding 1.3 million Russian tourists visiting Thailand
(Department of Tourism, 2013). In previous years, every industry in Thailand,
especially tourism and hospitality, greatly suffered from many incidents, including
political uncertainty and flooding disaster. However, as the Figure 1.1 presents the
number of Russian tourists from 2009 to the current year, it is still dramatically
increasing and achieving the highest amount of European tourists visiting the country.
Furthermore, Thailand is included in the top 10 popular destinations for Russian
outbound tourists with nearly 100 percent growth recorded in 2010 (Mikhaylets &
Savoshchenko, 2011; Federal Agency for Tourism, n.d.). As the number of Russian
tourists has been constantly increasing since 2007, Russian travel market demonstrated
a record-breaking dynamics of growth in comparison with other countries which
provide major tourist flows to Thailand (Association of Tour Operators of Russia,
2011). In the major Russian tourist hotspot city of Pattaya, Russian tourists hit the
highest number in terms of quantity and average length of stays among international

tourists (Informatsionnyj Turisticheskij Portal Krasnoyarskovo Kraya, 2008).
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Figure 1.1 Growth of Russian tourists in Thailand during 1997-2012 in
comparison with British, German and French tourists

Source: Department of Tourism (2013)

To look back upon the history of the Russian Federation, Russia is
considered as an important and new market with a lot of opportunities for the world
tourism. After the dissolution of the Soviet Union in 1991, Russians and their country
were exposed to the real outside world (Merschel, Koldowski, Lloyd, & Vetrova,
2006; Taloustutkimus Oy & Travel Business Partnership, 2009). According to
Merschel et al. (2006), the growth of Russian outbound tourism was still moderately
inconsistent during the 1990s, particularly until the country’s financial crisis in 1998.
During the 1990s, Russian tourists travelled to Poland and Turkey for goods and
materials, which were lacking in Russian market (Mikhaylets & Savoshchenko, 2011).
Thereafter, political situation of Russia has stabilized and the country’s economy has
been prosperous by rising oil profitable production and income, and dramatically
falling number of Russians living in poverty (Merschel et al., 2006). Consequently,
Russians have increasingly demanded for travel and commenced to travel for leisure

holidays in foreign countries, particularly in sun and beach destinations (Merschel et
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al., 2006; Market Intelligence Group, 2007, 2010; Mikhaylets & Savoshchenko, 2011).
According to Merschel et al. (2006), there had been a constant and strong increment in
Russian outbound tourism over the years, and Russia has recently become one of the
fastest growing markets in terms of outbound trip volume and travel expenditure
outside the boundary.

Moreover, there are numerous evidences to support the significance of
Russian travel market from various perspectives. Reisinger (2009) says an enormous
tourism growth is occurred in emerging markets and developing countries, including
Russia.  Tourists from non-English-speaking backgrounds will dominate the
international tourism marketplaces. Also, Russia is a high-yield emerging market for
Southeast Asian destinations, remarkably Thailand, which highlight beach holidays
(World Tourism Organization, 2006). Russian outbound tourism is still considered as
a new-born baby because its tourism industry has been opened just in 1990 after the
collapse of Soviet Union. In addition, Russian travel market is considered significant
with a lot of potentials since Russian tourists have visited Thailand year round in both
high and low travel seasons (Desai, 2007). An enormous amount of Russian tourists
visiting Thailand helps fulfilling tourism income in every travel season of the year
(Mookda, 2011). There are many opportunities for growth of Russian market in
Thailand’s tourism, especially winter season market, since Russian tourists love warm
weather, beaches and sea (Tourism Authority of Thailand, 2009c). Also, Russian
outbound travel market has opened up a lot of opportunities for international tour
operators and whole tourism industry in order to develop and invest in Russian travel
market (Ekaterinburg, 2011). Many of tourism and hospitality practitioners have
already seen Russian market as a significant market and adjusted themselves for their
growth of their businesses. In Pattaya, small and medium sized business practitioners
are interested in Russian language training program, which is organized by provincial
government, in order to communicate with Russian tourists and create a warm
relationship between 2 countries (Pattaya Today, 2010). In Phuket, provincial
government has supported the budget for promoting island’s tourism and developing
capability to communicate in Russian of tourism personnel, such as tourist guides,

hotel staff and call centers (Phuketindex.com, 2011).
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1.2 Statement of the Problem

In spite of the satisfactory growth in terms of Russian tourists’ arrivals in
Thailand with high revenue flowing into the kingdom, the studies regarding Russian
travel market are still limited within Thailand’s tourism and hospitality industry. The
knowledge of travel preferences for tourist activity participation is considered by
various tourism scholars that it is one of essential issues which should not be
disregarded. Travel preferences for tourist activity participation are considered basic
and important for developing suitable tourist activities, as products, to fulfill Russian
tourists’ needs and wants. According to Xie, Costa and Morais (2008), understanding
of tourist activity participation is considered as an elementary stage for fulfilling
tourists’ needs and is important to tourism planning and marketing activities, including
product design and advertising. Manthiou, Tang, Morrison and Shin (2011) point out
that the term of travel preferences for tourist activity participation is one of the most
critical elements to explain and predict tourist behavior at a particular destination and
many tourism experts have attempted to understand more on this term. Moreover,
travel preferences for participating in certain tourist activity should be understood in
order to match and satisfy diverse tourists’ needs and wants with appropriate and
attractive tourist activities (Pizam & Fleischer, 2005; Manthiou et al., 2011).
Moscardo, Morrison, Pearce, Lang and O’Leary (1996) say preferences for tourist
activities and actual participation in activities must be understood in order to match
demand to supply. Chow and Murphy (2007) emphasize that, in this high competitive
global tourism market, actual travel preferences of the tourists are needed to be
carefully checked by the tourism authorities and practitioners with their plans in order
to accurately create the most desirable products. For the industry, its profitability can
be improved by enhancing appeal to specific target markets, attracting new markets,
and increasing tourist volume in off-peak seasons. For the tourists, appropriate activity
packages can facilitate them to plan their vacations more conveniently and provide
specialized activities and experiences with their greater desires. In terms of marketing
activities, particularly determination of market segments, and design of products and
advertising campaigns, travel preferences and tourist activity participations are
considered as a critical elementary for fulfilling tourist needs (Zhang, Qu, & Tang,

2004; Xie et al., 2008).
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In addition, without adequate supporting studies, their actual travel
preferences for tourist activity participation might be misinterpreted or perceived by
the suppliers that they are similar to or same as some of other international tourists.
Many tourism scholars confirm that the tourists with different cultures and
demographics have distinct travel-related behavior (Yan, So, Morrison and Sun, 2007;
Reisinger, 2009), including their participation in tourist activities (Yan et al., 2007).
Tourists from heterogeneous geographical origins and cultures share distinctive travel
preferences for tourist activity participation (Pizam & Fleischer, 2005; Manthiou et al.,
2011). Besides, limited capable personnel from the tourism and hospitality industry of
Thailand have aggravated the situation since Russian tourists’ actual desires might be
not able to communicate and interpret effectively. For instance, Russian-speaking
staffs, especially tourist guides who act as frontliners confronting with Russian
tourists, are insufficient to cope with their growing demands (Desai, 2007). According
to Reisinger (2009), the ability of those who are working in the tourism and hospitality
industry is needed to improve in order to understand different tourist behavior and to
translate that understanding into effective communication and interaction, and
appropriate management and marketing strategies. As a result, this problem eventually
leads to dissatisfaction among Russian tourists as they are not getting the services that
they have purchased (Desai, 2007). Therefore, to achieve the utmost satisfaction of
Russian tourists, the practitioners are not able to provide totally the same products and
services with other tourists since they perceive things, develop meanings and behave
differently. If the practitioners are not able to provide tourist activities that Russian
tourists prefer, they will lose opportunities to enhance their sales and profitability.
Simultaneously, Russian tourists will be dissatisfied by unstimulated tourism products

and services and ineffective preparedness of the industry.

1.3 Research Question
It is crucial to understand the phenomenon of the massively growing
number of Russian tourists in Thailand and to comprehend their preferred tourist

activities. Importantly, this study purposes to elicit the answer to the research question:
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What are travel preferences of Russian tourists

for tourist activity participation in Thailand?

Specifically, several detailed questions are kept behind for discussion in
order to circumstantiate the research question: How do their travel characteristics look
like? How do they participate in tourist activities in Thailand? What are their special
travel preferences for tourist activity participation in Thailand? How do they select
tourist activities? Why Pattaya is considered as the most popular Russian travel hub in

Thailand? What is the tendency of their travel preferences for tourist activity

participation in Thailand?

1.4 Research Objective

This study is an exploratory and explanatory research and primarily aims
to investigate travel preferences of Russian tourists for tourist activity participation in

Thailand.

1.5 Significance of Research

Importantly, this study promises to generate both theoretical and practical
values to the industry of tourism and hospitality. After understanding travel
preferences for tourist activity participation of Russian tourists visiting Thailand, the
outcomes of this study will greatly contribute to fulfill the gap between the extremely
growing demand and suppliers who lack the knowledge to deal with. Without this
study, this gap might be expanded and leads to failure of sustainable tourism planning
and marketing toward Russian outbound tourism to Thailand. Moreover, this research
will provide information and directions for Thailand’s tourism and hospitality industry
in terms of marketing approach toward Russian travel market in Thailand. By not
focusing on only satisfactory number and growth of Russian tourists, tourism
marketers will have information used as a guideline to develop tourist activities in
accordance to actual preferences of Russian tourists. This research intends to facilitate

the industry to create competitiveness of Thailand’s tourism products and achieve the
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optimal sustainable satisfaction of Russian tourists in Thailand. Additionally, this
research will contribute to the academic works on tourism and hospitality industry by
providing supporting study on Russian travel market. In the future studies, researchers
in this field may use this research as the fundamental data information and the purpose

of reference.

1.6 Research Organization

This study principally attempts to understand Russian tourists’ travel
preferences for tourist activity participation in Thailand. To mark for these
understandings, this study is designed according to sequences presenting procedures to
accomplish the research objective. On this basis, the study entitled “Travel Preferences
of Russian Tourists for Tourist Activity Participation in Thailand” is divided into six

chapters, namely:

1.6.1 Introduction
Chapter I presents the background of the study, reasons and benefits of the

research. Moreover, in this chapter, research question and objective are determined.

1.6.2 Literature Review

Chapter II focuses on existing knowledge, including definitions and
theories regarding relevant concepts of this study, particularly Russian outbound
tourism, tourist activities and travel preferences. Also, a framework displaying what to

be investigated is illustrated together with explanation.

1.6.3 Research Methodology
Chapter III provides information about methodological approach of this
study, covering research design, populations and samples, research instruments and

courses of action to collect and analyze the data.

1.6.4 Results

In chapter 1V, the results of the analyses are presented, including socio-
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demographic characteristics, trip characteristics and preferred tourist activities of

Russian tourists in Thailand. These results are derived from qualitative and

quantitative data.

1.6.5 Discussion
In chapter V, several critical issues are discussed in order to generate

knowledge in terms of Russian travel market in Thailand. Their travel preferences for

tourist activity participation are able to further explain their travel behavior and current

situations.

1.6.6 Recommendations and Conclusion

Chapter VI provides a conclusion of findings generated from this study.
Moreover, limitations of this study are presented in this chapter. Recommendations are

also provided for tourism practitioners and researchers.
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CHAPTER I
LITERATURE REVIEW

The study entitled “Travel Preferences of Russian Tourists for Tourist
Activity Participation in Thailand” has mainly covered the concepts of tourist activity
and travel preference. Besides, the literature with regard to Russian travel market is

also reviewed.

2.1 Russian Travel Market

2.1.1 Background of Russian Outbound Tourism

Previous to the collapse of the Soviet Union in 1991, Russians were almost
totally banned from traveling to foreign countries (Merschel et al., 2006;
Taloustutkimus Oy & Travel Business Partnership, 2009; Eventica, 2011; Mikhaylets
& Savoshchenko, 2011). At the beginning, Soviet citizens could travel for their
holidays only in the castern area, such as Crimea’s beaches, the Baltics, sanatoria in
Poland and Czechoslovakia (Eventica, 2011). Moreover, Mikhaylets and
Savoshchenko (2011) mention that the first wave of Russian tourists appeared in 1990
when they traveled to near destinations, including Poland and Turkey, for different
kinds of goods. After that, by the end of 1990s, there was a greater number of Russian
tourists traveling to foreign countries for leisure purpose, such as summer holidays in
Turkey and Egypt, which are still included as top destinations of Russian tourists
nowadays. Since the previous decade, preferences of Russian tourists have developed.
Currently, apart from leisure beach destinations, Russian tourists also prefer visiting
exotic and cultural destinations, including China, Thailand, Turkey, France, Spain and

Italy.
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D = Russia; . = Visa free; . =Visa on arrival

[ = Visa on arrival with additional documents; []= Visa free for transit only
D = Tentative visa requirement cancellation or simplification;
[ ] = Visa required prior to arrival

Figure 2.1 Entry visa requirements for holders of regular Russian passports
Source: Wikipedia (2013)

Presently, tourism is considered significant and aggressive in Russia.
World Tourism Organization (cited in Merschel et al., 2006; Market Intelligence
Group, 2006, 2007, 2010) ranks Russia as the ninth greatest spending travel market.
Russian tourists are considered as high-spenders since it is measured that each of them
spends a thousand American dollars on average (Eventica, 2011). According to
Mikhaylets and Savoshchenko (2011), Russian outbound tourism has proved its power
worldwide by the most significant growth in terms of number of tourists occurred in
various nations. Comparing to other the mature travel markets, such as the United
States, Germany and Italy, the statistics of Russian outbound tourism positively
present more intense growth as well as other emerging travel markets, including
China, Saudi Arabia and Brazil. According to Market Intelligence Group (2007,
2010), in recent years, the significant growth of Russian tourists has been seen mostly

in sun and beach destinations and European neighboring nations. Moreover,
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destinations which require no visas or offer visas on arrival have enjoyed this
advantage of growth, particularly in Turkey, Egypt, the United Arab Emirates, Israel,
Tunisia and Thailand. Recently, a number of destinations, including Guatemala,
Bulgaria, Croatia, the United Kingdom, India and Guam, have cancelled or simplified
their visa regime for Russian tourists to seize this opportunity (TMI Consultancy,
2012)

2.1.2 Russian Travel Market in Thailand

As shown in Table 2.1, an amount of Russian tourists in Thailand is still
substantially growing and has already achieved the first leading European tourist
generating country (Department of Tourism, 2013). In regard to income generation to
the country, Russian travel market is ranked the second after China (Techaruvichit,
2013). Thailand is considered as the new trend of tourist destinations which gain a
great popularity among Russians. Thanks to growing economy from exporting and oil
trading sectors, the needs of Russians to travel to foreign countries, including
Thailand, are constantly increasing as they have greater amount of income. Thailand’s
brand image and positioning toward Russian outbound travel market are determined as
a popular exotic destination with developed tourist infrastructure. In terms of
popularity ranking, Thailand is ranked at the second position after China in preferred
long haul destinations of Russian tourists and at the tenth position in worldwide
(Tourism Authority of Thailand, 2008, 2009a, 2009b).

At the beginning until now, Russian tourists traveling to Thailand mostly
book and purchase their trips through tour companies because they are not familiar
with foreign language. However, it is found that Russian tourists are likely to travel as
free independent travelers or FITs or in smaller groups more with an increasing
number of female and youth tourists (Tourism Authority of Thailand, 2009b, 2009d).
According to Tourism Authority of Thailand (2009b), increasing numbers of female
and youth tourists enhance emerging segments of tourist activity popularities,
including spa and medical tourism, shopping, sports and ecotourism. Most of Russian
tourists come to Thailand for rest and relaxation purpose. Popular tourism
destinations, which are currently sold in the Russian tourist market, consist of Pattaya,
Phuket, Bangkok, Koh Samui, Koh Chang, Krabi, Koh Pha-ngan, Kanchanaburi,
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Chiangmai and Hua Hin. Other tourism destinations are also suggested to promote in
the future, including Rayong, Cha Am and Chiangrai.

Table 2.2 Russian tourist arrivals in Thailand from 1997 to 2012

Year Russian tourist arrivals in Thailand Percentage Change (%)
1997 46,283

1998 48,193 +4,127
1999 36,622 -24.010
2000 46,471 +26.893
2001 54,488 +17.252
2002 70,692 +29.739
2003 89,329 +26.364
2004 115,064 +28.809
2005 102,783 -10.673
2006 181,658 +76.739
2007 277,503 +52.761
2008 324,120 +16.799
2009 336,965 +3.963
2010 644,678 +91.319
2011 1,054,187 +63.521
2012 1,317,387 +24.967

Source: Department of Tourism (2013)

2.1.3 Studies on Russian Outbound Travel Market

In recent years, Russian outbound travel market has been in researchers’
interest for investigation of travel characteristics of Russian tourists. It is important to
review findings of relevant literature to better understand the overall travel
characteristics of Russian tourists. Suvilehto and Borg (2001) found that Russian
tourists are more social, emotional and kind than their general image. Traveling

abroad, they appreciate personal touch, safety and peaceful atmosphere, and also
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demand service.

With respect to marketing channels, some researchers reveal beneficial
findings to the particular Russian outbound travel market. Kovshanova (2007)
indicates that most of Russian tourists reserve luxury hotels in Paris through travel
agencies. Consequently, these hotels use Russian-oriented travel agencies as a
promotional aspect by establishing and maintaining strong relationship with them.
Nonetheless, the services should be adapted to their personalized needs in order to
effectively achieve wealthy Russian travel market. Moreover, Kovshanova (2007)
suggests that word-of-mouth plays an important role in developing Russian tourism
market. Identically, Choi, Tkachenko and Sil (2011) also support that word-of-mouth
is mostly used as an information source for Russian tourists traveling to Korea rather
than the Korean national promotional activities.

Apart from using the service of travel agencies, there ~ are  evidences
showing that internet is high trending channel for Russian travel market. Rumetrica
survey (cited in Visit Britain, 2010) discovers that Russian tourists tend to change their
travel pattern from group to FIT with largely increasing online booking. Specifically,
MASMI Russia and TNS Russia (cited in Visit Britain, 2010) present that the usage of
social media, particularly Vkontakte.ru and Odnoklassniki.ru, has been continuously
growing among Russians.

Aktas, Cevirgen and Toker (2009) compare tourist perception and
satisfaction of destination attributes between German and Russian tourists visiting
Altanya in Turkey. The study found that Russian tourist satisfaction is mainly
determined by accommodation services, followed by destination facilities and
incoming travel agency services. Furthermore, the study indicated that Russian tourists
are more likely to be satisfied with nightlife rather than German tourists. Regarding
accommodation services, Russian tourists are less likely to be satisfied with hotel
cleanliness, safety and food quality than German tourists. In regard to incoming travel
agency services, Russian tourists are more likely to be satisfied with expertise of
agency, staff attitudes, airport transfers and reservations than German tourists. Tayfun
and Yildirim (2010) found the differences of consumption behavior between German
and Russian tourists. Consumer behavior of Russian tourists has been greater affected

by several individual factors, including past experience, economic income, personal
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characteristics and habits in purchasing behavior. Besides, Russian tourists highly
expect the quality and value the benefits of tourism products.

Vespestad (2010) identifies Russian tourist motivations, related both push
and pull factors, are relaxation and good accommodation. Also, the study found out
that activities and seeking for fun and excitement are less important for Russian
tourists. Russian tourists are not likely to be interested in travel experiences, but more
concentrate on value of products and well-organized trips. Russian activity-oriented

tourists have to be willing to pay more than those who buy pre-packaged tours.

2.2 Tourist Activities

2.2.1 Definition

Within the tourism system, tourist activity is considered as a part of human
element or tourists. It is stipulated to involve uncommon behavior apart from daily
routines for at least one night and represent a discretionary use of time and monetary
resources (Leiper, 1979). According to Andriotis, Agiomirgianakis and Mihiotis
(2007), tourist activities usually provide novelty or change from daily routines, relief
from stress and possibility to escape from personal problems or difficulties. These
derived benefits from tourist activities serve as physical, mental and psychological
rewards. The stage of tourist activities is considered as an actual vacation after
acquiring information and making a decision (Raaij & Francken, 1984). According to
Laws (cited in Suh & Gartner, 2004), tourist activities are a part of destination features
contributing to the attractiveness of a tourism area. Moscardo et al. (1996) describe
tourist activities as the things attracting the tourists to see and do in the destinations.
As destination attributes, tourist activities are evaluated by the tourists according to
their abilities to satisfy their needs and may provide a connection between the tourists

or motives, and the destinations (Moscardo et al., 1996).

2.2.2 Active vs. Passive Tourist Activities

Several researchers attempt to categorize the term of tourist activities to
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better understand its typologies. Tourist activity can be determined by 2 components,
including dynamic-and-active, and static-and-passive tourist activities (Leiper, 1979;
Pizam & Fleischer, 2005; Weaver, cited in Andriotis et al., 2007). To be clearer,
Pizam and Fleischer (2005) examine weight continuum ranging from the most
dynamic and active to the most static and passive tourist activities. For instance,
tourist activities involving wildlife and water bodies, such as sailing, river rafting,
jungle safari, wilderness hiking and open water swimming, are examined to be the
most dynamic and active tourist activities. On the other side, tourist activities
involving performing arts, such as going to the ballet, the opera and a concert, are
examined to be the most static and passive tourist activities. Weaver (cited in Andriotis
et al., 2007) points out that active tourists are those who travel to destinations for
participating in various types of tourist activities as their main purpose, while passive
tourists are those who consider participating in tourist activities, excluding 4S’s
offerings (sun, sea, sand and sex), as an unimportant component of their trips.
According to Ceballos-Lascurain (cited in Adriotis et al., 2007), after comparing
between mass tourists and ecotourists, mass tourists are found that they are more
passive in nature-based tourist activities or participate in tourist activities which do not
contact true concern over nature and ecology, such as water sports, jogging and biking.
Meantime, ecotourists are found to be more active by engaging in tourist activities,

such as nature photography, botanical studies and observing wildlife.

2.2.3 Social Engagement vs. Spectator and Recreational Tourist
Activities

Yu and Littrell (cited in Littrell, Paige, & Song, 2004) introduce 2 broad
categories of tourist activities. Firstly, social engagement activities are engaged in
socio-cultural contexts of tourist destinations, such as making connections with people
whom they have met along their trips. Secondly, spectator and recreational activities
are more likely to get involved in the activities that require observing, listening and
self-entertaining, such as outdoor activities and being close to nature.

Afterwards, Littrell et al. (2004) explain more on this concept by pointing
out 3 tourist activity factors, including outdoors, culture, sports and entertainment. The

first factor is outdoor-oriented tourist activities, such as going camping, participating
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in hiking, backpacking or bicycling, visiting nature or wilderness areas, participating
in ecotourism, visiting national parks. Secondly, cultural tourist activities consist of
visiting art galleries or museums, attending cultural or ethnic festivals, visiting
archaeological ruins, attending theater or concert and eating foods distinctive to the
region. Thirdly, sports and entertainment activities are combined; sports activities
include active participation in golf, tennis, winter sports and some extreme activities,
and passive spectator involvement through attending sports events, such as football,
baseball or basketball games; while, entertainment activities involve visiting
amusement parks, gambling and participating in nightlife activities, such as dancing or
going to bars and nightclubs.

Littrell et al. (2004) argue that some tourist activities cannot be separated
whether they are socially-engaging or spectator and recreational, since 2 of the 3
mentioned factors are considered to be included in both categories. In details, outdoor
activities, which involve exploring and considering nature, are considered as spectator
and recreational tourist activities. Cultural activities are more likely to socially engage
with locals along with participating cultural events or dining at restaurants and also
involve recreationally listening and observing at art gallery and theater. Furthermore,
both socially-engaging and spectator and recreational activities are obviously
combined in the final factor of sports and entertainment because the tourists play
sports games with others, hang out at nightclubs or bars with others and can be
spectators at sports events. Regarding shopping activity, the tourists who are engaged
in shopping, when compared with the ones who do not shop, are active in nightlife
activities, attend festivals, dine at unique restaurants, drive for pleasure and participate
in touring. However, recreational activities are not considered as their primary purpose
of shopping tourists’ trips (Littrell et al., 2004). Applying to this research, these
previous studies offer ideas to develop the questionnaire to identify the tourist
activities in which Russian tourists participate in Thailand. However, some of them

have to be adapted in order to suit the contexts of Thailand and Russian tourists.

2.2.4 Types of Tourist Activities
This study reviews literature concerning a typology of tourist activities and

several types are brought up as underlying categories of tourist activities relevant to
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this research, including nature-based tourism, adventure tourism, cultural tourism,
entertainment and shopping activities. This study considers that some of them are
overlapping among each other; however, interesting characteristics of these types of
tourist activities are separated with following clear definitions in order to emphasize
outstanding tourist activities which will appear in this study.

2.2.4.1 Nature-based tourism is defined as outdoor activities which
are undertaken by the tourists in the natural environment (Ministry of Tourism, 2011).
Nature-based tourists usually seek discovery, adventure, competition, fellowship,
environmental awareness or spiritual growth (Potts & Rourke, 2000). According to
Tourism Victoria (2008), nature-based tourism includes any types of tourism relying
on direct experiences related to natural attractions. Five types of nature-based tourism,
including ecotourism, adventure tourism, extractive tourism, wildlife tourism and

nature retreats, are elaborated as shown in Table 2.2.

Table 2.3 Types of nature-based tourism

Types of nature- Examples of tourist

based tourism Beniitions activities

Ecotourism Ecologically sustainable tourism  Indigenous tourism in
with a primary focus on nature, bushwalking,
experiencing natural areas nature observation,
fostering environmental and including by air, nature
cultural understanding, photography, outdoor
appreciation and conservation. education, outdoor
Ecotourism is differentiated from  research, spotlight/night
other types of nature-based tours, star gazing,
tourism by following features: conservation-based

) volunteer tourism, etc.
- Aconservation ethos

- Elements of environmental
education and
interpretation

- Emphasis on ecological
sustainability and
minimizing potential
impacts

Source: Adapted from Tourism Victoria (2008)
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Types of nature-
based tourism

Definitions

Examples of tourist
activities

Adventure Adventure tourism involves an Abseiling, ballooning,
tourism element or perception of risk in cycling, trekking,
the travel experience, higher canoeing/kayaking,
levels of physical exertionanda  caving, climbing, four-
need for certain specialized skills ~ wheel driving, horse
to participate successfully and riding, mountain biking,
safely in the activity. Adventure mountaineering,
tourism utilizes natural paragliding, sea kayaking,
environment as the setting but not  sailing, scuba diving,
necessary. According to Terzieva  skiing, skydiving,
(2012), Adventure tourist snorkelling,
activities implicate an exploration  snowboarding, snow
or travel to remote, exotic and sports, surfing, trail bike
possibly hostile areas, where the  tours, tree climbing,
tourists confront a challenge, trekking, rafting, sailing
excitement or extreme experience  and boat tours,
(Terzieva, 2012). windsurfing, etc.
Extractive Tourist activities where tangible Fishing, fossicking, gold
tourism products are extracted from the panning, etc.

natural environment.

Wildlife tourism

Observation of native wildlife and
fauna in the natural environment
or in some circumstances in a
captive setting

Terrestrial/aquatic animal
watching, spotlighting,
bird watching, swimming
with dolphins/seals, etc.

Nature retreats

Accommodation in the natural
environment is usually low
density, dispersed units and
designed in a vernacular style
creating a ‘sense of place’ to the
natural and cultural environment.
Nature retreat characteristics
include the use of sustainable
building design and materials,
renewable energy and waste
technologies. Connection and
view to/over the natural
environment is critical.

Eco-lodges, rural cabins,
safari tent-based camps,
demountable
accommodation,
wilderness lodges, etc.

Source: Adapted from Tourism Victoria (2008)
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2.2.4.2 Cultural tourism is described as all movements of
persons to cultural attractions, such as heritage sites, artistic and cultural
demonstrations, arts and drama, out of their residences in order to gather information
and experiences to satisfy their cultural needs (Richards, 1996). Winconsin Heritage
Tourism Program (cited in Lord, 1999) describes cultural tourism as the practice of
traveling to experience historical and cultural attractions in an enjoyable or
educational ways. Cultural tourism offers opportunity for the tourists to understand
and appreciate the essential characters of a particular destination and its culture as a
whole, including its history and archaeology, people and their lifestyle, cultural
diversity, arts and architecture, food, wine and other local products, social, economic
and political structures, and landscape (Tourism Western Australia, 2006).

In the context of Thailand’s cultural tourism, Inthijak (2009)
explains the meaning of cultural tourism to Thailand and examples of Thailand’s
cultural tourism. Cultural tourist activities mean the activities that investigate and seek
knowledge and pride of local culture, tradition, history, archaeology, arts, livelihoods,
festivals, handicrafts, souvenirs, music and various places built by humans. In case of
Thailand, cultural tourist activities cover a wide range of tourist activities, such as
visiting ancient cities, visiting sanctuaries, visiting antiques, visiting Buddhist temples,
visiting fresh market, staying in home stay accommodation, learning history and
culture at historical and cultural sites, using local herbal plants, etc.

2.2.4.3 Entertainment activities are considered as one of
significant aspects included in the cultural tourism (Hughes & Allen, 2010).
According to Hughes (cited in Hughes & Allen 2010), the term of entertainment
activities is typically described lighter and more amusing than high arts (i.e. opera,
ballet, theatrical drama). For instance, entertainment activities cover the performances
of variety and dance shows, musicals, nightlife and concerts.

2.2.4.4 Shopping activities play vital role in tourism as they
cannot be separated from the main purposes when the tourists conduct their tourist
activities (Hsieh & Chang, 2006). Several shopping activities are considered as a
subset of cultural tourism, especially shopping for local products or traditional
souvenirs. Stobart (cited in Hsieh & Chang, 2006) explains that shopping activities

provide the tourists with an opportunity to interact with people and to enhance their
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travel experience in dealing with both products and local people.

Interestingly, shopping activities can be varied by the tourists’
perceived personal value for shopping, including utilitarian and hedonic. According to
Babin, Darden and Griffin (1994), the consumers, who express utilitarian value for
shopping, seek and purchase products according to the assigned task to accomplish the
goals of shopping. Meanwhile, the consumers, who express hedonic value for
shopping, view the shopping as an activity offering enjoyment, rewarding or pleasure
that they receive as a by-product. With respect to this study, the shopping activities
that Russian tourists participate in may imply their personal value as a further

explanation.

2.2.5 Tourist Activities in Package Tours and Excursions of Russian
Tour Operators

In the context of this study, it is vital to generally study tourist activities in
available package tours and excursions which are designed and provided by Russian
tour operators in Thailand. The basic knowledge of tourist activities in Russian
package tours and excursions existing in the market can provide general ideas
beneficial to the designs of research instruments. As Moscow office of Tourism
Authority of Thailand (2008, 2009b) suggests major Russian tour operators selling
Thailand, several of them are brought up as examples for reviewing available package
tours of Russian tourists sold in Thailand, namely Tez Tour, Natalie Tours and Paks
Company.

Most of package tours and excursions highly concentrate on beach and
natural destinations, mostly in Pattaya, Phuket, Krabi, Koh Samui, Koh Chang, Koh
Samet and Kanchanaburi (Asia Sabai, n.d.1, n.d.2; Natalie Tours, n.d.1, n.d.2, n.d.3,
n.d.4, n.d.5, n.d.7, n.d.8, n.d.9; Paks, n.d.3, n.d.4, n.d.5). Bangkok, which is the capital
city of the kingdom, is included as a popular cultural and urban destination (Asia
Sabai, n.d.3; Natalie Tours, n.d.1, n.d.2, n.d.3, n.d.4, n.d.5, n.d.6, n.d.9; Paks, n.d.1,
n.d.3). Some of package tours and excursions consist of several cultural and natural
destinations in the upper central, northern and north-eastern regions of the country,
such as Chiangmai, Chiangrai and Mae Hong Son (Natalie Tours, n.d.1, n.d.2, n.d.4,
n.d.9; Paks, n.d.2). A few of them include Ayuthaya, Lopburi, Pitsanulok, Sukhothai,
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Lampang, Phayao, Nhong Khai and Udonthani (Natalie Tours, n.d.1, n.d.2, n.d.4,
n.d.9). Package tours and excursions provided for Russian tourists cover a wide range
of tourist activities. These tourist activities can be categorized into 4 types, including
nature-based, cultural, entertainment and shopping tourism.

2.2.5.1 Nature-based tourist activities involve outdoor
activities which take place in the natural environmental setting (Tourism Victoria,
2008; Ministry of Tourism, 2011), including visiting natural attractions (i.e. waterfalls,
national parks, sea and beaches, black mud source), bathing in the sea, river, springs
and waterfalls, visiting gardens (i.e. tropical, flower), participating in fruit plantation
and degustation, fishing, watching animals in restrained habitation (i.e. aquariums,
zoos, safari parks, farms), visiting caves, feeding wild animals (i.e. monkeys, baby
tigers), watching animal shows (i.e. elephants, parrots, dolphins, orangutans), walking
in the tropical forest, viewing beautiful landscape and seascape, and so on.

2.2.5.2 Adventure tourist activities are considered a part of
nature-based tourism which involves risky travel experience with physical exertion
and specialized skills (Tourism Victoria, 2008). Adventure tourist activities include
riding on a high-speed motor boat, riding a jeep, snorkeling, scuba diving,
participating in sports and extreme activities (i.e. rafting and trekking, windsurfing,
kite surfing, surfing, jet skiing, parasailing, canoeing, kayaking, yachting, beach
volleyball, swimming, riding on banana boats), riding on an elephant, cycling, floating
upon the river, driving an ATV, jumping into the river from the cliff, camping and so
on.

2.2.5.3 Cultural tourist activities involve seeking an
encounter with local people or feeling part of the culture and history of a place (Hall,
cited in Terzieva, 2012). In the context of this study, cultural tourist activities include
visiting cultural and historical sites, visiting Buddhist attractions and temples,
sightseeing in urban city, eating local foods and tropical fruits, watching local
livelihoods at villages or communities (i.e. long-necked lady tribe, fisherman village),
learning local history and culture, visiting museums, participating in traditional
festivals, watching traditional or cultural performance, sightseeing in ancient towns,
appreciating national arts (i.e. fine art, sculpture, architecture, music and literature),

visiting royal palaces, visiting floating market, visiting local night market, watching
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the production of local products (i.e. silk, cotton, umbrella), communicating with local
people, learning the art of Buddhist meditation, learning local culinary, cooking Thai
dishes, participating in Thai boxing, experiencing Thai massage and spa treatment, and
So on.

2.2.5.4 Entertainment tourist activities appear to be one of
popular tourist activities participated by Russian tourists in Thailand, including
visiting amusement parks, watching theatrical shows (i.e. transvestite, etc.), visiting
shopping and entertainment complex, watching movie in the cinema, watching
exciting shows (i.e. action, fire, magic, comedy), enjoying X-shows, having fun at
night party or discotheque, and so on.

2.2.5.5 Shopping tourist activities include purchasing brand-

name products, discounted products, traditional souvenirs, jewelry, silk, cosmetics and

SO on.

2.3 Travel Preferences

In general, preference refers to comparing of product alternatives and
selecting one over the other (Decrop, cited in Hsu, Tsai, & Wu, 2009). Fyhri, Jacobsen
and Temmervik (2009) give a definition of preference as a result of an evaluative
judgment which involves liking a specific object more than another. Pearce (cited in
Suh & Gartner, 2004) says “preferences are more specific than motivations and are
recognized by where travellers go and what travellers do (p.129).” According to
Goodall (cited in Hsu et al., 2009), preferences of decision makers act as filters of
choices more specifically than motivations, which initiate actions and guide
satisfactory behavior. Additionally, Tran and Ralston (2006) indicate that travel
preference, which serves as an intermediary step between motives and behavior, is the
act of selecting a choice among a set of alternatives. Thus, an individual’s preference
influences the selection and dismissal of the choices.

The concept of preference has been adopted in tourism in order to better
understand tourist behavior. Murphy (cited in Suh & Gartner, 2004) explains that

travel preferences are based on an individual’s personality. Preferences of the tourists
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affect the perception of travel choices and destinations, and direct searching for
specific types of satisfaction.

Goodall (1992) develops a model, as shown in Figure 2.3, identifying
relationship between needs, motivations, preferences and goals in individual holiday
choice. Regarding this model, more specific decisions and choices are determined by a
tourist’s personal preferences possessing intrinsic and extrinsic characteristics.
Intrinsic characteristics of travel preferences reflect individual likes and dislikes, while
extrinsic ones mean those which are conditioned socially. Moutinho (cited in Suh &
Gartner, 2004) adds that travel preferences for destination choice are based on internal
and external factors. Internal factors include personality, lifestyle, learning and
motivations. Meanwhile, external factors, which include cultural norms and values,
family and reference groups, financial status and social class, act as broad
determinants for travel preferences influencing tourism product evaluation.

According to Goodall (1992), preferences indicate the course of actions
fulfilling needs in the most satisfactory way. For example, an individual may restore
socio-psychological imbalance by participating in any tourist activities, but personal
preference will direct choice toward a water-based tourist activity rather than pony-
trekking or hill-walking. Then, the preferences will interact with the motivations to
create hierarchy of goals, which reflect varying intensity of needs and priority
accorded to preferences. The probability of those goals to be satisfied is a function of

the precision with which they are identified.
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Figure 2.3 The relationship between needs, motivations, preferences and goals in
individual holiday choice
Source: Adapted from Goodall (1992) and Page (2007)

On the other hand, travel preferences are revealed that they are usually
influenced by characteristics of the tourists and the trips. Andriotis et al. (2007)
summarize on the variables affecting travel preferences and found that tourist
motivation, socio-economic and demographic characteristics, life stage, age and
nationalities play an important role. Moreover, other factors, including type of travel
arrangements, types of accommodation, party size and length of stay are observed to
act as a fundamental differentiator of travel preferences. For example, Plog (cited in
Andriotis et al.,, 2007) say psychocentric tourists prefer to relax at sun and fun

destinations, while allocentric tourists prefer to discover unfamiliar cultures in non-



Fac. of Grad. Studies, Mahidol Univ. M.M. (Tourism and Hospitality Management) / 25

mass tourist destinations. According to Andriotis et al. (2007), tourists with higher
income and educational levels are more dynamic and undertake more tourist activities.
Tourists with lower age ranges have more sense of adventure in their trips. FITs and
smaller travel groups are likely to travel farther afield, have much unique spatial
movement and undertake more tourist activities than packaged tourists and larger
travel groups. Tourists who stay in large and well-equipped hotels tend not to go far
from the places of stay and visit fewer sites.

2.3.1 Travel Preferences for Activity Participation

Travel preferences for tourist activities have been studied by several
tourism scholars. According to Ashworth (cited in Suh & Gartner, 2004), the
preferences of an individual tourist directly stipulates tourists’ participations of tourist
activities at a particular destination. Tran and Ralston (2006) clearly explain several
definitions of travel preference regarding different types of tourist activities. Firstly,
preference for adventure tourism is defined as a selection of an activity, which takes
place in an unusual, exotic, remote or wilderness destination and tends to be assorted
with high levels of involvement and participatory outdoor activities. Tourists with high
adventurous activity preferences like visiting unusual and exotic destinations to
procure new experiences, relish unique environment or challenge their skKills.
Secondly, preference for cultural tourism is defined as a selection of an activity taking
place in the destinations, which represent cultural attributes, such as traditions, arts,
celebrations and local people. Tourists with high preference on cultural activities enjoy
participating in traditional cultural products, services and heritage. Moreover, creative
industry, such as media and entertainment, design, architecture and fashion, is able to
develop cultural destinations to create competitive advantages. Thirdly, preference for
eco-related tourism is defined as a selection of an activity occurring based on
ecological, social and economic resources of a destination. Tourists with high eco-
related preference would like to appreciate and understand environment and natural
attributes of the destination.

According to Schneider et al. (2006), different travel market segments,
which are distinguished by demographics, geography or psychographics are attracted

by different types of tourism products, particularly tourist activities. Hence, it is
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expected that different types of the tourists or tourist segments represent different sets
of travel preference for tourist activity participation (Schneider et al., 2006; Manthiou
et al., 2011). Moreover, each individual tourist does not participate in the same tourist
activities (Andriotis et al., 2007). For instance, certain tourists may prefer sightseeing
or visiting historic places, while others may focus on different activities, such as sports
and sunbathing (Manthiou et al., 2011). One tourist may appreciate environmentally-
friendly tourist activities, while another may give precedence to nightlife and
recreational ones (Adriotis et al., 2007).

Besides, with respect to travel preference for shopping activities, Kinley et
al. (cited in Littrell et al., 2004) indicate that they can be categorized in to 3 clusters,
including shopping tourists, experiential tourists and passive tourists, by considering
push factors of shopping motivations. However, these 3 clusters express different
travel preferences. Shopping tourists have strong preference for shopping in unique
kinds of stores where they are able to buy something special for others or hunt for a
bargain. Experiential tourists have more preference on entertainment, such as treating
themselves, shopping in different kinds of stores and enjoying social interactions with

others. Meanwhile, passive tourists are less likely to prefer shopping.

2.3.2 Case Studies on Travel Preferences for Tourist Activity
Participation

According to preceding studies, travel preferences for tourist activity
participation have been investigated through different cases of studies. For example,
Littrell et al. (2004) attempt to cluster American Caucasian senior travelers by
considering their travel preferences for tourist activity participation. 3 clusters,
including active outdoor/cultural, cultural and moderate, are discovered as a result of
the study. Active outdoor/cultural senior tourists with an average age of 63 years
highly prefer to participate in outdoor and cultural activities. Senior tourists with an
average age of 62 years are found to be cultural tourists who prefer cultural activities
rather than outdoors and entertainment. And, senior tourists with an average age of 67
years represent moderate tourists who less involve in tourist activities and give equal
mid-scale importance to outdoor, cultural, and sports and entertainment activities.

Also, Javalgi et al. (cited in Littrell, 2004) reveal that older senior tourists prefer going
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on a cruise, touring or visiting relatives rather than visiting theme parks. Travel
Industry Association of America (cited in Littrell, 2004) discloses that there are
differences of travel preference for tourist activity participation among senior tourists
themselves. Junior mature tourists, who are aged 55-64 years, include shopping,
outdoor activities and nightlife in their trips, while senior mature tourists, who are
aged 65 years and older, prefer learning the history, visiting museums and cultural
events.

Moreover, Niefer, Silva and Armend (cited in Adriotis et al., 2007) found
that visitors of Superagui national park in Brazil prefer observing landscape, and
flora and fauna, which are considered as usual preferences for activity participation in
the national parks.

Apart from that, Andriotis et al. (2007) indicate that the majority of
tourists visiting Crete, Greece, undertake passive tourist activities, even though other
active ones, such as bicycle and horse riding, golf and surfing, are available at a
destination. Mass-typed tourist activities, such as swimming, sunbathing, eating and
drinking, are observed to be the most preferred in Crete. Also, visiting historical and
archaeological sites, observing flora and fauna, and participating in guided excursions
or tours are considered popular.

Furthermore, Chow and Murphy (2007) examine travel preferences for
tourist activity participation of Chinese outbound tourists for overseas destinations by
using Australia as a case study. The results of this study reveal that Chinese tourists
prefer dining/eating, sightseeing, culture and heritage, participatory activity,
entertainment and shopping respectively. However, these results become irrelevant to
tourism experts’ perception of Chinese tourists’ travel preferences for tourist activity
participation. In the perspective of tourism experts, Chinese tourists prefer sightseeing,
shopping, culture and heritage, entertainment, participatory activity and dining/eating
respectively. Moreover, due to increasing busy lifestyle of the Chinese, Chow and
Murphy (2007) suggests tour companies to include relaxation activities, such as more
free time, and visits or overnight stays at resorts and spas, while arranging travel
itineraries for Chinese tourists.

With respect to fast growing economy along with outbound tourism of

China, Agrusa, Kim and Wang (2011) point out that Hawaii’s tourism and hospitality
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industry needs to adapt from its former target market of Japanese to the emerging
travel market of Mainland Chinese. Agrusa et al. (2011) found that Chinese tourists
are more likely to be interested in marine sports activities, such as snorkelling, boating
and visiting underwater reefs through the use of submarines. Chinese language is
suggested to include in audio and signage of the tour programs. Moreover, it is found
that younger Chinese tourists prefer active tourist activities, such as participatory
marine tourist activities, including sailing, surfing and hiking. Older Chinese tourists
prefer static or passive tourist activities, including viewing wildlife, shopping, learning
Hawaiian history and participating in traditional lei making activities.

Besides, Manthiou et al. (2011) investigate travel preferences of business
and leisure international travellers for tourist activity participation in Shanghai by
segmenting tourist activities into underlying 4 categories, including traditional
attractions, special tourism, entertainment and local life. In details, tourist activities,
which involve traditional attractions, are visiting modern city, historic buildings, water
villages, religious buildings and scenic areas. The category of special tourism consists
of taking agricultural and industrial tours. Watching shows, participating in sports
event and enjoying nightlife are the tourist activities indicated in entertainment
category. And, the category of local life comprises of tourist activities which involve
handicrafts, local people, hiking, green spaces and festivals. From the study of
Manthiou et al. (2011), it is found that business travelers have more interests in
participating in those four preferred tourist activity categories.

These mentioned scholars have successfully investigated the distinction of
travel preferences for tourist activity participation among certain tourists in different
contexts. However, Kim and Jogaratnam (2003), who also aim to find out the
differences among Asian international and domestic American university students in
the United States, obtain unexpected outcomes. Surprisingly, Asian international and
domestic American university students share similar travel preferences for their
participation of activities. Both of ethnic groups of college students express their
preferences for cultural, sports, leisure and touring activities. Kim and Jogaratnam
(2003) found that segments which can be developed are based on variations the degree
to which the students prefer the activities rather than on preferences for a distinctly

different set of activities. 2 segments, including enthusiasts and moderates, are found
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in the study. The enthusiasts rate their preferences for all activity items consistently
higher than the moderates. Therefore, tourism marketers are suggested to emphasize
mentioned activities to attract the enthusiasts, while minimize them to attract the

moderates but not to omit.

2.3.3 Travel Preferences for Other Components

Apart from preferences on tourist activities, many tourism scholars have
paid attention to travel preferences for a variety of other issues. Suh and Gartner
(2004) investigate preferences of international urban tourists to Seoul, Korea, with a
sample of European, North American and Japanese tourists by determining whether
travel preferences for city attributes correlate with the cost of each attribute. From
their findings, Japanese tourists prefer accommodation with access to modern
shopping centers or attractions, while European and North American tourists prefer
accommodation with access to traditional markets or attractions. Regarding shopping
behavior, Japanese tourists prefer shopping attributes with relatively low prices, while
European and North American tourists prefer cultural attributes, such as art works and
local souvenirs. With respect to food, North American tourists tend to spend more on
experiencing traditional local foods, which is considered as their preference, rather
than European and Japanese tourists. In regard to local culture, European and North
American tourists are found to prefer experiencing local culture than Japanese. To sum
up this study, tourists from the near origins with similar cultural area tend to mostly
prefer tangible attributes, such as shopping and hotels, while tourists from the distant
origins with different cultural zones tend to prefer intangible attributes, such as local
culture, as the most valuable with an exotic feeling.

In addition, Zhang et al. (2004) investigate Hong Kong residents’
preferences on selecting tourism destinations and tour packages for their outbound
leisure trips. Destination attributes, including 6 dimensions of tour features, exogenous
factor, local features, travel cost, entertainment and recreation and special cultural
attractions, are considered as criteria. It is found that respondents with different socio-
demographics have different preferences on destination attributes. However,
exogenous factor, especially safety, is considered as the most important while

selecting the tours. Hong Kong tourists seek for safety and prefer destinations with
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familiar atmosphere and low activity levels. Moreover, tour features and travel cost are
also important in selecting the destinations. In addition, as Hong Kong tourists are
considered comfort, they prefer to join all-inclusive package tours because of
convenience.

Pizam and Fleischer (2005) found that preferences on active and passive
tourist activities are affected by cultural characteristics of the tourists. For instance,
dynamic and active tourist activities are preferred by the tourists who come from low
uncertainty avoidance, masculine and individualist cultures rather than those who
come from the opposite cultures.

Hsu et al. (2009) investigate travel preferences on motivational factors,
both internal and external forces, used as criteria to decide which tourism destinations
in Taiwan will be chosen. Different tourism destinations attract different travel
preferences. For example, tourists who are highly motivated by quality and variety of
food will be likely to prefer visiting Taipei 101. Tourists who are highly motivated by
culture and history will be likely to prefer visiting National Museum. Therefore, it is
proven that a variety of travel preferences differently affects destination choice.

Agrusa et al. (2011) explain unique travel preferences of Mainland
Chinese tourists on the basis of their gift items, foods and accommodation. Regarding
attitudinal and behavioral characteristics, Chinese tourists are more likely to express
their understanding toward foreign culture and different lifestyles, and preferences for
an exploration of Hawaiian culture and local community. However, Chinese tourists
still adhere to preference for their own ethnic Chinese food rather than local food.
Concerning their shopping behavior, high level of preference for discounted products
is found among the Mainland Chinese tourists. In relation to socio-demographic
characteristics of Chinese tourists, the significances are not found on the preferences
for tourism sites, tourist activities and foods. Nevertheless, Argusa et al. (2011) found
that the preferences for gift items are different among age groups, marital status and
number of visits to Hawaii. Chinese tourists within 20s and 30s age groups prefer
purchasing Hawaiian traditional gift, while 40s prefer purchasing alcohol as a gift and
50s or above prefer Hawaiian chocolate as a gift. Moreover, Hawaiian traditional gift
is found to be preferred by both single and married Chinese tourists, whereas

Hawaiian chocolate is preferred by only married Chinese tourists. Furthermore, it is
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found that Chinese tourists who report ten times or more in number of visits to Hawalii
prefer alcohol as a gift, but first-time tourists prefer Hawaiian traditional gift and
chocolate as similar as those who travel for three or four times. Regarding
accommodation preferences, more frequent Chinese visitors to Hawaii show a higher
level of preference for a deluxe hotel as their preferred type of accommodation.

Holowiecka, Grzelak-Kostulska and Kwiatkowski (2011) analyze Polish
travel preferences in terms of distance, frequency of their vacations, types of tourism,
destinations and purchasing decision by explaining 2 factors which obviously correlate
with these terms. First of all, travel preferences are obviously different depending on
the age of the tourists. Tourists with younger age are found tend to carry out more
frequent vacations, particularly on weekdays, weekend trips with overnight stay and
short trips (up to 4 days). Regarding types of tourism, recreational tourism is the most
popular in every age of Polish tourists. Nevertheless, younger tourists, especially
students, high school youth and economically active tourists at mobile working age,
prefer heritage tourism rather than older ones. Also, younger tourists are likely to
make travel arrangements by themselves to ensure that their personal needs are
fulfilled. Thus, they are more sensitive and ready to modify their choices and behavior
as they have greater amount of free time and knowledge of how to find necessary
information. Additionally, preferences for fashionable and popular tourist destinations
can be mostly seen in younger tourists, while older tourists incline to prefer quiet,
peaceful and less popular places. Secondly, levels of income and education are also
important factors which strongly correlate with travel preferences. The tourists with
higher education and income tend to decrease passive recreational types of tourism
and replace with more active ones, such as heritage tourism and touring trips.
Moreover, a variety of tourism types are also increasingly sought according to the
increasing levels of education and income. Significantly, financial factors strongly
affect preferences for deciding to organize their trips by themselves as services
provided by travel agents are usually more expensive. To sum up, the study of
Holowiecka et al. (2011) implies that socio-economic and demographic characteristics

of the tourists strongly affect travel preferences for various issues.



Thanakarn Vongvisitsin Literature Review / 32

2.4 Conceptual Framework

This research mainly focused on travel preferences for tourist activity
participation of Russian tourists visiting Thailand. An understanding of their travel
preferences for tourist activity participation is the most crucial outcome of this
research.

To be clearer on this term, Moscardo et al. (1996) develop a model of
destination choice by considering tourist activities as key attributes of tourist
destinations and elaborate the role of travel preferences for tourist activity
participation in tourism marketing. According to Figure 2.4, the model of destination
choice is proposed by focusing on travel preferences for tourist activity participation
as an intermediary connecting tourist motives and destinations. This model clearly
explains the role of travel preferences for tourist activity participation used to attract
the tourists to choose the destinations. By considering tourist activities which are
offered and promoted from the destination side, the tourists develop the image of the
destinations and perceive tourist activities available in their acquired information
about the destinations. Simultaneously, their actual preferences for tourist activities
are developed by the influences of their motives, socio-psychological and
demographic characteristics. Afterwards, tourists will match perceived available
tourist activities with their actual travel preferences for tourist activity participation in
order to select particular tourist destinations. Therefore, by understanding travel
preferences for tourist activity participation of Russian tourists, tourism marketers are
able to promote the information about their preferred tourist activities in order to
attract them more. Regarding marketing activities, a matching of products or services
to the needs and behaviors of different market segments can contribute to more precise
and cost-effective approaches to several components of marketing mix, including

product, people, packaging, programming, place, promotion, partnership and price.



Fac. of Grad. Studies, Mahidol Univ. M.M. (Tourism and Hospitality Management) / 33

B. Traveler

Socio-psychological variables

A. Marketing Socio-demographic variables
- Variables/external - Experience
inputs Motives > - Life cycle
- Information about - Income
destinations - Available time
A - Etc.

\4
C. Image of destination

Tourist activities as attributes

v
D. Destination choice

Based on a match between
perceived available tourist
activities and actual travel
preferences  for  tourist
activity participation

A4

E. Destination

Offering and promoting tourist
activities
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In this research, the term of travel preferences for tourist activity
participation is defined as tourist expression of choice between two or more
alternatives of tourist activities available in Thailand. After acquiring the information,
the tourists will make decision which is conditioned by their preferences whether they
wish to participate or skip. This research aims to identify tourist activities in which
Russian tourists participate in and analyze their travel preferences for tourist activity
participation from an obtained set of tourist activities. The tourist activities will be
identified by the methods of content analysis and cross-analysis with reviewed
literature techniques. Afterwards, travel preferences of Russian tourists for tourist
activity participation in Thailand will be analyzed by the methods of content analysis
from the interview results and data analysis of the questionnaires. Both methods will
mutually confirm the results together with providing in-depth explanations.

Thus, a conceptual framework is developed as shown in the Figure 2.5 to
clarify the process of this research until its aims and outcomes. The main intentions of
this study is to investigate travel preferences of Russian tourists for tourist activity
participation in Thailand. However, the goal will be able to be accomplished after the
tourist activities participated by Russian tourists are revealed. As mentioned in the
literature review, participated tourist activities of Russian tourists are analyzed from
the tour advertisements of major Russian tour operators in Thailand. Tourist activities,
which are often repeated in those advertisements, are categorized into 5 types,
including nature-based, adventure, cultural, entertainment and shopping. As a result,
preferred tourist activities of Russian tourists can be analyzed from these 5 main types
of their participated tourist activities. The outcomes of this study will finally benefit
marketing aspect in terms of developing appropriate tourist activities, as products, to

fulfill the preferences of Russian tourist market in Thailand.



Fac. of Grad. Studies, Mahidol Univ. M.M. (Tourism and Hospitality Management) / 35

Literature review

An analysis of
Russian tour
advertisements in
Thailand

Tourist activities
participated by Russian
tourists in Thailand

5 types, including
nature-based, adventure,
cultural, entertainment
and shopping

Tourist
activities
preferred by
Russian tourists
in Thailand

Product
development

Figure 2.5 Conceptual framework of this study
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CHAPTER 111
RESEARCH METHODOLOGY

This chapter presents the research methodology applied in this research,
including research design, target area and population, sample selection and size,
research instruments, validity and reliability assessments, research ethics, methods for
data collection and analysis.

As previously mentioned in the first chapter, Russian travel market is
considered significant and beneficial for Thailand’s tourism and hospitality industry.
This study is an exploratory and explanatory research investigating travel preferences
for tourist activity participation of Russian tourists visiting Thailand.

3.1 Research Design

Based on the objective of this research, this research can be simultaneously
considered both exploratory and explanatory in nature. According to Pongponrat
(2011a), an exploratory research is used to discover and investigate phenomena of
behavioral patterns in areas or activities which have not previously been studied or
clearly understood. Since the study on Russian travel market in Thailand is limited,
this research can be determined as an exploratory study to illuminate curiosity
regarding this term. Also, an explanatory research is used to explain how and why
things happen, to explain the patterns related to a described phenomenon and to
identify relationship shaping the phenomenon (Pongponrat, 2011a). This research
needs to explain the behavior of Russian tourists regarding their participation of
particular tourist activities in Thailand, thus explanatory study is also considered as a
part of this research. Therefore, both exploratory and explanatory research will be
applied in this study by conducting interviews with people who are experienced in
mentioned research questions and surveys with Russian tourists in Thailand.

There are 2 different methodological approaches of research — qualitative
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and quantitative approaches. Walle (1997) compares the research methodologies
between quantitative and qualitative approaches. Quantitative approach presents
formality and exactness of the data. Quantitative researchers have to deal with
verifiable facts by applying scientific methods, such as mathematical tools. This
approach is especially useful when the issues of the research can be able to be
quantified and analyzed by using such methods. However, quantitative approach can
possibly present oversimplifying data by only examining the numbers which are
gathered by rigorous methods. Thus, this approach is impossible to examine “reality”
in complexity. Quantitative researchers use a variety of well-defined research designs,
which involve deductive logic or reasoning by analyzing the data according to an
existing theory or framework. For instance, correlational, survey, experimental and
quasi-experimental research designs are quantitative in nature (Teddlie & Tashakkori,
2009). Meanwhile, qualitative approach makes use of intuition, insight and non-
verifiable knowledge and aims to artistically make understanding of the obtained data.
However, this approach requires artistic instinct of the researchers to better analyze the
data (Walle, 1997). Qualtitative researchers aim to explore unknown aspects of a
phenomenon by employing inductive logic or reasoning to discover patterns, themes
and categories in narrative data, in which theory development is grounded (Teddlie &
Tashakkori, 2009). According to Denzin and Lincoln (2005), qualitative research
involves a wide range of interconnected interpretive practices, such as case study,
personal experience, introspection and interview, in order to better describe meaning
or understanding of the data. Sandiford and Seymour (2007) state that quantitative
approach provides access to statistical tools with fixed formulas, while qualitative
approach requires language-based analytical techniques of the researchers.

In this study, the combination of qualitative and quantitative research
approaches is considered appropriate to be applied to collect and analyze the data. As
the research objective involves both inductive and deductive logic, this approach is
better to be conducted in order to exactly elicit the answers to the research gquestions.
This kind of studies falls into a class of research appropriately called mixed methods
research (Onwuegbuzie & Collins, 2007). The methodology of this research is divided
into 2 phases sequentially. For the first phase, qualitative approach is adopted to

collect the data which was also used in quantitative phase afterwards. Then,
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quantitative approach is adopted in the second phase in order to extend qualitative
findings to integral results which represent the large population size of Russian tourists
in Thailand effectively. The results from both approaches support mutually. The
qualitative results provide insightful and meaningful information to explain the
quantitative results into details. On the other hand, the quantitative results, also,
support and verify the qualitative results. By mixed methods research approach, thus,
this study will provide meaningful and pragmatic outcomes.

3.2 Target Area and Population

The main areas that this research focuses on were Bangkok and Pattaya as
these areas are popular among Russian tourists and also included in usual tour
packages for Russian tourists (Tourism Authority of Thailand, 2009b).

As this research is designed to adopt mixed methods research approach, it
consists of 2 different target populations, including Russian-speaking tourist guides
and Russian tourists. Tourist guides are considered as one of tourism experts who have
the most direct and frequent contact with the tourists (Chow & Murphy, 2007).
Therefore, Russian-speaking tourist guides are considered as key informants who are
able to provide valuable qualitative information regarding preferences for activity
participation of Russian tourists in Thailand. Furthermore, in order to relate to the
actual travel preferences for tourist activity participation, Russian tourists themselves
are needed to concern in this study. Russian tourists who will be included as the
respondents of this study must visit Thailand for holiday and leisure purposes and be

eighteen years old and above.

3.3 Sample Selection

Russian-speaking tourist guides are included in this qualitative phase as
the key informants and Russian tourists are included in the quantitative phase as the
respondents. According to Hsu, Killion, Brown, Gross and Huang (2008), snowball
sampling is usually applied when it is difficult to identify members of the target

population. The researcher normally selects an initial group of a few respondents and
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asks them to identify others who also belong to the target population. Therefore, due to
the number of Russian-speaking tourist guides is relatively limited, snowball sampling
is considered useful and appropriate to identify those who are able to provide
particularly valuable information regarding the research questions. An initial group of
the professional Russian-speaking tourist guides was addressed from the Russian-
speaking Tourist Guide Club, which is encouraged to be organized by the members of
Professional Tourist Guide Association of Thailand. Afterwards, more Russian-
speaking tourist guides were identified by those who belong to the initial group. From
the qualitative phase to the quantitative phase, snowball sampling was applied to
identify Russian tourists by asking those Russian-speaking tourist guides for their
supports. Hence, Russian tourists were approached by the assistance of Russian-

speaking tourist guides.

3.4 Sample Size

3.4.1 Qualitative Phase

This study attempted to conduct in-depth interviews with the Russian-
speaking tourist guides in order to find out their direct knowledge and experience
toward Russian tourist market. Qualitative phase of this study, therefore, is considered
as a phenomenological approach. Based on the theory of phenomenological qualitative
research design, Onwuegbuzie and Collins (2007) recommend that the minimum
sample size is 10 interviews. However, in reality, the number of Russian-speaking
tourist guides in Thailand is relatively limited. Thus, this study also considers the
saturation of the information. According to Glaser and Strauss (1967), the saturation of
the information is considered as another criterion to determine the sample size of the
qualitative studies. This criterion means that no more additional evidences should be

discovered after the obtained information is already covering every point of the study.

3.4.2 Quantitative Phase
According to Israel (1992), sample size for quantitative method is

influenced by a number of factors, including the purpose of the study, population size,
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the risk of selecting “bad” sample and the allowable sampling error. Yamane (cited in

Israel, 1992) provides a simplified formula to calculate the sample size:

n= N
1+ N(e)?
Where:
n is the sample size.
N is the population size.
e is the level of precision.

According to Department of Tourism (2013), the total number of Russian
tourists’ arrivals to Thailand from January to December is 1,317,387 (N). The sample
size is calculated for 93% of confidence level and the precision of 7% (e) is assumed.

n=__ 1317,387
1+ 1,317,387(0.07)?

n=204.05
n= 204

Therefore, the appropriate sample size of this study is 204 samples of

Russian tourists.

3.5 Research Instruments

This research adopted 2 research instruments in order to explore travel
preferences of Russian tourists for tourist activity participation in Thailand. The
research instruments were differently used in each phase, as this research involves

both qualitative and quantitative methodological approaches.

3.5.1 Qualitative Phase
Interview checklist was prepared for conducting semi-structured
interviews with Russian-speaking tourist guides. In order to ensure that the interviews

were conducted in the appropriate direction and not overlooked any issues, this
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interview checklist was used as a guideline during the interviews. The prepared
interview checklist was systematically designed to cover all comprehensive issues
regarding the research questions from the interviewees. The details of the interview
checklist are discussed in appendices.

Besides, during the interviews, audio recorder was used to collect all the
data received from the interviewees. By using audio recorder, the interviewer is able to

concentrate on questions without distracting note taking (Whiting, 2008).

3.5.2 Quantitative Phase

A questionnaire acts as an important channel to compile primary data in
most of quantitative research (Hsu et al., 2008). The questionnaire, which is used to
examine travel preferences of Russian tourists for tourist activity participation, was
initially developed from a comprehensive review of Russian tour operators’ tour and
excursion advertisements. Afterwards, in order to adapt to the objective of this study
and the context of Thailand, some questions were modified or added by interpreting
from the results of Russian-speaking tourists’ interviews in the qualitative phase
during collecting the data.

At the beginning, the questionnaire was designed in English. Then, it was
carefully translated into Russian. Close-ended questions were employed in all items of
the questionnaire. According to Hsu et al. (2008), close-ended questions, which are
used more often in quantitative studies, provide the respondents with a set of answer
options from which they are able to choose one or more to express their opinions. As
this research employs self-administered questionnaire approach, close-ended questions
are considered suitable because the respondents will be able to answer quickly and
easily without any interviewer bias. Moreover, the answers from close-ended
questions will be easily coded into numbers for latter analysis of the data (Hsu et al.,
2008). The questionnaire consists of 2 sections, including personal information and
travel preferences for tourist activity participation. Each section is briefly presented as
follows:

3.5.21 Section 1 — Personal Information: This section
consists of 9 questions asking about socio-demographic characteristics of the

respondents, including gender, age range, place of origin, educational level,
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occupation and income range. Besides, 3 questions regarding trip characteristics,
including travel group size, trip duration in Thailand and length of stay in Pattaya, are
also appeared in this section.

3.5.2.2 Section 2 — Travel Preferences for Tourist Activity
Participation: This section consists of 33 questions asking the respondents to assess
their level of agreement and disagreement with the statements describing their
preferred tourist activities. For instance, the respondents read “l wish to do sightseeing
around the city.” Then, they will be able to indicate their level of agreement or
disagreement based on 7-point Likert-type scale: (1) totally disagree, (2) strongly
disagree, (3) moderately disagree, (4) neutral, (5) moderately agree, (6) strongly agree
and (7) totally agree. Seven-point Likert-type scale has been broadly used over time by
many tourism scholars who examine travel preferences for tourist activity

participation.

3.6 Validity and Reliability Assessments

According to Cavana et al. (cited in Sangpikul, 2008), pretest should be
conducted to evaluate reliability and validity of the research instrument before
collecting the data from the research respondents. Therefore, in this research, pretest
will be conducted before collecting the data.

In the first step, in order to improve the quality of the questionnaire,
Russian native speakers were asked to proofread. Then, the feedbacks on the clarity
and appropriateness of the questions were obtained. After obtaining the feedbacks,
some words and sentences were modified in order to ensure that the respondents will
be able to understand the questions and choose appropriate answers. Then, a reliability
analysis by Cronbach’s alpha will be applied to the items regarding preferred tourist
activities. Cronbach’s alpha is used to determine the internal consistency reliability
whether all those items measure the same attribute or construct (Connelly, 2011). By
using reliability analysis, the extent to which the items in the questionnaire are related
to each other in one attribute will be determined (Indiana State University, 2005;
Connelly, 2011). Many researchers suggested that a value of 0.7 to 0.8 is an

acceptable value for Cronbach’s alpha and the items which have a value lower than
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0.7 will be unreliable (Field, 2005; Connelly, 2011). In this research, all the items
were tested by this method to ensure that the questionnaire is completely applicable.

3.7 Research Ethics

This research was reviewed and approved as an ethical study by Mahidol
University’s Office of the Committee for Research Ethics (Social Sciences). This
study is considered unharmful to human and does not theathren the privacy of the
informants and respondents. Also, this study avoided to collect the data with the
respondents considered as minors or aged less than 18 years old. Furthermore, prior to
data collection, the informants and respondents were ensured to clearly understand the
purpose, procedures and benefits of this study by providing participant information
sheet. In addition, form of informed and voluntary consent to participate in research
was also provided to ask the informants’ and respondents’ permission to collect the
data. After completing this study, all documents and data collected from the

informants and respondents were destroyed to ensure confidentiality.

3.8 Data Collection

The data for this study was collected with Russian-speaking tourist guides
and Russian tourists, with the time frame during October 2012 to January 2013. By
utilizing mixed methods approach in this research, both qualitative and quantitative
methods were conducted sequentially. The procedures of data collection in this study

are clearly explained as follows:

3.8.1 Qualitative Phase

Semi-structured interview technique was used in order to collect in-depth
information from the informants. Semi-structured in-depth interview is conducted by
asking open-ended, direct and verbal questions in order to elicit detailed narratives and
stories (Whiting, 2008). According to Pongponrat (2011b), apart from prepared

questions, semi-structured interview allows to add more questions in response to
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significant replies. In the semi-structured interviews, the interviewer should not
maintain control over the interviews in order that some questions will emerge from the
dialogue (Whiting, 2008). According to Hsu et al. (2008), in-depth interviews are
conducted on a one-to-one basis. The interviewer usually discuss with the interviewees
face to face, which is an appropriate approach to discover a greater depth of insight
around the research topic with no social pressure.

Prior to interviews, all the interviewees were asked whether they were
interested to participate in the interviews and the purposes of the interview were
explained clearly. Once they agreed, the interviewees were asked for a permission to
use audio recorder during the interviews. After they permitted, the interviews were
conducted by following prepared checklist. The interviews should be lasted not more
than 30 minutes for each interviewee.

Prior to following the pre-designed interview guide, the interview process
usually begins with some general icebreaking questions (Hsu et al., 2008), such as
“What have you experienced in Russian travel market?” Afterwards, the interviewer
can adjust and determine subsequent questions based on the answers to previous
questions by following the interview guide (Hsu et al., 2008). In details, Russian-
speaking tourist guides were asked about tourist activities that Russian tourists
typically participate in Thailand and their preferences among those tourist activities
answered by the interviewees. The questions in the interviews cover as follows:

3.8.1.1 Tourist activities in which Russian tourists typically
participate during their trips in Thailand
3.8.1.2 Preference of Russian tourists for participating tourist

activities during their trips in Thailand

3.8.2 Quantitative Phase

Survey method is usually adopted in quantitative research in order to elicit
specific information from the respondents by providing a structured questionnaire
(Hsu et al., 2008). Prior to collecting the data with Russian tourists, the questionnaire
format needed to be adapted to the context of this research.

By the assistance of Russian-speaking tourist guides, most of Russian

tourists who answered the questionnaires were their clients. However, Russian-
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speaking tourist guides were trained and urged to inform the purpose of the research
and ask whether they were interested in participating in the survey. Once they agreed,
questionnaires were distributed on site and the respondents will fill in the
questionnaires by themselves. This approach is called the self-administered personal
interview (Hsu et al., 2008). However, if the respondents felt uncomfortable during
participating in the survey, they were able to quit at any time. When the respondents
finished the questionnaires, the questionnaires were collected back to the Russian-
speaking tourist guides. In the end of the survey, all responded questionnaires were
returned to the researcher.

3.9 Data Analysis

3.9.1 Qualitative Phase

Prior to analysis, the data of interviews were interpreted into written
format. Content analysis and cross-analysis with reviewed literature techniques were
applied to analyze interpreted data. Hammersley and Atkinson (cited in Sandiford &
Seymour, 2007) suggest that, aside from collected primary data during fieldwork, the
qualitative data should be interactively analyzed along with reviewed relevant
secondary materials during the research process. The “analytic practices,” which are
suggested by Miles and Huberman (cited in Sandiford & Seymour, 2007), comprise of
several procedures, including coding data, reflecting on data, sorting data, identify
patterns in data, generalizing and developing concept. With respect to this research,
the keywords, which are related to research questions, were drawn out and categorized
into main issues regarding travel preferences for tourist activity participation.
Consequently, the patterns or frameworks were put into the data in order to make
better understanding of the relationship between each factor. Eventually, the concepts

of the findings were written in sentences to explain in details.

3.9.2 Quantitative Phase
Collected data were analyzed by using the Statistical Package for the

Social Sciences (SPSS) program. Data analyses will be implemented through 3 steps
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as follows:

Firstly, descriptive statistics, including frequency and percentage, were
applied to present socio-demographic characteristics of the respondents. Secondly,
descriptive statistics, including mean and standard deviation, were applied to present
respondents’ trip characteristics. Finally, descriptive statistics, including mean and
standard deviation, were applied to present travel preferences for tourist activity
participation of the respondents. The means of preferences for each tourist activity are
interpreted into 7 levels: x = 1-1.85 means absolutely disagree, X = 1.86-2.71 means
strongly disagree, x = 2.72-3.57 means moderately agree, X = 3.58-4.43 means neutral,
X = 4.44-5.29 means moderately agree, X = 5.30-6.15 means strongly agree and x =
6.16-7.00 means absolutely agree.



Fac. of Grad. Studies, Mahidol Univ. M.M. (Tourism and Hospitality Management) / 47

CHAPTER IV
RESULTS

This chapter discusses the analyses of the survey and interview data. The
in-depth interviews were conducted with 10 Russian-speaking tourist guides. There
were 5 tourist guides based in Bangkok, including 3 males and 2 females, 4 tourist
guides based in Pattaya, including 2 males and 2 females and 1 male tourist guide
based in Phuket. Moreover, the quantitative data were analyzed from 198 usable
responses (N = 198) out of 228 distributed questionnaires.

4.1 Socio-demographic Characteristics of Russian tourists

As shown in Table 4.1, there were 116 females (58.6%) and 82 males
(41.4%) from the quantitative data. The majority aged between 26-35 years old
(36.4%). Krasnoyarsk city appears to be the most common response in the choice of
“Others,” which the majority selected (72.2%) for place of origin. Most of them

graduated Bachelor’s degree (77.8%) and work as company employees (34.8%) with
monthly income of US$ 1,000 or lower (45.5%).

Table 4.1 Descriptive statistics of socio-demographic characteristics (N = 198)

Socio-demographic characteristics Frequency (persons) Percentage
Gender:

Male 82 41.4
Female 116 58.6
Age Range (years):

18-25 32 16.2
26-35 72 36.4
36-45 53 26.8
46-55 32 16.2

56-65 9 4.5
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Table 4.1 Descriptive statistics of socio-demographic characteristics (N = 198)

(Cont.)
Socio-demographic characteristics Frequency (persons) Percentage
Place of Origin:
Moscow 22 11.1
Saint Petersburg 9 4.5
Ekaterinburg 4 2.0
Irkutsk 8 4.0
Novosibirsk 8 4.0
Vladivostok 4 2.0
Others 143 72.2
Education Level:
High school or lower 10 5.1
Vocational 22 11.1
Undergraduate degree 154 77.8
Graduate degree 12 6.1
Occupation:
Student 13 6.6
Government official 9 4.5
Employee 69 34.8
Professional/Specialist 57 28.8
Independent/Self-employed 25 12.6
Retired 11 5.6
Unemployed 6 3.0
Housewife 5 2.5
Others 3 1.5
Monthly Income Range (US$):
US$ 1,000 or lower 90 455
US$ 1,001 — 2,500 83 41.9
US$ 2,501 — 4,000 14 7.1
US$ 4,001 or higher 11 5.6
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4.2 Trip Characteristics of Russian tourists

According to Table 4.2, Russian tourists visiting Thailand travel in groups
of 4 people in average. According to the interviews, all informants unanimously agree
that their travel groups usually mean family. Typically, Russian tourists are likely to
travel with their spouse or with their big family including father, mother, children and
grandparent. Also, the groups of adults, such as colleagues, are seen by the informants.
Correspondingly, beach destinations are popular among all segments of Russian
tourists, but especially among young people and families with children
(Taloustutkimus Oy & Travel Business Partnership, 2009).

An average duration spent by Russian tourists for their trips in Thailand is
14 days. This quantitative finding corresponds well with the interviews that Russian
tourists usually travel in Thailand for 14 to 15 days. Some informants indicate that
Russian tourists also make 7 and 10 to 11 days of trips. C9 Hotelworks Market
Research (2013b) also shows the similar average length of stay in Thailand for

Russian tourists registered at 14.75 days.

Table 4.2 Descriptive statistics of trip characteristics

Trip Characteristics Mean Std. Deviation
Travel Group Size 4.05 3.649
Trip Duration in Thailand 14.13 4.621
Length of Stay in Pattaya 11.82 4.344

Derived from the interview results, the inclusive tour encourages Russian
tourists to gather a group and book with the travel agencies to receive the low-price
offers. Also, their trip durations are designed to conform to the schedule of charter
flights incorporated in the inclusive tours. European Civil Aviation Conference (cited
in Pearce, 1987) defines the inclusive tour that “[it] consists of a round trip or circle
tour performed in whole or in part by air, organized by a tour organizer and offered to
the public at a comprehensive published price including, besides air transport,
accommodation for the duration of the trip, surface transport and, where appropriate,

other amenities. An inclusive tour is normally paid prior to departure, is for a pre-
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determined period, and is to an announced destination or destinations.”

In Thailand, as displayed in Figure 4.3, Russian tourists’ inclusive tours
are mainly based in Pattaya and Phuket. The tourists are encouraged to purchase
optional tour programs or excursions during their stay in Pattaya and Phuket. For
instance, they are able to find one-day or overnight trips to Bangkok, Koh Samed, Koh
Kood and Koh Chang islands. Moreover, within Pattaya and Phuket, a variety of
tourist activities or excursions to tourist attractions are available for them to select

according to their preferences.

Kanchanaburi Bangkdl
Koh Lan ttaya
Koh Same
Koh Chan,
Koh Talu Koh Koog
Gulf of Thailand

Koh Surin Koh Samui
Koh SimiM
Krabi
Phuket™» Koh Lanta
* = Travel Base
e = Optional Tour

Figure 4.3 Spatial pattern of Russian tourists’ inclusive tour in Thailand

Besides inclusive tours to Pattaya and Phuket, another travel pattern of
Russian tourists in Thailand is revealed, “Tour Around Trip.” To clarify, as shown in
Figure 4.4, this travel pattern commences with Bangkok up to the northern region of
Thailand, such as Ayuddhaya, Sukhothai, Lampang, Chiangmai and Chiangrai.
Afterwards, the tourists are allowed to select Pattaya, Koh Samui island and Phuket as
the final destination. This travel pattern involves 2 main types of transportation,
including coach and airplane. However, there is still a minority or special interest

groups of Russian tourists who purchase the Tour Around Trip since it costs higher
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than inclusive tours to only Pattaya or Phuket, and still not correspond with their
preference.

9 Chiangrai
8 Phayao

Chiangmail0

Lopburi
Ayutthaya

Bangkok
11 Pattaya

Gulf of Thailand
11 Koh Samui

— = Land Route
— = Air Route

Figure 4.4 Spatial pattern of Russian tourists’ Tour Around Trip in Thailand

Interestingly, Pattaya tends to be the major tourist spot where Russian
tourists stay for almost the whole trips in Thailand. They stay in Pattaya in the length
of approximately 12 days as shown in Table 4.2. In addition, the interviews also show
that the majority of Russian tourists have their travel base in Pattaya. Even though
Russian tourists enter the Kingdom through the airport in Bangkok metropolitan
region, they are still based in Pattaya. They usually purchase an excursion to Bangkok
as an optional tour program from Pattaya. Or possibly, they spend a few days in
Bangkok after arriving at the airport prior to the stay in Pattaya for the rest of their
trips. However, regarding cultural tourism, Bangkok is considered as the most popular
cultural heritage destination for Russian tourists. After Pattaya, Phuket and Koh Samui
island are also the popular destinations for Russian tourists.

Russian tourists tend not to do a long travel distance. However,

Kanchanaburi seems to be an exceptional case describing its strong brand of nature-
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based tourist activities which correspond to Russian tourists’ preference.

“Russian tourists don’t like to do long travel distance. For example, if they
have to take a coach to travel for more than 2 hours, they won’t go. For Kanchanaburi,
it is an exception because the route has many stops to visit. There are many details to
be taken. So, they like to go there because it’s worth for value (Russian-speaking

tourist guide 6, personal communication, 28 July 2012).”

4.3 Preferred Tourist Activities of Russian tourists

As the Russian tourists were asked to evaluate their level of agreement and
disagreement on their preferences for each tourist activity, Table 4.3 indicates the most
preferred tourist activity (highest mean score) to the least preferred tourist activity
(lowest mean score) of Russian tourists in Thailand. Most of the available tourist
activities in Thailand are preferred by Russian tourists. Only tourist activity that
Russian tourists tend to dislike is learning Thai boxing. Furthermore, Russian tourists
tend to have no preferences for playing sports and extreme activities, cooking local

dishes, doing a long travel distance and jumping into the water from the cliff.

Table 4.3 Descriptive statistics of preferred tourist activities

Preferred tourist activities Mean S.D. Level of opinion

| wish to float and bath in the sea and river. 6.23  1.220 Totally agree

| wish to experience Thai massage and spa
treatments. 6.17 1.230 Totally agree
| wish to learn local history and culture. 583 1.259 Strongly agree

| wish to watch a theatrical show (i.e.

cabaret show, cultural performance). 580 1.359 Strongly agree

| wish to eat local food and tropical fruits. 578  1.305 Strongly agree
| wish to visit an amusement park. 577 1.451 Strongly agree
| wish to watch wild animals. 566 1.422 Strongly agree
| wish to attend a traditional festival. 563 1.251 Strongly agree

| wish to do sightseeing around the city. 562 1.227 Strongly agree
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Table 4.3 Descriptive statistics of preferred tourist activities (Cont.)

Preferred tourist activities Mean S.D. Level of opinion
| wish to visit historical sites (i.e. palaces,
temples, museums) 562 1.239 Strongly agree
I wish to visit a shopping and entertainment
complex. 562 1519 Strongly agree
| wish to purchase discounted products. 559 1.491  Strongly agree
| wish to lie on the beach. 558 1525  Strongly agree
| wish to visit a local market. 544 1.353  Strongly agree
| wish to purchase Thai handicrafts. 535 1.493  Strongly agree
| wish to see how local handicrafts are made. 530 1.324  Strongly agree
| wish to participate in fruit plantation and
degustation. 528 1.478 Moderately agree
I wish to socialize with local people. 525 1.401 Moderately agree
| wish to participate in nightlife entertainment. 5.21 1.778 Moderately agree
I wish to ride an elephant in the forest. 518 1.646 Moderately agree
| wish to ride a motor vehicle (i.e. high-speed

512 1.806 Moderately agree
boat, jet ski, ATV).
I wish to purchase brand-name products. 496 1.778 Moderately agree
| wish to learn the Buddhist meditation. 4,92 1.647 Moderately agree
| wish to feed wild animals. 488 1.800 Moderately agree
| wish to walk in the forest. 484 1.669 Moderately agree
| wish to do diving and snorkeling. 4.68 1.807 Moderately agree
I wish to do fishing. 451 1.827 Moderately agree
| wish to try to produce local handicrafts by

445 1781 Moderately agree
myself.
| wish to play sports and extreme activities. 430 1.841 Neutral
| wish to cook local dishes. 4,08 1.893 Neutral
| wish to do a long travel distance. 3.88 1.829 Neutral
| wish to jump into the water from the cliff. 3.63 2.072 Neutral
| wish to learn Thai boxing. 3.38 2.011 Moderately disagree




Thanakarn Vongvisitsin Results / 54

To better understand Russian tourists’ preferred tourist activities, these
tourist activities are categorized into 5 types, including nature-based, adventure,
cultural, entertainment and shopping activities.

4.3.1 Preference for Nature-based Tourist Activities

Firstly, as shown in Table 4.4, Russian tourists tend to prefer all nature-
based tourist activities. Outstandingly, they absolutely prefer swimming in the sea and
river. This finding is supported by the interviews of all informants. When the
informants were asked about preferred activities of Russian tourists, all of them
immediately commenced the conversation with swimming in the sea.

“Anywhere they go, we need to provide beaches for them. Especially, if
they do long travel, the beach has to be provided. Cannot miss beaches (Russian-

speaking tourist guide 1, personal conversation, 21 June 2012).”

Table 4.4 Descriptive statistics of preferred nature-based activities

Preferred nature-based activities Mean S.D. Level of opinion

| wish to float and bathe in the sea and river.  6.23  1.220 Totally agree
| wish to watch wild animals. 566 1.422 Strongly agree
| wish to lie on the beach. 558 1.525 Strongly agree
| wish to participate in fruit plantation and

) 528 1.478  Moderately agree
degustation.

| wish to feed wild animals. 488 1.800 Moderately agree
| wish to walk in the forest. 484 1.669  Moderately agree
I wish to do fishing. 451 1.827 Moderately agree

Apart from the sea, the interviews also mention that Russian tourists like
swimming or bathing in the river, waterfalls and hot springs. Interestingly, in regards
to preference for nature-based tourist activities, the most common attribute obviously
appeared to attract Russian tourists to the destinations relates to water.

“Russians also go to other natural attractions, such as Khao Yai National
Park, Northern region, to see mountains and forests. For French, they just go to

appreciate the nature. But, for Russians, their first question that they will ask is
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whether they can swim. Second question is how they should behave. For example, if
swimming at waterfall is prohibited, they won’t decide to go at first (Russian-speaking
tourist guide 2, personal communication, 25 June 2012).”

Furthermore, Table 4.4 displays the same result with the interviews that
Russian tourists like relaxing on the beaches. In the beach destinations, they obviously
tend to prefer relaxing on the beach and do sunbathing. Additionally, they like to
purchase some activities on the beach, such as body painting, hair braiding, massage
and manicure.

Concerning animal-related tourist activities, Russian tourists prefer
watching wild animals in the amusing animal shows or in the restrained habitation,
such as tropical garden and aquarium. They rarely go to experience the pure nature
atmosphere and observe wildlife in the authentic environment.

“Mostly, more of them request to watch elephant shows than observing
them in the forest. They like elephant shows a lot, such as playing basketball and
doing anything. They cannot find at home. Even the zoos in Russia do not have this
kind of show. They also like crocodile shows. If it is exciting when putting the head of
performer into its mouth, they will like it a lot (Russian-speaking tourist guide 9,
personal communication, 3 August 2012).”

Interestingly, the reason behind the preference for staged animal
observation is that Russian tourists prefer to stay close to the animals.

“Children like Underwater World. They like watching fish and like what
they can be close to and touch. Pattaya’s aquarium has sea turtles, stingrays and
sharks...If they go to Nong Nooch Tropical Garden and meet with bears, deers and
elephants and can touch them, they will like it a lot. And, it is also the activity that
their parents will also like, if their children are satisfied (Russian-speaking tourist
guide 10, personal communication, 4 August 2012).”

Also, Russian tourists show their preference for fishing activity. Both
quantitative and qualitative results present that they like fishing. Specifically, Russian
tourists participate in fishing activity in order to relax and socialize in the fishing
atmosphere rather than to fish.

“One thing that Russian tourists like to do is fishing. According to their

culture, they love fishing a lot. Fishing does not mean to do serious fishing, but it is an
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excuse to move the place for drinking and having fun. This is the way how Russians
socialize. Then, they jump into the sea (Russian-speaking tourist guide 1, personal
communication, 21 June 2012).”

Additionally, Russian tourists view the actual fishing as the recreational
activity instead of the sport or competition.

“Mostly they come to fish with family by using dead baits, like pieces of
squids, they will get small fish. And, they also like to fish by the pool, get the fish to
take photos and release them (Russian-speaking tourist guide 9, personal

communication, 3 August 2012).”

4.3.2 Preference for Adventure Tourist Activities

Secondly, Table 4.5 shows the preference for adventure tourism which is
obviously lower than other types of tourist activities. With respect to adventure
tourism, both quantitative and qualitative data show the same result that Russian

tourists prefer riding an elephant in the forest.

Table 4.5 Descriptive statistics of preferred adventure activities

Preferred adventure activities Mean S.D. Level of opinion

I wish to ride an elephant in the forest. 518 1.646  Moderately agree
I wish to ride a motor vehicle (i.e. high-

) ] 512 1.806 Moderately agree
speed boat, jet-ski, ATV).

I wish to do diving and snorkeling. 4.68 1.807  Moderately agree
| wish to play sports and extreme activities. 430 1.841 Neutral
| wish to jump into the water from the cliff. 3.63 2072 Neutral

This study raises the critical problem decreasing Russian tourists’ desire to
play jet-ski in the sea. The findings commonly support that Russian tourists prefer
riding jet-ski, but there is a reason explaining why they select not to participate in this
tourist activity:

“Actually, they like to play jet-ski, but the tourist guides do not suggest
playing to avoid problems. For example, when they rent a jet-ski for a round, the

provider will say that there is no scratch and let them check. After playing, if the jet-
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ski turns over during a round, the provider will make no exceptions for the tourists to
compensate a lot (Russian-speaking tourist guide 9, personal communication, 3
August 2012).”

Moreover, there are a plenty of news that the jet-ski providers threaten the
tourists to pay a big amount of fine to compensate the damages shown by the jet-ski
providers. As a result, the tourist guides warn them not to rent the jet-skis to avoid the
problem. According to Chaolan (2012), the jet-ski scammers force the tourists to pay
exaggerated amount of money for the damage repair after returning the craft. This
situation occurs in Pattaya, Phuket and Koh Samui island. If the tourists refuse to pay
or are unable to negotiate with the scammers, they will be threatened with physical
attacks. Moreover, Chatree (2011) adds that the jet ski scam has been dispersed
throughout local and international media, including television, newspaper and internet.
Besides, Morison (2012) indicates that warnings for the tourists to avoid renting jet-
skis are published throughout the online media in Pattaya and Phuket. Currently, this
issue becomes the critical tourist problem of Pattaya and has been raised upon the
government to oversee the resolution (Yoondorn, 2012).

In regard to diving and snorkeling activities, Russian tourists like to
participate in, especially in Phuket. However, most of the feedbacks tell that the
underwater beauty of Thailand is less attractive than other countries. One informant
mentions about the feedbacks of his clients regarding diving and snorkeling activities:

“They like snorkeling and diving in Pattaya, but they are not popular. In
Pattaya, there is no place which has beautiful underwater. Most of my clients told me
that it is not beautiful. Russians who come to Thailand had to visit Egypt and Turkey
before and they said snorkeling and diving in Red Sea is much more beautiful. If they
want to, they should go to do in Phuket and provinces around there (Russian-speaking
tourist guide 9, personal communication, 3 August 2012).”

Apart from the sea, other natural attractions, forest and mountain in
particular, also attract Russian tourists. Russian tourists prefer swimming and rafting
in the river, bathing in the waterfall and spring, riding an elephant, riding an ATV and
participating in zip-line activity which is known for the popular Flight of Gibbon

activity.
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4.3.3 Preference for Cultural Tourist Activities

Thirdly, cultural tourism is considered as one of the most preferred tourist
activities of Russian tourists in Thailand. Most available cultural tourist activities are
preferred by them. Two characteristics of cultural tourism that respond to their
preference are exotic and amusing cultural experiences. Notably, having Thai massage
and spa treatments is likely to be their most preferred cultural tourist activity. Besides,
it is found that Russian tourists prefer eating than cooking local food. Interestingly,

Russian tourists are not likely to appreciate learning Thai boxing.

Table 4.6 Descriptive statistics of preferred cultural activities

Preferred cultural activities Mean S.D. Level of opinion

| wish to experience Thai massage and spa
6.17 1.230 Totally agree

treatments.

I wish to learn local history and culture. 583 1.259 Strongly agree
I wish to eat local food and tropical fruits. 578 1.305 Strongly agree
| wish to attend a traditional festival. 563 1.251 Strongly agree
I wish to do sightseeing around the city. 562 1.227 Strongly agree

| wish to visit historical sites (i.e. palaces,

562 1.239 Strongly agree
temples, museums).
I wish to see how local handicrafts are made. 5.30 1.324 Strongly agree
I wish to socialize with local people. 525 1401 Moderately agree
| wish to learn the Buddhist meditation. 4,92 1.647  Moderately agree

| wish to try to produce local handicrafts by
445 1.781  Moderately agree

myself.
| wish to cook local dishes. 4,08 1.893 Neutral
| wish to learn Thai boxing. 3.38 2.011 Moderately disagree

Russian tourists prefer to visit historical attractions, such as temples and
palaces, thanks to the exotic national architecture and art. Specifically, the majority of
Russian tourists appear to be passive in the cultural tourism. Instead of studying the
history, they prefer to take photographs with the exotic art and architecture. They do

not much expect to obtain in-depth knowledge in terms of the history of each
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attraction, only get to know roughly.

“Historical attractions are interesting for Russians. But, not all of them are
interested in the history. The history of their country is much longer and grander than
ours. When they visit temples and palaces, they would rather take photos (Russian-
speaking tourist guide 7, personal communication, 3 August 2012).”

In lieu of the history, Russian tourists prefer to learn about local culture,
particularly the livelihood of the local people. As Russian tourists also like to socialize
with local people, it is implied that Russian tourists are sociable and love to learn
about people in different culture.

“They listen to livelihood of people. For example, number of children,
how to get married, what husband and wife do, how our marriage looks like and
everyday life. They prefer to listen the livelihood of people rather than the history.
Don’t give them too academic (Russian-speaking tourist guide 7, personal
communication, 3 August 2012).”

Apart from Russian tourists’ interest in livelihood of local people, they
also like participating in traditional festivals. This is to support that they prefer exotic
and amusing cultural experiences.

“They like our festivals and local people. They said Thailand is safe for
them. In Songkran festival, they request to rent pick-ups for the water play. Also, I
organize Loi Kratong Festival for them and they like it a lot. I think Russians like our
festivals and traditions, but not much for the history (Russian-speaking tourist guide 9,
personal communication, 3 August 2012).”

Significantly, eating Thai food and tropical fruits is one of the most
outstanding cultural tourist activities which Russian tourists prefer to do in Thailand.
However, their preferred taste of the food is milder than the original spicy one. Apart
from the taste, low price and convenience encourage them to buy local food.
Meanwhile, Russian food in Thailand is hardly to find and more expensive than local
food. One informant gives the examples of local food and tropical fruits they like:

“They like to eat noodles, Thai-styled grilled chickens, Som Tum and Roti
a lot. They eat all. For seafood, they cannot eat it every day at home, you have to be
rich to eat seafood in Russia. They usually buy food from the street vendors because of

the price, convenience, taste and novelty....Russian tourists like pineapples a lot,
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mangosteens, ripe mangoes, almost every kind of fruits, except durians (Russian-
speaking tourist guide 9, personal communication, 3 August 2012).”

Interestingly, one tourist activity that tends to be a new trend for cultural
tourism in Russian travel market is meditation practice. It can be considered as a
growing niche market with lots of opportunity to develop. One informant talks about
the trend of meditation practicing activity:

“Meditation is also beginning to be interested by Russians. There is also
Russian sermon at Wat Phra Dhammakaya temple. Russians are interested in doing
meditation. It doesn’t mean that Buddhism is booming among Russians, but only the
meditation (Russian-speaking tourist guide 1, personal communication, 21 June
2012).”

4.3.4 Preference for Entertainment Tourist Activities

Fourthly, entertainment activities are regarded as a part of cultural tourism.
According to Hughes and Allen (2010), the term of entertainment activities is typically
described lighter and more amusing than the heritage cultural ones. As the
characteristics of Russian tourists refer to socialization and enjoyment, the
entertainment activities appear to be one of outstanding preferred tourist activities for
Russian tourists. As presented in Table 4.7, all entertainment activities are likely to
respond Russian tourists’ travel preference in Thailand. Most of all, watching a
theatrical show is ranked as their most preferred entertainment activity. This finding is
also confirmed by the interviews.

Interestingly, their preference for watching staged amusing cultural
performances also reflects joyful characteristic of Russian tourists. They find Thai
culture exotic and beautiful. However, they tend to be interested in the staged
performances which are reproduction of the traditional cultural activities. The pure
cultural authenticity tends not to respond to the preference of the majority of Russian
tourists.

“They don’t like slow traditional dancing shows. They like amusing one
because they do quickstep traditional dance in their culture. For example, when they

watch Thai traditional dance at Nong Nooch Tropical Garden, they will just skim
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through and take photos. They prefer cabaret shows (Russian-speaking tourist guide 9,

personal communication, 3 August 2012).”

Table 4.7 Descriptive statistics of preferred entertainment activities

Preferred entertainment activities Mean S.D. Level of opinion

| wish to watch a theatrical show (i.e.
580 1.359 Strongly agree
cabaret show, cultural performance).

I wish to visit an amusement park. 577 1.451 Strongly agree
| wish to participate in nightlife

) 521 1.778 Moderately agree
entertainment.

Additionally, participation in nightlife entertainment is one of Russian
tourists’ preferred tourist activities. All informants disclose that Russian tourists love
to hang out at night and drink. This activity also supports their preference for
socializing and joyful tourist activities.

“Russians like nightlife a lot. Some of them hang out every night, drinking
beers, dancing, going to nightclubs. Russians are joyful and like to drink alcohols and
vodka a lot. They like having fun and dancing. They like going to the nightclubs. Sex
shows are exciting for them, but they watch only one time to know. They are not
addicted. (Russian-speaking tourist guide 9, personal communication, 3 August
2012).”

Also, visiting an amusement park is considered attractive among Russian
tourists. Comparing to this activity in Russia, it is relatively cheap to visit an
amusement park in Thailand. One informant gives the detail on their fondness for
visiting amusement park and water park:

“Russian tourists like amusement park and water park a lot. Currently,
they go to Siam Park and Dream World a lot. It is much cheaper than playing in
Moscow. The price includes everything from unlimited rounds of rides, lunch and
transfer from Pattaya, just 1,100 Baht. For the water park, the feedback is the pool is
not clean, but they really like to play slider (Russian-speaking tourist guide 10,

personal communication, 4 August 2012).”



Thanakarn Vongvisitsin Results / 62

4.3.5 Preference for Shopping Tourist Activities

Being one of the most preferred tourist activities of Russian tourists,
shopping is found to be an activity which cannot be separated from the beach
destination, especially in Pattaya and Phuket. Tourism Authority of Thailand (2008a)
reveals that Russian tourists spend approximately 26.02% of total on shopping activity
after 26.78% on accommodation. According to C9 Hotelworks Market Research
(2013a) and Bangkok Post (2013), 24% of the whole tourism expenditure falls into
shopping activity as the largest spending rate of major market in Phuket, including
Russian tourists, after accommodation.

In general, Table 4.8 shows that Russian tourists are more likely to prefer
visiting modern shopping mall than traditional market. Also, they tend to prefer
buying discounted products and Thai handicrafts than brand-name products.

Table 4.8 Descriptive statistics of preferred shopping activities

Preferred shopping activities Mean S.D. Level of opinion

I wish to visit a shopping and entertainment
562 1519 Strongly agree

complex.

| wish to purchase discounted products. 559 1491 Strongly agree

I wish to visit a local market. 544 1.353 Strongly agree

| wish to purchase Thai handicrafts. 535 1.493 Strongly agree

I wish to purchase brand-name products. 496 1.778  Moderately agree

Importantly, Russian tourists are price-sensitive shoppers since the
majority of them have low-to-medium income range nowadays. The price plays an
important factor affecting the purchasing decision of Russian tourists. In comparison
with Russian tourists visiting Thailand in the past, the purchasing power has
considerably decreased. This reason leads to their preference for purchasing
discounted products as the most preferred shopping activity. Obviously, they prefer to
purchase brand-name products that cost cheaper than in Russia or offer discount.

Remarkably, Russian tourists prefer to buy local products, such as
traditional souvenirs, clothes, cosmetics, handicrafts and health products, than the

brand-name products. According to Hsieh and Chang (2006), shopping for local
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products and traditional souvenirs is considered as a part of cultural tourism. Their
purpose of purchasing local products and traditional souvenirs is mainly to give to
family and friends as gifts. Also, these products are considered affordable.

The details of the local products and traditional souvenirs that Russian
tourists usually purchase vary by the experience of the informants. Three informants
describe these products for instance:

“Mostly, they like buying souvenirs with the national symbols. I suggest
them to buy elephant models and plates with Thailand’s map. (Russian-speaking
tourist guide 5, personal communication, 25 July 2012).”

“Russians like buying teas, herbs, coconut products, silks and Thai
cosmetics a lot. Mostly, they will focus on health products (Russian-speaking tourist
guide 8, personal communication, 3 August 2012).”

“Russians like shopping. They like buying clothes because the price is
cheaper than their home. They, also, like Thai cosmetics and herbs a lot....In our
country, Thai brands are much more interesting. They like Thai cloths, scarves and
souvenirs, like small magnets. Russians like to buy a lot as gifts (Russian-speaking
tourist guide 9, personal communication, 3 August 2012).”

Kim et al. (2010) also reveals the similar finding about Russian tourists’
favorite shopping items. Their preference for shopping items ranges from local foods,

clothes and shoes, local arts and crafts and jewelry respectively.
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CHAPTER V
DISCUSSION

The findings of Russian tourists’ preferred tourist activities in Thailand
lead to the discovery of their unique travel characteristics and behavior. According to
Manthiou et al. (2011) and Tang et al. (2012), tourist behavior is able to be predicted
by understanding tourist activity preferences. Interestingly, several issues have been

raised for the discussion of this study.

5.1 Significance of Inclusive Tour Provided by Russian Travel
Agencies

Based on the results, travel agency is instrumental in shaping trip
characteristics of Russian tourists in Thailand The majority of Russian tourists rely on
travel agencies. According to Mintel (2011), around half of all bookings made in
Russia go through travel agencies. Moreover, C9 Hotelworks Market Research
(2013a) discloses that Russian travel market mainly drives the booking through the
source of wholesale agencies. Travel agencies take an advantage on their power of
providing inclusive tours with extensively lower price to attract Russians. According
to European Civil Aviation Conference (cited in Pearce, 1987), inclusive tour means
the comprehensive round trip tour incorporating air and surface transportation,
accommodation and other appropriate amenities.

One of the reasons encouraging Russian tourists book the inclusive tours at
travel agencies is extensively low-price offer. Since the result presents that the
majority of Russian tourists traveling to Thailand have low to medium income ranges,
they incline to be attracted by lower price. The most common trip to Thailand that they
purchase via travel agencies is packaged by air tickets, airport transfer service,
accommodation and breakfast.

“There are very few FITs because most of them travel by charter
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flights...because they are cheap....For example, if you have 25,000 or 30,000 baht,
you are already able to travel to Thailand for 14 nights....Well, if there are seats left,
they will release hot tickets and cut down the price to only 15,000 to 20,000 baht. In
the past, you need to have a lot of money to travel to Thailand, but now everyone can
come (Russian-speaking tourist guide 9, personal communication, 3 August 2012).”

This study discovers that the low-price offer provided by Russian travel
agencies receives the benefit from the charter flight. Williams (2001) says that
European charter flights have accounted for a significant proportion of air transport
activity mostly as a result of being able to carry their passengers for under half the cost
that schedule carriers would have incurred. Currently, the charter carriers integrate
tourism and hospitality organizations, incorporating tour operators, travel agency
chains, airlines, hotels and ground transportation providers.

Charter flight is considered as a type of transportation that is extensively
used by the majority of Russian tourists traveling to Thailand. According to C9
Hotelworks Market Research (2012; 2013b), U-Tapao International Airport welcomed
the charter flight passengers up to 62% of total arrivals in 2011 over the scheduled
flight passengers. Also, the charter flight passengers accounted for 56% of total at
Phuket International Airport in 2012. Moreover, the highest growth in the history of
charter flights from Russia is also recorded as high as 200% at Krabi Airport near
Phuket (Siamturakij, 2012). Therefore, the revealed result of trip characteristics of
Russian tourists in Thailand can be implied that they are influenced by travel agencies
and charter flights.

Influenced by the inclusive tours provided by the travel agencies, Russian
tourists are highly attracted by the competitive price. Consequently, this incident
encourages them to organize a travel group and plan the trip duration in accordance

with the schedule of the charter carriers.

5.2 Pattaya — Travel Base of Russian tourists

Pattaya is considered as the first-ranked Russian tourists’ travel base in

Thailand. Both qualitative and quantitative results firmly reveal that the majority of
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them spend almost of their whole trips staying in Pattaya. After Pattaya, Phuket is
considered as another travel base for Russian tourists who travel directly to the South
of Thailand. Bangkok Post (2013) presents that Russian travel market is evaluated as
the top spender in Phuket after China. According to Tourism Authority of Thailand
(2013a), Pattaya is outstandingly considered as the first-ranked best selling Thai
destination with 60% of market share, while the second-ranked destination with 16%
of market share is Phuket. In addition, Bangkok and Kanchanaburi are the destinations
that they usually purchase the optional excursions to visit for a short period of time.
Amnatcharoenrit (2012) indicates the major foreign tourists visiting Kanchanaburi are
Russian. Meanwhile, the results show that Cha Am and Hua Hin appear to be less
desirable beach destinations for Russian tourists.

There are several reasons derived from the interviews explaining why
Pattaya becomes the most popular tourist destination in Thailand for Russian tourists.
Firstly, comparing to other beach destinations, Pattaya appears to be the most
convenient and easily accessible. From the results, it is also found that Russian tourists
do not prefer to spend long time to travel distantly. Moreover, each tourist attraction in
Pattaya can be conveniently accessed by available transportation system. Besides, it is
located near to 2 international ports of entry, including Suvarnabhumi and U-Tapao
International Airports. According to Vespestad (2010), good infrastructure and
convenience appear to be necessarily combined with the tourist activities for Russian
tourists. Comparing to Cha Am and Hua Hin, Pattaya is considered more convenient
to travel from the entry ports.

Secondly, Pattaya is considered more affordable for the majority of
Russian tourists thanks to its lower cost of living than Phuket. Also, the inclusive tours
to Pattaya cost relatively lower than Tour Around Trips up to the Northern region of
Thailand because they require to add more cost on additional transportation and
accommodation. Based on the interviews and personal experience, Pattaya has a lower
cost compared to Phuket in terms of public transportation. Accordingly, Russian
tourists who stay in Phuket tend to have higher income than those in Pattaya.

Thirdly, a variety of tourist activities preferred by Russian tourists are
available in Pattaya. Russian tourists are able to find every type of tourist activities,

including nature-based, adventure, cultural, entertainment and shopping, in Pattaya.
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For instance, preference for shopping activity is indicated by the informants to be one
of the most important factors boosting Pattaya’s popularity among Russian tourists
over Cha Am and Hua Hin. Obviously, comparing to Cha Am and Hua Hin, Pattaya

has a greater number of shopping malls.

5.3 Travel Characteristics and Purpose of Russian Tourists

Implied by preferred tourist activities of Russian tourists in Thailand, their
unique characteristics can be discussed. Interestingly, their distinct characteristics can
reflect their purpose of travel to Thailand and reasons behind the preference for tourist
activity participation in Thailand. Three apparent travel characteristics, including
relaxation, socialization and enjoyment, appear to be the major factors shaping their
preference for participating in tourist activities.

Relaxation is regarded as the major purpose of Russian tourists’ leisure
travel to Thailand and their travel characteristics. Thailand conveys sea, sand and sun
atmosphere to undeniably fulfill their need for relaxation. Importantly, during their
vacation, they tend to enjoy sense of freedom from their usual routine life. According
to Moore, Cushman and Simmons (1995), an awareness of freedom in carrying out an
activity emphasizes the notion of leisure travel. For example, the obvious travel
characteristic that can be easily observed in major tourist destinations of Russian
tourists is that their itinerary is neither tight schedule nor full of excursions each day.
The vast majority of them usually book their vacation without tourist activities.
Nevertheless, they prefer to stay relaxed under sea, sand and sun atmosphere and not
daily purchase the excursions. This travel characteristic strongly highlights their sense
of freedom and relaxing chatacteristic of Russian tourists.

Aside from loose itinerary of Russian tourists, the majority also
demonstrate their strong characteristic and preference for relaxation by not making
long travel distance. Russian tourists who travel to the northern route of Thailand are
still a minority or only for special interest groups, especially in cultural tourism. The
majority of them tend to stay in their travel base, particularly in Pattaya, and travel in

the city or to near destinations. Also, during their relaxation, their preference for



Thanakarn Vongvisitsin Discussion / 68

convenient infrastructure confirms their characteristic of relaxation. Hence, Russian
tourists give priority to relaxation and convenience.

Moreover, the attribute of staged experiences of Russian tourists’ preferred
activities in Thailand shows their characteristic of relaxation and preference for
convenience. For instance, Russian tourists prefer staged nature-based and cultural
experiences, such as exciting animal shows or wildlife observation in the captive
human-constructed settings and amusing cultural performances, than those in the
authentic environment. Reynolds and Braithwaite (2001) identify that the interaction
with animals in their unusual places conveys contrived experiences. Contrived
experiences show lower contact with the animals than the authentic experiences which
require more active travel characteristic. It can be implied that Russian tourists prefer
more relaxing and convenient animal-related activities. Instead of seriously focusing
on the knowledge derived from cultural tourism, Russian tourists fall into the category
of cultural dabblers. Stebbins (1996) explains “cultural dabblers” that they are casual
leisure participants of cultural tourism that prefer taking few hours in place of
seriously acquiring skills and knowledge from the cultural activities.

Secondly, socialization is one of the major ingredients of Russian tourists’
travel characteristics and tourist activity preferences. Derived from the results, several
tourist activities preferred by Russian tourists, such as socializing with local people
and participating in nightlife entertainment, obviously indicate their preference for
socializing activities. Suvilehto and Borg (2001) also confirmed that Russian tourists
are socializing and appreciate meeting with local people.

Interestingly, the evident uniqueness regarding the preference of Russian
tourists is represented by their appreciation of fishing activity. Fishing is Russian
tourists’ preferred activity that can well present their characteristics of relaxation and
socialization. Vespestad (2010) indicates that fishing activity participated by Russian
tourists is often connected with relaxation. Moreover, Kauppila and Karjalainen
(2012) generally explain that fishing tourism is a combination of recreational and
leisure concepts. Apart from relaxation, this study adds that fishing activity
participated by Russian tourists is also connected with socialization. According to the
interviews, Russian tourists view fishing as a recreational activity closed to the sea

with unique socializing atmosphere with their fellows.
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Lastly, enjoyment is considered as a necessary element of Russian tourists’
preferred activities in Thailand. Apparently, with respect to cultural tourism, this study
reveals that Russian tourists prefer staged performance than authentic experience.
Besides, entertainment activities, such as watching shows, visiting an amusement park
and participating in nightlife, are one of their preferred activities in Thailand. These
preferred entertainment activities frankly surrogate the enjoyment characteristic of
Russian tourists in Thailand. Furthermore, shopping is another activity that can
represent Russian tourists’ characteristic of enjoyment. According to Yuksel (2007),
shopping is generally a source of pleasure and excitement for the tourists.

In conclusion, discussed characteristics, including relaxation, socialization
and enjoyment, highlight the concept of leisure as the major travel characteristic of
Russian tourists in Thailand. Corresponded with the definition of leisure given by
Mannell and Iso-Ahola (1987), these travel characteristics of Russian tourists are
considered as the major ingredients of leisure. According to Mannell and Iso-Ahola
(1987), the needs for relaxation and enjoyment directly represent leisure activities.
Also, the social interaction is regarded as the main leisure motivation of seeking of
interpersonal rewards. Therefore, by these travel characteristics implied from
preferred tourist activities, Russian tourists mainly travel to Thailand for leisure

purpose.

5.4 Active and Passive Characteristics of Russian tourists

Generally, Russian tourists are considered as passive tourists since they
mainly travel to Thailand for the relaxation purpose in the sea, sand and sun
atmosphere. According to Weaver (cited in Andriotis et al., 2007), active tourists are
those who travel to destinations for participating in various types of tourist activities as
their main purpose, while passive tourists are those who consider participating in
tourist activities, excluding 4S’s offerings (sun, sea, sand and sex), as an unimportant
component of their trips.

In regard to nature-based tourism, Russian tourists appear to be both active

and passive differently by each tourist activity. Russian tourists are considered
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dynamic and active in their major water-related tourist activities of nature-based
tourism. According to Pizam and Fleischer (2005), open water swimming and river
rafting are examined to be the most dynamic and active tourist activities. And, those
activities are discovered to be Russian tourists’ major preferred tourist activities in
Thailand. On the other hand, some water-related tourist activities, such as water sports,
express the passiveness of Russian tourists. Ceballos-Lascurain (cited in Adriotis et
al., 2007) mentions that the tourists participate in tourist activities which do not
contact the true concern over nature and ecology, such as water sports, are considered
passive. However, the notorious news regarding jet-ski scammers discourage them to
participate in adventure tourism even they desire to do. According to Ceballos-
Lascurain (cited in Adriotis et al., 2007), the active tourists in nature-based tourism
engage in tourist activities, such as nature photography, botanical studies and
observing wildlife in the pure nature environment. Meantime, Russian tourists are not
active in animal-related activities; they prefer to watch animal shows and observe
wildlife in the restrained habitation instead.

With respect to cultural tourism, Pattaya can well reflect their passive
preference. As Pattaya is a man-made cultural destination, it shows that Russian
tourists prefer staged cultural experience than the heritage authenticity. Staged cultural
performances which are more amusing than the traditional ones are preferred by them.
According to Pizam and Fleischer (2005), tourist activities involving cultural
performances are examined to be the most static and passive tourist activities. This
leads to the low number of Russian tourists travel to the north of Thailand which paves

the route to visit various heritage sites.

5.5 Influencing Factors for Selection of Tourist Activities

To decide to purchase tourist activities, Russian tourists tend to consider 3
major factors. Firstly, they consider the value for money as the priority. Comparing the
same tour program from different providers, the price and the number of tourist
activities appear to be important criteria. They select the providers who offer lower
price. On the other hand, if the providers offer exactly the same price, Russian tourists

will compare the value by considering the number of tourist activities included in the



Fac. of Grad. Studies, Mahidol Univ. M.M. (Tourism and Hospitality Management) / 71

program. According to Vespestad (2010), value for money is an important feature to
be promoted for Russian tourists. Therefore, it can be implied that Russian tourists are
considered price-sensitive. They rather place an importance on the price rather than
the quality or the experience that they would get.

“Price is the main factor influencing the decision of Russian clients. They
will compare the price with many tour companies. Russians don’t go to only one
company and make payment immediately. They will bring the pricelist and compare.
Prior to making a decision, they will also ask what activities are included in the
program. They will bring gathered brochures and ask whether you have. Mostly, they
will ask whether it is the same. If so, the one with cheaper price will be selected
(Russian-speaking tourist guide 9, personal communication, 3 August 2012).”

Secondly, Russian tourists determine the tourist activities by their sense of
preference for the specific tourist activities. Their preferences for tourist activity
participation play an important role when they determine the details of the tour
programs. According to the interviews, to select a particular excursion, Russian
tourists consider whether that excursion responds to their preferences

“The details [of selected excursions] depend on their preference. Their
preference is various. Some of them like animals and select to go to aquarium or zoo.
While, some of them like beauty and select to watch the shows (Russian-speaking
tourist guide 3, personal communication, 20 July 2012).”

“They just want to cover all what they are interested in and want to do.
That’s it. For example, for Kanchanaburi tour, they will ask whether the hotel is
located on the raft, whether it includes hot springs and whether there are elephants to
ride. Forget about other details [of the program] (Russian-speaking tourist guide 2,
personal communication, 25 June 2012).”

Thirdly, timing is also important for Russian tourists to decide. As they
mainly travel to Thailand for the relaxation purpose, they consider the spent time of
the excursion whether it consumes their time to relax on the beaches. Consequently,
the travel distance also reflects the duration of the excursion. They do not prefer long

travel distance and time consuming activities.
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5.6 Price-sensitiveness of Russian Tourists

A number of tourist destinations benefit from the dynamic growth of
Russian outbound travel market. Each destination attracts different segments of
Russian tourists in terms of their demographics. Generally, 3 distinct segments of
Russian tourists are divided, including the ultra wealthy, young professionals and
emerging middle-class families (Eventica, 2011; Mintel, 2011).

In particular, according to Eventica (2011) and Mintel (2011), the majority
of Russian tourists in Thailand fall into the segment of middle-class families by
several characteristics. First of all, travel groups comprised of Russian family
members are always found in Thailand. Also, Thailand, as a sun and beach destination
with flexible visa restriction, is considered as a family holiday destination (Eventica,
2011; Mintel, 2011). Based on the result, the income level of the majority of Russian
tourists in Thailand are considered middle-class. According to Eventica (2011) and
Mintel (2011), Russian tourists in this segment are very susceptible to marketing and
promotions, particularly for family-friendly offerings and competitive pricing policies.
Hence, the discussed travel characteristics undoubtedly support the segment of
emerging middle-class families.

Based on the results, comparing to other destinations, Russian tourists in
Thailand have lower class of economic status and usually sensitive to the prices of
tourist activities, food and shopping items. Similarly, in Qinhuangdao, China, the price
charged for Russian tourists needs to be closely taken into consideration to ensure the
reasonable price when developing transportation, accommodation and shopping items
(Kim et al.,, 2010). In European destinations, Turkey, Bulgaria, Montenegro and
Croatia are considered budget destinations (Taloustutkimus Oy & Travel Business
Partnership, 2009).

In contrast, in the global market, a plenty of feedbacks are often reported
that Russian travel market is regarded highly affluent and generate extremely high
tourism expenditure without price-sensitiveness at all. For example, Johnson (2005)
mentions that Russian tourists, comparing to other nationalities, are exceedingly less
sensitive to price and willing to pay high in cash for the finest products and services.
Several luxury hotel chains, including Leading Hotels of the World and Small Luxury

Hotels of the World, agree that Russian tourists in various destinations spend much
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higher than other guests from other countries. Euromonitor International (2012)
indicates that Russia is a country that has an uneven income distribution among its
population. Wealthy Russian tourists tend to select luxury tourism destinations, such
as France, Spain and Bali, Indonesia. Moreover, luxury tourist activities participated
by affluent Russian tourists have a wide range from renting luxury apartments and
yachts, cruising round-the-world and premium spa tours. Taloustutkimus Oy and
Travel Business Partnership (2009) mention that upmarket destinations include Italy,
Spain, France, Cyprus and Greece. Also, Michael (2013) reports that affluent Russian
travel market in Cape York and the Great Barrier Reef, Australia, becomes booming,
collaterally with Chinese market. Russian tourists are found to be ultra-wealthy and
prefer highly extravagant tourist activities. Moreover, Gibbons (cited in McBride,
2013) says that luxury is important to Russian travel market and this market has the
potential to grow considerably in Ireland. Furthermore, Silva (2013) mentions that
Spanish tourism industry has enjoyed the number of Russian tourists in both quantity
and quality. Russian tourists in Spain spend money up to 47% per day higher than
other foreign tourists.

As a result, it can be implied that Thailand is perceived as budget tourist
destination in the Russians’ perspective. According to Eureka Consulting (2012),
Thailand is perceived as low-cost tourist destination, especially accommodation and
overall travel expenditure of the whole trip, by foreign tourists, including Russian

tourists.

5.7 Summary

Russian tourists mainly travel to Thailand for the relaxation purpose. Their
typical trip characteristic is inclusive tour incorporating airplane tickets, transfer
service, accommodation and breakfast but not include the tourist activities. The
minority of them book pre-paid packaged tour programs which include the tourist
activities. Cheap price is the major factor making the obvious difference in terms of
the trend of how Russian tourists organize the trips to Thailand.

Russian tourists in Thailand are considered in the segment of emerging

middle-class families and relatively price-sensitive when comparing to those in other
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destinations. Apart from the trip characteristics, their behavior also expresses the
sensitiveness on the price. The price plays an important role when they make decision
to purchase tourism products and activities. For instance, they prefer to purchase cheap
local products and discounted brand-name products. Also, they adapt dining behavior
to Thai food since it is more affordable than Russian food. Importantly, the price is the
priority for them to decide from which tour operators or travel agencies they should
purchase the excursions.

Generally, as Russian tourists travel to Thailand to relax in the sea, sand
and sun atmosphere as their main purpose, they are considered passive tourists in
overall. However, in regard to nature-based tourism, Russian tourists appear to be both
active and passive differently by individual tourist activities. Russian tourists are
considered dynamic and active in their major water-related tourist activities, such as
bathing in the sea, river, waterfall and hot spring, and river rafting. On the other hand,
water sports, such as jet-ski, are discouraged by the notorious news regarding the jet-
ski scammers even though they desire to play. Furthermore, Russian tourists are
passive in animal-related tourist activities since they prefer watching animal shows
and observe wildlife in the restrained habitation than in the natural environment.

With respect to cultural tourism, Pattaya can well reflect their passive
preference. As Pattaya is a man-made cultural destination, it shows that Russian
tourists prefer staged cultural experience than the heritage authenticity. Staged cultural
performances which are more amusing than the traditional ones are preferred by them.
This leads to the low number of Russian tourists travel to the north of Thailand which
paves the route to visit various heritage sites. Furthermore, Russian tourists greatly
enjoy nightlife entertainment and shopping activities which correspond to their travel
characteristics of socialization and enjoyment.

Their preferred tourist activities reflect the unique characteristics of
Russian tourists. Their travel preference and behavior present that Russian tourists are
joyful and socializing. Apart from relaxing activities, they like having fun in every
tourist activity. Obviously, fishing activity is the unique preference of Russian tourists
represents their fondness of relaxation, enjoyment and socialization. Moreover,

Russian tourists enjoy freedom to select the tourist activities by their own preferences.



Fac. of Grad. Studies, Mahidol Univ. M.M. (Tourism and Hospitality Management) / 75

They do not participate in the excursions every day but spend most time to relax

themselves.
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CHAPTER VI
RECOMMENDATIONS AND CONCLUSION

This study is an exploratory and explanatory study adopting a mixed
methods approach to investigate travel preferences of Russian tourists for their
participation in tourist activities in Thailand. The sample for qualitative phase was 10
Russian-speaking tourist guides who are working in major destinations of Russian
tourists in Thailand, including Pattaya, Phuket and Bangkok. For quantitative phase,
the sample was 198 Russian tourists, including 82 males and 116 females. In-depth
interviews and questionnaires were adopted as the research instruments during
collecting the data. The obtained qualitative data were analyzed by content analysis
technique, while the quantitative data were analyzed by SPSS program for descriptive
statistics, including frequencies, percentages, means and standard deviations. This
chapter presents the conclusion of the major findings, limitation and recommendation

for the practitioners and future research.

6.1 Conclusion

The majority of Russian tourists traveling to Thailand organize the groups
of families or friends and purchase inclusive tours which include airplane tickets,
transfer service, accommodation and breakfast. Most of them purchase the tourist
activities after their arrival in Thailand. The average trip duration spent in Thailand is
approximately 14 days. They usually stay in Pattaya or Phuket as their travel bases in
Thailand. The minority of them book pre-paid packaged tour programs which include
the tourist activities. Low price is the major factor making the obvious difference in
terms of the trend of how Russian tourists organize the trips to Thailand.

Comparing to other destinations, Russian tourists in Thailand are
considered in the segment of emerging middle-class families and relatively price-

sensitive particularly on their purchasing behavior. To select the products or tourist
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activities, Russian tourists in Thailand view the price as the priority when making a
decision.

Since Russian tourists visit Thailand to relax in the sea, sand and sun
atmosphere as their major purpose, they are considered, in general, passive tourists.
Specifically, in regard to nature-based tourism, Russian tourists appear to be both
active and passive differently by each tourist activity. Russian tourists are considered
dynamic and active in water-related activities, such as bathing in the sea, river,
waterfall and hot spring, and river rafting. On the other hand, water sports, such as jet-
ski, are discouraged by the notorious news regarding the jet-ski scammers even though
they desire to play. Furthermore, Russian tourists are passive in animal-related tourist
activities since they prefer watching animal shows and observe wildlife in the
restrained habitation than in the pure nature environment. With respect to cultural
tourism, Pattaya can well reflect their passive preference. As Pattaya is a man-made
cultural destination, it shows that Russian tourists prefer staged cultural experience
than the heritage authenticity. Staged cultural performances which are more amusing
than the traditional ones are preferred by them. This leads to the low number of
Russian tourists travel to the north of Thailand which paves the route to visit various
heritage sites. Furthermore, Russian tourists greatly enjoy nightlife entertainment and
shopping activities which correspond to their travel characteristics of socialization and
enjoyment.

Interestingly, their preferred tourist activities reflect the unique travel
characteristics of Russian tourists. Their travel preference and behavior present that
Russian tourists are joyful and socializing. Apart from relaxing activities, they like
having fun in every tourist activity. Obviously, fishing activity is the unique
preference of Russian tourists represents their fondness of relaxation, enjoyment and
socialization. Moreover, Russian tourists enjoy freedom to select the tourist activities
by their own preferences. They do not participate in the excursions every day but

spend most time to relax.

6.2 Limitation

Several points regarding the limitation of this study that should be
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informed are displayed as followings:

6.2.1 Respondents’ Places of Origin

As this study used snowball sampling method to approach Russian tourists
as the respondents for the quantitative phase, the researcher was unable to control the
distribution of the questionnaires. Obviously, the responded questionnaires indicated
that the majority of Russian tourists (72.2%) ticked “Others” for their places of origin.
Most of them stated the specific city of Krasnoyarsk which is located in Siberia, the
central part of the Russian Federation. Thus, this research may not clearly present the
overall Russian tourists’ preferred tourist activities, if Russian tourists from different

cities have different preferences for tourist activity participation.

6.2.2 Pattaya-focused Quantitative Data Collection

Since this study represents all Russian tourists in Thailand, this study has a
limitation by collecting the data mainly in Pattaya in the quantitative phase. This may
not present the direct results of those who travel to Phuket or other destinations apart

from Pattaya.

6.3 Recommendation for Tourism Practitioners

Thai tourism practitioners who are interested in penetrating Russian travel
market are able to apply the knowledge from this study as the fundamental to execute
the marketing strategies. Furthermore, Thai tourism practitioners who desire to
develop tourism products in response to the actual travel preferences of Russian
tourists for the participation in tourist activities are able to use the findings of this
study as a guideline. Several strategies are recommended to the tourism practitioners

as followings:

6.3.1 Developing Tourist Activities Based on Russian Tourists’
Preferences
Tourism practitioners are encouraged to adopt the knowledge of preferred

tourist activities derived from this study in their marketing strategies to attract Russian
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travel market to their destinations. In order to develop Russian travel market in
Thailand, preferred tourist activities of Russian tourists are essential to generate more
income to the country and practitioners and to satisfy their unique travel preferences.
According to Moscardo et al. (1996), travel preferences for tourist activity
participation is considered as the major determinant of destination choice. The
destinations that offer and promote the tourist activities in accordance with the
tourists’ preferences are able to create a positive image among tourists and attract
them to select.

Specifically, Russian tourists’ preferences for each type of tourist activities
can be prioritized. Entertainment tourism tends to be the most significant to attract
Russian tourists to a particular destination. Tourism practitioners can develop products
relevant to exotic and amusing shows, theme parks or nightlife, and include these
attributes to their marketing strategies. Secondly, shopping tourism can also attract
Russian tourists by developing modern shopping places with a variety of local
products. Thirdly, tourism practitioners can develop and promote natural attractions,
such as beaches, rivers, waterfalls and springs, to attract greater number of Russian
tourists. Fourthly, cultural products, such as traditional massage and spa, food and
festivals, can be effectively developed and promoted in Russian travel market. Lastly,
some of adventural activities, such as riding an elephant, ATV, rafting and zip-lining,
can also attract Russian tourists.

As a result, by this approach, the image of Thailand or a particular tourist
destination in Thailand can become more quality instead of cheap image. Tourism
practitioners are suggested to focus on the tourists’ preferences and the quality of
products and services instead of cutting the prices. Since this study shows that most of
available tourist activities in Thailand correspond well with their actual preferences,
tourism practitioners do not have any necessity to downgrade their products and
services to attract more tourists. Finally, a greater number of upscale Russian tourists
will be attracted and the practitioners will be able to enjoy an increasing purchasing

power of them.

6.3.2 Developing Health and Wellness Tourism in Cha Am and Hua
Hin
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To boost the popularity of Cha Am and Hua Hin among Russian tourists,
these destinations are recommended to elicit their strengths to come over their
weaknesses. The results show that Cha Am and Hua Hin cannot be promoted well for
Russian travel market. However, it is found that some Russian tourists visit Cha Am
and Hua Hin to participate in their preferred high-quality Thai massage and spa
treatments. Also, some of Russian tourists travel to Thailand for medical tourism visit
Cha Am and Hua Hin to recover themselves after the medical treatments or surgeries.
To compete with European destinations, Taloustutkimus Oy and Travel Business
Partnership (2009) say that health and wellness tourism is still expensive and not yet
well developed for Russian travel market. Therefore, to gain the popularity of Cha Am
and Hua Hin among Russian tourists, health and wellness tourism can be considered as

the potential for the destinations to be promoted well.

6.3.3 Providing Capable Russian-speaking Personnel

Since one of the major difficulties of Russian tourists traveling in Thailand
that discourages them to travel to more destinations or participate more tourist
activities is language barrier. According to Tourism Authority of Thailand (2009b;
2009d), due to unfamiliarity with foreign languages, Russian tourists tend to rely on
travel agencies. However, a number of FITs is found to be increasing which means
that there are more Russian tourists who tend to participate in different tourist
activities at various tourist destinations. Therefore, in order to attract a greater number
of Russian tourists, capable Russian-speaking staff should be provided by training
available personnels to be able to communicate in Russian or recruiting new staff who

can communicate in Russian effectively.

6.3.4 Providing More Informative Promotional Materials in Russian
To develop effective marketing strategies for Russian travel market,
promotional materials, including both offline and online, should be provided with
Russian version. For example, brochures, signages or audiovisual materials in Russian
should be developed. These materials should give the attractive information of tourist
activities or destinations in Russian language to educate Russian tourists about the

potential products or services. Apart from tourism practitioners, other hospitality
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practitioners, such as restaurants, bars, spas and nightclubs, can also adopt this

recommendation.

6.3.5 Developing Buddhist Meditation Tourism as Niche Market

This study discovers Russian tourists’ preference for participating in
Buddhist meditation practice which can be considered as a niche market of Russian
travel market. Tourism practitioners are encouraged to attempt developing and
promoting this tourist activity to attract Russian tourists. According to Royal Thai
Embassy Moscow (2011), Russian tourists are inspired to visit Thailand to learn and
practice Buddhist meditation through the promotion of Theravada Buddhism in

Russia.

6.3.6 Correcting Unsafety Image of Destination

Since Thailand is considered as leisure family destination for Russian
travel market, safety is one of the most important factors concerned by Russian
tourists. For instance, the violence on jet-ski scams should be seriously patrolled by
tourism authorities and polices in order to develop this preferred tourist activity for
Russian tourists. According to Tourism Authority of Thailand (2013b), unsafety of
lives and property is considered as a negative image of Thailand discouraging Russian
tourists to visit Thailand. Therefore, tourism practitioners should pay an attention to
safety concern and advertise tourist activities with safe condition to attract Russian

tourists.

6.4 Recommendation for Future Research

As Russian travel market is regarded as one of the most significant market
in the world tourism, academicians and researchers are encouraged to generate studies
regarding this market to the society. Generally, this study can be used as a reference
for further studies on Russian tourists. Furthermore, several interesting points are

recommended to be investigated as followings:

6.4.1 Segmentation of Russian tourists
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Further studies on Russian tourists are recommended to compare across
the important groups, such as males and females, age groups, income ranges and
different places of origin. Many tourism scholars confirm that the tourists with
different demographics and cultures have distinct travel-related behavior (Yan et al.,
2007; Reisinger, 2009).

A number of researchers confirm that the segmentation techniques are
greatly beneficial for tourism practitioners. According to Hanlan, Fuller and Wilde
(2006), the practice of segmenting tourist markets assists destination practitioners to
gain fuller understanding of a particular market and improved techniques to predict
consumer behavior. Moreover, tourism practitioners can identify and exploit
marketing opportunities and develop products and services in a more tailor-made
genre (Dolnicar, 2004; Hanlan et al., 2006). Also, Chandra and Menezes (2001)
identify three advantages which targeting well-defined segments of tourists leads to,
including the 1) identification of opportunities for the development of new tourism
products that better fit the needs and wants of specific tourist segments, 2) the design
of more effective marketing projects to reach and satisfy the defined tourist segments
and 3) the improvement in the strategic allocation of marketing resources to the most
attractive opportunities in the tourism market. By segmenting the tourists, the effective
marketing strategies can be conducted through formulation, promotion and delivery of
purpose-designed products and services that satisfy needs of the target tourist

segments (Tang et al., 2012).

6.4.2 Impacts of Russian Travel Market

Upon the data collection of this study, it is discovered that several
problems happening in Thai tourism and hospitality industry from Russian travel
market. The researchers are highly encouraged on studying the impacts behind the
fruitful Russian travel market in Thailand, particularly economic and social impacts.

In spite of impressive growth of Russian tourists in Thailand, Lyulko
(2013) reports that Russians’ influential investment on real estates sets a strong
competition to local firms in the tourism industry and Russian immigrants, including
those who have expired visas, are accused of taking jobs from the local residents.

Besides, due to lax law enforcement by local authorities, the phenomenon of “Russian
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domination” has been spread out Pattaya and Phuket. Under the names of complicit
Thai citizens as fake owners or sponsors of the businesses, Russian businesses catering
their own people are now operating a full range of resorts, hotels, travel companies,
car rental agencies, real estate agencies, cable television channels, laundries,
restaurants, spa facilities and guided tours employing both illegal and legal Russian
guides all over Pattaya and Phuket. The Russian travel companies use Russians as
tourist guides and hire Russian-speaking local guides as helpers to avoid the police
checks. As a result, the local skilled workers are exploited or difficult to get hired
appropriately (Pattaya Daily News, 2013). According to Pattaya Daily News (2013),
these chronic problems are also stressed by Russian tourists who prefer to use the
services offered by Russian entrepreneurs. As a result, this phenomenon leads to a
protest and the solution has still not been raised yet.

Therefore, the researchers are encouraged to study this significant
phenomenon and the impacts of Russian travel market toward Thai tourism and

hospitality industry.

6.4.3 Focusing on Each Type of Tourist Activities

This study generally discuss about the vast range of available tourist
activities provided for Russian tourists in Thailand. Also, this study is aimed to
generate the overall knowledge of Russian tourists’ preferences for participating in all
tourist activities in general and be the guideline for more specific studies. The
researchers are encouraged to concentrate on each type of tourist activities, such as
nature-based, adventure, cultural, entertainment and shopping, in order to gain the

insightful knowledge of Russian tourists’ behavior in tourist activity participation.

6.4.4 Investigation on Behavior Difference between First-time and
Repeat Russian Tourists

The distinction of travel behavior between first-time and repeat Russian
tourists in Thailand should be studied in the future research. A number of tourism
scholars have paid attention and justified the differences between first-time and repeat
visitors at many tourist destinations (Oppermann, 1997; Kemperman, Joh &
Timmermans, 2003; Okamura & Fukushige, 2010; Chi, 2012; Kruger, Botha &
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Saayman, 2012; Chang, Chen & Meyer, 2013; Karamustafa, Fuchs & Reichel, 2013).
Moreover, according to Tourism Authority of Thailand (2013b), the market shares
between first-time and repeat Russian tourists display the significant difference of
51.30 percent and 48.70 percent respectively. Therefore, the researchers are suggested
to investigate this prospect assumed to show different tourist behavior.

6.4.5 Investigation on Russian Tourists’ Booking Behavior and Travel
Pattern

Booking behavior and travel pattern of Russian tourists in Thailand are
expected to be changing and should be attentively observed in the future research.
Since Russian travel market is dramatically developing in a variety of tourist
destinations and it is considered unsaturated, this market is likely to be unstable in
terms of the travel pattern and behavior. For instance, this study shows that the
majority of Russian tourists in Thailand travel in groups through the service of travel
agencies. Meanwhile, Rumetrica survey (cited in Visit Britain, 2010) indicates that
Russian tourists tend to change their travel pattern from group to FIT with largely
increasing online booking. Furthermore, online channels, particularly internet and
social media, appear to be an important source of information for Russians who plan
to travel. The usage of social media, such as Vkontakte.ru and Odnoklassniki.ru, has

been continuously growing among Russians too (Visit Britain, 2010).

6.4.7 Study on Commonwealth of Independent States (CIS) Travel
Market

Besides Russian travel market, the researchers are recommended to also
study on CIS travel market, which is considered new and significant to the world
tourism. CIS travel market has been emerging together with Russian travel market
since the collapse of Soviet Union. Furthermore, Thailand’s Immigration Bureau
(2013) reviews the potential numbers of tourists from CIS countries in 2012,
particularly Kazakhstan (48,611 tourists) and Ukraine (46,241 tourists).
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APPENDIX A
EXAMPLES OF RUSSIAN TOUR PROGRAMS
AND EXCURSIONS

Details in the following tables represent as examples of tour programs

and excursions provided by major Russian tour operators in Thailand (Asia Sabai,

n.d.1; Natalie Tours, n.d.1). From these tables, main types of tourist activities that are

always repeated comprise of nature-based, adventure, cultural, entertainment and

shopping activities.

Russian tour program and excursions Translations
IKCKYPCHOHHAsI MporpaMmma Excursion program “Unknown
"HeusBectubiii Tanaana+IlaTraiisa" Thailand+Pattaya”

(7 Houelt/8 nHel + OTIBIX)

banrkok - KanuanaGypu - Aroras -
JlonOypu - Ilurcanynok - Cykorxai -
Jlammanr - I1xaso - Unanr-Paii - Ynanr-
Maii - banrkok — Ilarraiis

Jenn 1

Bbanrkok

[Ipuner B banrkok. Berpeua B asponopry,
Tpancdep, pa3MelieHue B OTeIIE B
banrkoke.

Jlenn 2

banrkok

3aBTpak B oTene. DKCKypcus B Xpam Bar
Cyrar, pacrosioXeHHbI| B IEHTPE CTaporo
ropoaa. [locemenne oBenupHON
(babpuku.

Jlononnumenvno. Ilocemenue
Koponesckoro asopia u Xpama

(7 nights/8 days + relaxation)

Bangkok-Kanchanaburi- Ayutthaya-
Lopburi-Pitsanulok-Sukhothai-
Lampang-Phayao-Chiangrai-Chiangmai-
Bangkok-Pattaya

Day 1

Bangkok

Arrival in Bangkok, meeting at the
airport, transfer, accommodation at hotel
in Bangkok

Day 2

Bangkok

Breakfast in the hotel. Excursion at Wat
Sutat Temple located in the center of old
town. Visiting jewellery factory.

Extra: Visiting the Grand Palace and the
Temple of the Emerald Buddha with
lunch; Dinner on the cruise along Chao
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W3ympynHoro Oynisl ¢ 00e0oM; YKUH Ha
Kopabute mo pexe Yao I[xpaiis.

Hennb 3

Bbanrkok - Kanuanadypu

3aBTpak. Brie3g u3 orensa. Otwve3n B
KanuanaOypu (B nopore 2 gaca).
DKCKypcusl Ha 3HAMEHUTHIN MOCT Yepe3
peky KBaii, Bogoman Caitoke Yaii u
HalMoOHaJIbHBIN mapk. O6en B pecTopaHe.
[Iporynka Ha MOTOPHOM TalCKOM JIOJKE 110
peke cpeau mxyHriaen. [locemenue
JIepEeBHU HallMOHAJILHOCTU MOH.
Pasmemenue B orene River Kwai Jungle
Rafts. Homepa otens pacnonoxeHsl Ha
Oaprkax Ha BOJE. Y KHUH.
Jonoanumenvro: @ONbKIOPHOE
MIpPE/ICTaBICHUE MOHOB.

Jennb 4

KanyaunOypu - Awras - Jlon0ypmu -
IMurTcanyiok

3aBTpak. Beie3g u3 orens. Otrve3n B
Aroraro. [1o nopore nocemenne Xpama
Buxan IIxpamonrkxon bonxut (Wihan
Phramongkhon Bophit) — 60:b110i1
Opon3zoBoii cratyu bynnel u Xpama Bar
[Ixpa Cu Canner. Ilo nopore B JlonOypu
nocenienue Xpama Bar Yait Batanapawm,
MOCTPOEHHOT0 KopoJiem [Iparat TxoHr u
PacroJio’)KEHHOTO B OCTPOBHOM TOpO/IE.
O6en B pectopane. [Ipogomkenne
Mapupyta o r.Ilurcanynok. Pazmemenue
B otene Topland 3+.

Hennb 5

IMurcanyaok - Cykorxaii - Jlamnanr
3aBTpak. DKkckypcus B Xpam Bat Maxa
Tart. [Iponoipkenre Mapuipyra 10 nepBoi
CTOJIMIBI TAUCKOTO TOCYIapCTBA
CyxkoTxai, noceuienue Mcropuyeckoro

Phraya River.

Day 3

Bangkok — Kanchanaburi

Breakfast. Departure from the hotel to
Kanchanaburi (2 hours). Excursion to the
famous bridge over River Kwai, Saiyok
Yai waterfall and national park. Lunch at
the restaurant. Riding Thai motor boat
along the river among the jungles.
Visiting  the  village of Mon.
Accommodation at River Kwai Jungle
Rafts hotel. Hotel rooms are located in
riverside. Dinner.

Extra: Mon folk performance.

Day 4

Kanchanaburi — Ayutthaya — Lopburi
— Pitsanulok

Breakfast. Departure from the hotel to
Ayutthaya. On the way, visiting Wihan
Phramongkhon Bophit Temple — large
bronze statue of Buddha — and Wat Phra
Si Sanpet Temple. On the way to
Lopburi, visiting Wat Chai Wattanaram
built by King Prasat Thong and located
in the island city. Lunch at the
restaurant.  Continuing  travel to
Pitsanulok. Accommodation at Topland
Hotel (3+).

Day 5

Pitsanulok — Sukhothai — Lampang
Breakfast. Excursion at Wat Maha Tat
Temple. Continuing travel to the first
capital of Thai nation — Sukhothai,
visiting Sukhothai historical park, Wat Si
Chum Temple with gigantic statue of
Buddha. Lunch at the restaurant in Si
Satchanalai town. Continuing travel to
Lampang, excursion around the old town
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napka Cyxotxaii, Xpama Bat Cu Uym ¢
ruranTckou crareit bymaer. Oben B
pectopasne B r. Cu CutyaHamai.
[Iponomxenue no r.Jlammanr, 3kcKypcus
10 CTapOMy rOpojy Ha MOBO3Kax.
[Tocemenue 100-neTHero noma u3
KkpacHoro nepeBa baan Cao Hak u Xpama
Bar Uean Cao, MOHaxXu KOTOPOTO
3HAMEHUTHI CHAI00BSIMU U
MeIMKaMEeHTaMu U3 TpaB. Pa3merenu B
otene Lampang River Lodge 3+.

Jennb 6

Jlamnawur - IIxasio - Ynaunr-Paii

3aBTpak. [lociie KOpoTKOro noceueHus
YTPEHHEr0 PbIHKA, IPOJ0DKAEM MYTh 10
[Ixasio. OcMOTp KpynHEHIIero
€CTECTBEHHOro o3epa B Tamnanpe.
[Tepeesn B Unanr-Paii. Oben B pecTopane.
ITocemenre KOMMIOHHATH JTIOAEH
npearopuit baan Jlopua. IIponoinkenne
Mapipyra yepe3 Mae-Caii, camoro
ceBepHoro ropoja Taunanaa k «3010TOMYy
TpeyronbHUKY», TJIe CMBIKAIOTCS TPAHULIBI
Tpex rocynapcts: Tannanna, bupmel u
Jlaoca. Iloe3nka Ha noKax 1O peke
Mexkonr. Bo3spamenue B Unanr-Paii.
Pasmemenune B roctunuiie Rimkok Resort
3+.

Henn 7

Yuanr-Paii - Ynaur-Mait

3aBTpak. Otre3n B Ynanr-Maii.
[Tocemenne neHTpa KyCTapHbIX U3AEIINN.
Ob6en B pecTopane. DKCKypcHs B Xpam
Bar Jloii Cyrxern, pacoyio;KeHHOM Ha
rope Ha Bbicote 1056 MeTpoB.
HenocpencTBeHHO K XpaMy BeET
nectHuna u3 290 cryneHen, yKpameHHast
¢urypamu Hara (Kopouiia 3meit) o o6e
CTOPOHBI JIeCTHUIIBL. PazMenienue B otesne

by carriage. Visiting hundred-year red-
wood house of Ban Sao Nak and Wat
Chedi Sao Temple where the monks are
famous for potions and herbal medicines.
Accommodation at Lampang River
Lodge Hotel (3+).

Day 6

Lampang — Phayao — Chiangrai
Breakfast. After shortly visiting morning
market, continuing travel to Phayao.
Sightseeing the largest natural lake in
Thailand. Moving on to Chiangrai.
Lunch at the restaurant. Visiting foothill
community of Ban Lorcha. Continuing
travel across Mae Sai, the northernmost
town of Thailand, to “Golden Triangle”
engaged with the borders of three
countries, including Thailand, Burma
and Laos. Riding on the boats along
Mekong River. Returning to Chiangrai.
Accommodation at Rimkok Resort (3+).

Day 7

Chiangrai — Chiangmai

Breakfast. Departure to Chiangmai.
Visiting the center of handicrafts. Lunch
at the restaurant. Excursion at Wat Doi
Suthep Temple located on the 1056-
meter-high mountain. Directly to the
temple by 290-step staircase decorated
by the figures of Naga (King Snakes)
along both sides. Accommodation at
Duangtawan Chiangmai Hotel (3+) in
the city center near the walking street,
where you can acquire souvenirs.

Day 8

Chiangmai — Bangkok (Pattaya)
Breakfast. Free time until departure to
the airport for the flight to Bangkok.
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Duangtawan Chiangmai 3+ B rieHTpe
ropoJia, He1aJIeKo OT MEMIEXOHOMN YIIUIIbI,
/1€ BBl MOXETE MPUOOPECTU CYBEHUPHI.

Jennb 8

Yuanr-Maii - banrkok (IlaTraiis)
3aBTpak. CB0OOIHOE BpeMSsI 10 OThE3/a B
a’poropT K BeUIETY B BaHrKoOK.

Berpeua B asponopry banrkoxa.
Tpancdep 10 BEIOpaHHOTO OTENS B
[Tarraiie (2 gaca).

Jlenb 9 u nanee

IMaTTaiis

BrI cMOkeTe CITOKOMHO OTIOXHYTh Ha
OJIHOM M3 CaMbIX U3BECTHBIX KYPOPTOB
Taunanna, B [latrae. B nenp oGparHOTro
BBLJIETA OCYIIECTBIISIETCS TPYIIIOBOM
Tpancdep B adponopT.

Meeting at Bangkok airport. Transfer to
selected hotel in Pattaya (2 hours).

Day 9 and hereafter

Pattaya

You can leisurely relax in Pattaya, one of
the most famous resorts in Thailand. On
the day of return flight is a group transfer
to the airport.

Marraiis 3 B 1 (6 4acoB, Kpome
NMoHeAeTbHUKA, MATHUIIBI)

B3p. 550 6aroB/ped. 350 6aToB
[Tocemenue CMOTpPOBOH TUTONIAKH.
Bynnucrckuii xpam Ha xonme Buddha Hill.
3HAKOMCTBO  C  IOABOJHBIM  MHPOM
CuaMckoro 3ajJiuBa B  OKEaHapHUyMe
«Underwater World Pattayay.
CyBeHUpHBI MarasuH. 3axBaTbIBarolllee
MPEJCTaBICHUE C KOPOJIEBCKUMH KOOpaMu
Ha 3MeuHOU ¢epme. Mysell IparoneHHbIX
kamuerr World Gems.

Pattaya 3 in 1 (6 hours, except
Monday, Friday)

Adult 550 baht/child 350 baht

Visiting observation deck. Buddhist
temple on Buddha Hill. Discovering
underwater world of Siamese Gulf at
“Underwater World Pattaya” aquarum.
Souvenir shop. Breathtaking
performance of King Cobras at snake
farm. Museum of precious stones —
World Gems.

Tponuyecknii cax Hour Hyu. oy
CJIOHOB (6 yacoB, MO NOHeAeJbHUKAM,
cpeaam, cyoooTam)

B3p. 650 6aToB/ped. 400 6aToB

CaMmblil KpacuBbIil TpoONUYeCKUil caj B
Oro-Bocrounoit  Asun.  Opanxepeu
opxujel, OpoMenueBbIx, kKakTycoB. Camas
OonbIIasi B MHUPE KOJUICKUUS HaJIbM.
3HaMEHUTHIN CroyHXeH K u
@paHiy3ckuii  cal B MHMHHUATIOpE.

Nong Nuch tropical garden. Elephant
show (6 hours, on Mondays,
Wednesdays, Saturdays)

Adult 650 baht/child 400 baht

The most beautiful tropical garden in
South East Asia. Orchid, bromeliad,
cactus greenhouses. The world largest
collection of palm trees. Famous
Stonehenge and French garden in
miniature. National dance shows. Shows
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Hammonanenoe moy  TanueB. oy
JIPECCUPOBAHHBIX CJIOHOB - WIPalOT B
¢yrOoy, KaralTcs Ha  BEIOCUIIEAE,
PHUCYIOT KapTUHBI. 3HAMEHUTHIN CIIOHOBUM
Maccaxx Uil OKelarmux.  MarasuH
HartypanpHOU  Kocmetukn VITAMAX.
King Power Duty Free.

of trained elephants — play football, ride
bicycle, draw pictures. Famous elephant
massage for ladies. VITAMAX natural
cosmetics shop. King Power Duty Free.

O030pHast 3kckypceust mo banrkoky, ¢
nporyJakoi no kanajaam (10 gacos, nmo
NMoHeIebHUKAM, BTOPHUKAM,
NS THUALIAM)

B3p. 2700 6aToB/ped. 2100 6aToB
[locemenne  HANMOHATIBHBIX  CBSTHIHB
Taitmanma: KoposieBckuil nBopen, Xpam
N3ympynnoro bymnel u Xpam Jlexamero
Bynnsr. IIporynka Ha noakax no pexe HYao
[Ipaits u xanamam banrkoka. O630opHast
TIJIOIIAJIKa CaMOT0 BBICOKOTO HEOOCKpeOa B
banrkoke - otens baitok Ckaii (BeIcOTa
309 metpoB). Ob6en B pecropane Ha 76
sraxke. [locemenue camoro OOJIBLIOTO
okeanapuyma B IOBA - Siam Ocean
World.

Bangkok city tour, with trip along
canals (10 hours, on Mondays,
Tuesdays, Fridays)

Adult 2700 baht/child 2100 baht
Visiting national sanctities of Thailand:
the Grand Palace, the Temple of the
Emerald Buddha and the Temple of the
Reclining Buddha. Boat trip along Chao
Praya river and canals of Bangkok.
Observation deck of the highest
skyscraper in Bangkok — Baiyok Sky
hotel (309 meters high). Lunch at the
restaurant on the 76" floor. Visiting the
largest aquarium in South East Asia —
Siam Ocean World.

MMapk «Mup meurs» (banrkok) (10
4acoB, 10 BTOPHUKAM)

B3p. 1750 6aToB/ped. 850 6aToB

[Tapk  arrpakuuoHOB «MHp  MEUTHI»
(Dream World) — wmecto, rme Bamm
JETCKAE MEYTHl CTAaHYT PEaTbHOCTHIO. BbI
CMOXXETE MOKaTaThCsl Ha aTTPaKI[MOHAX, C
3aMUpaHUEM CepAlla MPOMYAThCA IO
«aMEpUKAHCKUM TOpPKaM», 3aUTH B JIOM K
BEJIMKaHy, CIUIABUTHCS MO OYpHOUM peke
«I'pann  Kanbona». IIpokaruBmince B
BaroHYMKax MO KaHATHOM JOpOTE, YBUIUTE
3TOT IBETYIIUN CKa30YHBIA MUP C BBICOTHI
nTuybero nojiera. O6ex.

“Dream world” park (Bangkok) (10
hours, on Tuesdays)

Adult 1750 baht/child 850 baht
Amusement park “Dream world” — a
place, where your childhood dreams
become reality. You will be able to ride
on attractions, fly along “roller coaster”
with sinking heart, stray into the giant
house, raft along turbulent river of
“Grand Canyon.” Riding on cable cars
and seeing this blooming fairy-tale world
from bird’s eye view. Lunch.

«30B ZKyHTJIeiD» (5 4acoB, eskeIHEBHO)
2800 o6aToB

VYBIIeKaTenbpHOe MIPUKJIIOYEHUE B
JOKYHTJISIX:  KaHaTHBIM Mapuipyr B 16

“Call of jungles” (5 hours, everyday)
2800 baht

An entertaining adventure in the jungles:
16 flights on 3200-meter-long cable
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MEPENIETOB MPOTKEHHOCTHIO0 3200 MeTpoB
CpeIy HACTOAILIEro TPOIMMYECKOro Jeca.
Macca sMOuMi M HOBBIX OLIYHICHUHM JUIS
mobutenedt skctpuMma. MHcTpykTaxk 1o
TeXHUKE O€30MacHOCTM W  IpaBUiaM
MOBEICHHUS, TPOXOKICHHUE TPACCHI, 00€EI.

route among this tropical forest. Mass of
emotions and new senses for fans of
extreme sports. Instruction for safety
technique and rules of conduct, passing
route, lunch.

KopamoBblii octpoB Ko Tamy (10
4YacoB, 10 BTOPHUKAM, NS THULIAM)

B3p. 2300 6aToB/ped. 1900 6aToB
[loeznka Ha HeoOutaemblii octpoB Ko
Tany. DTOT OCTpOB yIsi T€X, KTO XOYET
OCTaTbCid  HaeIMHE C  TPONUYECKOU
MPUPOAOH, COTHIEM M YUCTEHILIEH BOJIOU,
BlaJld OT ©XKEIHEBHOM CyeTbl. Bl
CMOXKEeTe TOophpl0aYuTh C Karepa WIn
NoHAO0II0aTh 3a KU3HBIO MOJBOJHOIO
MHUpa, IJaBas ¢ Mackod u TpyOkoi. B
CTOMMOCTb BKJIFOUEHBI JIEYKaKU, 00e/.

Koh Talu coral island (10 hours, on
Tuesdays, Fridays)

Adult 2300 baht/child 1900 baht

A trip to uninhabited Koh Talu island.
This island is for those who want to stay
alone with tropical nature, sun and
clearest water, away from daily chaos.
You will be able to fish from the boat or
observe life of underwater world by
snorkelling. The price includes sunbeds,
lunch.

Haiisuur (Ilarraiis) (10 wacoB, mo
BTOPHUKAaM, 4eTBepram, cyoooram,
BOCKPECEHbSIM)

B3p. 3500 6aToB/ped. 1200 6aToB

2 norpyxenus B parione Ko Puna - Ha 5-7
MeTpoB U 7-12 merpoB. O6Gen B pycckoM
ctiwiie. CoNmpoBOXKAEHHWE HHCTPYKTOPA.
Karanue ¢ ropku, KynaHue, CHOPKEJIHHT .

Diving (Pattaya) (10 hours, on
Tuesdays, Thursdays, Saturdays,
Sundays)

Adult 3500 baht/child 1200 baht

2 diving in the area of Koh Rin — 5-7
meters and 7-12 meters. Lunch in
Russian style. Accompanying instructor.
Driving down from the hills, swimming,
snorkelling.

Poioanka (Ilarraiiss) (8 w4acoB, mo
BTOPHUKAaM, cpenam, NSATHULAM,
cyo0oram)

Or B3p. 1200 6aToB/ped. ot 600 6aTOB
Pa3HooOpa3Hble mporpaMMmbl — pbIOanKH,
BKJIOYas JHCEBHBIC IIporpamMmaI C
KyllaHHeM W OTABIXOM, pBIOATKY Ha
OoJpIIyl0  pHIOYy W HOYHYIO  JIOBJIIO
KaJbMapoB.

Fishing (Pattaya) (8 hours, on
Tuesdays, = Wednesdays, Fridays,
Saturdays)

Adult from 1200 baht/child from 600
bahts

Various fishing programs, including day
programs with swimming and relaxing,
fishing for big fish and squids at night.

Tudppanu - moy TtpancBectutoB (3
yaca, 1o IOHeleJbHUKAM, 4YeTBepram,
BOCKPECEHbSIM)

B3p. 850 6aroB/ped. 600 6aToB
Kpacouynble KOCTIOMBI ¥ JEKOpAIlHH,

Tiffany — transvestite show (3 hours,
on Mondays, Thursdays, Sundays)
Adult 850 baht/child 600 baht

Colorful costumes and decorations,
ultra-modern light and music brought
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YIBTPACOBPEMEHHOE  CBETOMY3BIKAJIbHOE
obopMIICHHE TPHUHECIH HATOMY IOy
TPAHCBECTUTOB BCEMHUPHYIO H3BECTHOCTD.
Cpemy yJ9acTHHKOB IIPEICTABICHUS €CTh
noOenTeN MEXTyHAPOJHBIX KOHKYPCOB
KpacoTsl. [lociie OKOHYaHUS IPOTPaMMBI Y
Bac  OymeT  BO3MOXKHOCTh  ClIENIaTh
¢doTorpaduu Ha MamsTh C apTUCTAMU LIOY.
Tpancdep B 06€ CTOPOHBI.

this transvestite show to worldwide
renown. Among the participants of the
performance have the winners of
international beauty contests. After
finishing the program, you will have an
opportunity to take memorable photos
with the artists of the show. Transfer in
both directions.

X-Illoy + y»uH + nennasi Beuepunka (5
4acos, o cyo0oram)

2000 6aToB

OTKpOBEHHOE 4acoBOE oy-
MIPEJICTABJICHUE TOJIbKO JJIsi B3POCIbBIX.
doto u BuAeO cheMka 3anpenieHa. [locie
IOy Bac OXMUJACT POCKOIIHBIM YXHH C
mopenponyktamu B Hard Rock Hotel
Pattaya — oaHOM wu3 uyeTelpex oTenen
BCEMUPHO M3BECTHOW ceTU. 3aTeM BBl
CMOXETe OT Iyl IIOBECEeIUThCA U
paccnabuThCsi, MPUHAB YYacTHE B MEHHOU
BeuepuHke. [IpodeccrnonanbHbIil Tu-IKei,
TaHIbl B OacceiiHe ¢ MBUIBHON TICHOW H
atmocdepa 0e3yIepKHOTO BECEIIbS
clenaeT  Bac  IOKJIOHHUKOM  3THX
BeuepuHok! Tpancdep B 0HYy CTOpOHY.

X-Show + dinner + foam party (5
hours, on Saturdays)

2000 baht

One-hour frank show only for adults.
Taking photos and recording videos are
prohibited. After the show, you are
expected to have luxurious seafood
dinner at Hard Rock Hotel Pattaya — one
of four world-renowned hotel networks.
Then you will be able to have fun and
relax from your soul by taking part in the
foam party. Professional DJ, dancing in
the pool with soap foam and atmosphere
of nonstop merriment will make you
become a fan of these parties! Transfer
in one direction.

Pexa KBait KOM®OPT (2 aus-1 Houb,
110 YeTBepram)

B3p. 5500 6aToB/ped. 2750 6aToB
2x-IHEeBHas moe3nka Ha peky Kgail.
[Iporpamma paspaboTaHa A TypUCTOB,
KEJIaoLUX MyTEelecTBOBAaTh Ha aBToOyCe
TTOBBIIIICHHOM KOMQOPTHOCTH, u
MPEANOYUTAIONINX PA3MEIICHHE B CaMOM
KOM(pOpPTHOM oTeIe MIPOBUHITUHU
KanuanaOypu, Homepa Ha Oepery. 2
3aBTpakKa, 2 o0esa, yKuH.

IlepBblii  [eHb: 3aBTPAK,  IOCELICHHUE
mnaBydero peiHKa [amuppH  Canyak,
KaTaHWEe 10 KaHaJlaM Ha 3HAMEHUTHIX
«XBOCTaTbIX»  Joakax,  Koponesckas

River Kwai COMFORT (2 days-1
night, on Thursdays)

Adult 5500 baht/child 2750 baht
Two-day trip to Kwai river. Program is
developed for tourists who wish to travel
by high comfortable bus, and who prefer
accommodation at the most comfortable
hotel of Kanchanaburi province, rooms
on the shore. 2 breakfasts, 2 lunches,
dinner.

First day: breakfast, visiting Damnoen
Saduak floating market, riding along the
canals by famous “long-tailed” boats,
Royal teak factory, visiting “Tiger cave”
temple and observation deck, lunch with
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TUKOBasg (abpuka, TMocenieHne Xpama
«[lemepa Turpa» u cMOTPOBOI IUIOIIA/IKH,
o0es; ¢ MpOryikoil Mo peke Ha IUIOTY,
HallMOHAJBHBIM TapK DpaBaH, CIUIaB IO
(o

3aCCJICHUC B OTCJIb, YKHH.

peke, OomupadTUHT YKEJIaHUI0),
Bropoii aeHb: 3aBTpak, JIaBKa TalCKOTO
3Haxaps, Bojgonas Caiiok Hoii, mocemnienue
CIIOHOBBEM JIEPEBHM M IMPOTyJIKa Ha
JKCKJIFO3UBHBIN

CJIOHAX, KOMIIJICKC

eeOHBIX UCTOYHHUKOB

(8
NerycTanus 4as, o0ej Ha IUIOTY, CIUIaB,

BaHH),

6omupadTUHr (IO >KEJAHWI0), BOJOIA[

Caiiok flii, Bo3Bpaiienue B [1aTTaiito.

a raft trip along the river, Erawan
national park, river rafting, body rafting
(optional), checking in the hotel, dinner.
Second day: breakfast, Thai herbal
shop, Saiyok Noi waterfall, visiting
elephant village and riding on the
elephants, of
medicinal springs (8 baths), tea tasting,
lunch on the raft, rafting, body rafting
(optional),  Saiyok  Yai  waterfall,
returning to Pattaya.

exclusive  complex

Mopckoii 3anoBegnuk KO YAHIT (2
AHsi-1 HOYb, 0 BTOPHUKAM, YeTBEPram)
B3p. 6200 6aToB/ped. 4900 6aToB

Ko Yanr
3auBa.

xemuykruHa Cuamckoro
2 ofema, yXWuH,
IpoXkuBaHue B 5* orene Amari.

IlepBbiii

3aBTpax,

JIeHb: ITIOCCIICHHE
3a0pOIIEHHOT0 Xpama B KAMEHHBIX IPOTax,
r7€ KUBYT AWKHAE 00e3bsiHbl. CMOTpoBas
IJIOIIA/IKa HA BEPIIWHE TOPHI, MOCEHICHNE
HanmoHansHOro mnapka Ham Tok Ilnwo,
Kynanue 1noja BojomanoM Ilmwmo,

HOJHOXHOM  dYalle

B
KOTOPOTO  BOJHTCS
MHOJKECTBO YEPHBIX KapIIOB, IeperpaBa Ha
mapoMe Ha  OCTpOB,

pa3MelieHne B

roctuHuue, ob6en. OTabIX, KylmaHue B
MOpe, TUISHKHBIM BOJIEHOOJ, MO KEJIaHUIO
(3a IONOJHUTENIbHYIO IJIaTy): KaTaHUE Ha
CJIOHAX W/WJIH MOE3]IKa Ha BOJIONAa, YXKHUH.
Bropoii JAEHb: 3aBTPaK B oTele,
MyTEUIECTBUE HA CKOPOCTHOM Karepe IO
ocTpoBaM apxunenara, pugsl ocrpoa Ko
Pan: mmaBanme B MackaXx M JacTax,
octaHoBka Ha octpoBe Ko Kxam, obex Ha
octpoBe Ko Yanr, mepenpaBa Ha napome

Ha MaTepUK, GPYKTOBBIN PHIHOK.

Marine nature reserve Koh Chang (2
days-1 night, on Tuesdays, Thursdays)
Adult 6200 baht/child 4900 baht

Koh Chang — the pearl of Siamese gulf.
Breakfast, 2 lunches, dinner, stay in
Amari 5* hotel.

First day: visiting derelict temple in the
stone caves where wild monkeys live.
Observation deck on the top of the
mountain, visiting Nam Tok Plio
national park, swimming under Plio
waterfall where a lot of black carps are
often found, crossing to the island by
ferry, accommodation at the hotel, lunch.
Relaxation, swimming in the sea, beach
volleyball, on request (extra charge):
riding on elephants and/or a trip to the
waterfall, dinner.

Second day: breakfast at the hotel,
traveling around the islands of
archipelago by speedboat, reefs of Koh
Ran island: swimming with masks and
flippers, stop on Koh Kham island, lunch
on Koh Chang island, crossing to the
mainland by ferry, fruit market.
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APPENDIX B
APPROVAL FOR HUMAN RESEARCH ETHICS

COA.N0.2012/275.1108

Documentary Proof of The Committee for Research Ethics (Social Sciences)

Title of Project: Travel Preferences of Russian Tourists Activity Participation in Thailond

(Thesis for Master Degree)

Principal Investigator: Mr.Thanakarn Vongvisitsin
Name of Institution: International College, Mahidol University
Approval includes: 1) MU-SSIRE Submission Formn version received date 10 September 2012

2) Particlpant Information Sheet jor English version date 10 September 2012
3) Participant Information Sheet for Russian version date 10 September 2012
4) inforrmed Consent Farm for English version date 10 September 2012

5) Inforrned Consent Forrn for Russiar: version dote 10 September 2012

©) Questionnaire for English recelved date 10 September 2012

7) Questionnaire for Russion recelved date 10 September 2012

8) Semi-structured Interview Guideline received date 14 June 2012

The Commitlee for Research Ethics (Social Sciences) 1s in full complionce with International Guidelines of
Human Research Protection such os Dediaration of Helsinki, The Belmont Report, CIOMS Guidslines and the

International Conference on Harmonization in Good Clinical Practice (ICH-GCP)

ﬁ/&ﬁ«/f—

(Assoc. Prof. Pichet Kalomkasait)

Signature of Head of the Institute: M"""’
/(Asscx. Prof. C'."chygnwannm

Dean of Faculty of Social Sciences and Humanitles

Date of Approval: 11 September 2012

Date of Expiration: 10 September 2013

Signature of Chairman:

Office of The Committae for Research Ethics (Socidl Sciences), Foculty of Social Scisnces ond Humarities,
Matidol Uriversity, Phuttamoentnon 4 Rd., Saizya, Phuticmanthon District, Nokhon Petham 73170, TeliB52) 4419080 Fax.(682) 441 9081
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APPENDIX C
PARTICIPANT INFORMATION SHEET (ENGLISH VERSION)

Participant Information Sheet

In this document, there may be some statements that you do not understand. Please ask the principal
investigator or his/her representative to give you explanations until they are well understood. To help your decision
making in participating the research, you may bring this document home to read and consult your relatives,

intimates, personal doctor or other docior.

Title of Research Project Travel preferences of Russian tourists for tourist activity participation in Thailand
Name of Rescarcher Mr.Thanskarn Vongyvisitsin
Research Site Bangkok,Pattaya and Kanchanaburi
Office and its telephone number available for contact both in and out of the office hours:
100/11 Santiphap Road, Pomprabsattruphai, Bangkok 10100 Tel: (66)8-0-558-8574;
E-mail: tvongvisitsin{@gmail.com
This research project aims to explore tourist activities in which Russian tourists prefer to participate while traveling
to Thailand and to classify Russian tourists in terms of their preferred tourist sctivities in Thailand into several segments,

1

which will

1 better undor ding of Russian tourist market in Thailand. Expected benefits are as follows:

®  To local tourism practitioners
The local tourism practitioners will be able to adopt the knowledge derived from this research project to
improve their marketing strategies toward Russian tourist market in Thailand. An understanding of tourist
activities preferred by Russian tourists facilitates the local tourism pmctitioners to develop and promote

appropriste tourist nctivities at their destinations. To develop and promote tourist setivitics aecording to the

actual preferences of Russian tourists will attract them to the destinations and i profitable i

®  To Russian tourists traveling to Thailand
As the knowledge from this rescarch project will fucilitate Thai tourism suppliers to develop appropriate tourist
activities, Russian tourists will be more satisficd during traveling within Thailand. Russian tourists will
consume the tourist activities which are tailor-made especially to serve their preferences.

®  To Thailand's tourism industry
This rescarch project will fulfill the gap between high demand of Russian tourists traveling 1o Thailand and
lacking of the knowledge of this market. In order to achieve sustainable goals, this research project will provide
significant knowledge for the whole industry to cffectively market und promote the country to Russiun

outbound tourist market.

Partitipant Informition Sheet for English version date 10 September 2012 A VIVIUDTINN ,-,‘ﬁnlum !
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You are invited to participate in this h project b you are idered as onc of the key stakeholders

tourist activity participation of Russian tourists, This research is conducted to find out the knowledge regarding tourist

activities preferred by Russian tourists from the perspectives of the participants.

There wiil be 10 particip of Russian-speaking tourist guides for in-depth interviews and 200 respondents of
Russian tourists for questionnaire survey, und the rescarch will last for 6 months.
1If you decide to participation the research project, you will go through the following procedure.
Please note that Russian-speaking tourist guides will go through item ), while Russian tourists will go through item b).
#)  In-depth semi-structured interviews are expected to last un aversge period of 15-20 minutes. There will be 8
tape recording during each interview. The interviews will approprintely occur at the participants’ convenient
place and time. Thai language will be used for conducting interviews. The structure of interviews will be as
follows:
1. Introduction and overview of the study
2. General discussion about Russian tourists
3. Discussion about tourist activities participated by Russian tourists
4. Discussion about tourist activities preferred by Russian tourists

b)  Questionnaire survey will last an average period of 5-10 mi The questi ) ists of 2

1. Questions regarding personal information
2. Questions regarding preferred tourist activities
All audio records and notes derived from the answers of in-depth interviews and questionnaire survey will be
climinated and no record of your name or address will e kept. Information that would make it possible to identify you will
never be included in any sort of report.
If you have any questions sbout this research please feel free to comtact Mr.Thanakarn Vongyisitsin
Telephone: (66)8-0-558-8574
The participant is not

f for any exp for participating in this research.

If relevant informution arises sbout benofits and risks of the 1 h jeet, the her will inform the

L)

participant immediately and without concealment,

The participant’s private information will be kept confidential, it will not be subject to an individual disclosure, but

will be included in the rescarch report as part of the overall results. Individual infi ion may be incd by a 1

the ethics committee, ete.

Participant Information Sheet for English version date 10 September 2012

"
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The participant has the right to withdraw from the project at anytime without prior potice. And the refusal to

participate or the withdruwal from the research project will not at all affect the proper service or treatment that he/she will
receive,

On the condition that | am not treated as indicated in the information sbheet distributed to the subjects, | can contuct
the Chair of The Committee for Research Ethics (Social Sciences) at the office of MU-SSIRB, Office of Faculty of Social
Sciences and Humunities, Mahidol University, Tel 66 2 441 9180, Fax 66 2 441 9181

I thoroughly read the details in this document.

Signature Participant
Losanpncans )
o RO RS S okt
I'armicipant Information Sheet for English version date 10 September 2012 R 53 5 3
fu Vivigarmmsi sl
wrrdonmdRd saininiusine
= vl 71 MU-SSIR8 2012/2’5‘“0‘

S8 1.1 N 7555
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APPENDIX D
PARTICIPANT INFORMATION SHEET (RUSSIAN VERSION)

Hudopmannoansiit JIuer Yaacrunka

B amom OOKyMeENmEe BOIMONHO HECKORBKO npedrodcenui, xomopsie Bei ne nonumaeme.
Toxcaayiicma  nonpocume 21a6HO20  uccaedoeamenn uau ezo/ee npeocmasumens oams Bawu
OOBSCHERNA, NOKA ONU He Xopowo nousmnst. Imobst nomows Bam pewums ywacmeosams 6
uccaedosanie, Bax 03IMONCHO Ongecmu 3mom doxymenm 00 Bawezo mecma npebuiganus umoost
npoxumans u NOCoGemocamses ¢ Bawumu poocmeennuxamu, GAusKuMi OPYIbAMIL, AUMHBIM 6PaTOM
WL OPY2UMU EPAYaAMU.

Hazsanne Heenenopateasckoro Hpoexra: Travel preferences of Russian tourists for tourist
activity participation in Thailand

Mms Hecnienoparebunub: Txanaxan BonrsgcHTCHl

Jocrynanie an kourakta Heeaenosareanckne Cair-Oduc u nomep resedona n s pabouee n

B0 BHepabodee BpeMeHn: 100/11 Santiphap Road, Pomprabsattruphai, Bangkok
10100 Tenedon: (66)8-0-558-8574;
E-mail: tvongvisitsin@gmail.com

10T HCCHICOBRATCILCKHI MPOCKT CTARMIO CBOCH NENLIO HIYYATH TYPHCTHUCCKHE
JICATENTBHOCTH B KOTOPBIX PYCCKHE TYPHCTHI NIPEANOMHTAIOT YHACTBOBATE BO BPEMS NYTEIIECTBHS B
Tawnauj ¥ KAaCCHPUIMPOBATE PYCCKHX TYPHCTOB 110 MM HPCAHOYHTENLHBIM  TYPHCTHYCCKHM
jesTensHocTsM B Taunanze. 310 NOBRICKT JIydine NOHHMAHHE PYCCKOTO TYPHCTHHYCCKOH philika B
Taunanne. OKMAAEMBIE BbITO/b] 32KIOYAIOTCH B CIIEAYIONIEM:
® K MECTHRIM TYPHIM-[IPAKTHKAM
MecTHEIe TYpPH3IM-NPAKTHKY CMOTYT HCHONLIOBATH 3HAHHE, TOMYUCHHOC H3 IJTOTO
HCCHCAOBATEALCKOrO OPOCKTA, YTOOL! YJIYWIIHTL CBOH MapKCTHHIOBRIE CTPAaTerHi K
pyveckoMy TypHCrHucckomy peiiky B Tammamne. [lommmanue  TypHCTHWECKOH
JICATE/ILHOCTEH, TPCANOUHTAHHEIX PYCCKHMH TYPHCTAMH, CHOCOOCTYET MECTHBIM
TYpPH3M-TIPAKTHKaM, 49TOOR OHM pa3BHiH W PEKIAMMDOBAILH B  CBOMX  MeCTax
NOJIXOIAIHE TYPHCTHHECKHE JEATENBHOCTH. Pa3BuTHE W PEKIaMa TYPHCTHYECKAX
JICATEIPHOCTER B OTBET HA JCHCTBHTENBHBIC NPEATIOMTEHHS PYCCKHX TYPHCTOB
MPHBJIEKYT X K TYPHCTHHECKHM HATHAYEHHAM M YBEIHYAT BBINOJHBIH JIOXOL.
* K pycckuM TYpHCTAM NyTeniecTyommm B Tannany
TTOCKONBKY 3HAHMA W3 HMCCACAOBATENLCKOIO NPOCKTa cnocobersyer TalickaM TypuIM-
npaKrukaM, 4ToOkl PAIRATH NOJXOJISIME TYPHCTHYECKHE JICSTCHBLHOCTH, PYCCKHC

rypucrn Gyayr Gosice yioBnersopens! B0 Bpems myTemccrnus B Tawmaux Pycexme

Participant Information Sheet for Russian version date 10 September 2012 Tuilagnazominiv il
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TYPHCTHI HOTPeOAT TypPHCTHYECKHE JCATS/IEHOCTH, KOTOPhIE 0COOEHHO 4BNAIOTCS CBOHMH
NPEeNOYUTCHHAMH.

* K rypueriyeckas unayctpus Taunanna
DTOT HCCACHOBATENLCKHH MPOCKT BEIIONHHT PA3PHIB MEKIY BRICOKHM COPOCOM Cpean
PYCCKHX TYyPHCTOB MyTCIICCTBYIONMX B Tannana ¥ HEJOCTATKOM 3HAHHS JTOTO PLITKA.
Jlis Toro 4TobEl AOCTHIHYTH YCTOIYHBLIX He7cif, 3TOT HCCICAOBATCALCKHH NPOCKT
obecneHT 3HAMHTENIBHOM 3HAHHEM JUIN HHIYCTPHH B [EN0M, TOORI PeKIaMHpOBATH

CIPANY K PYCCKOMY HCXOILEMY TYPHCTHUECKOMY PHIHKY.

Bht MPHITali€Hbhl YHACTBOBATE B 3TOM HCCIIC/IOBAHHE NMOTOMY YTO Bhl CHHTAKOTCH  OJIHUMH
H3 KIHOYEBBIX COOTBCTCTBYIOUIHX mojeit ob yqacTHe B TYPHCTHHECKHX JICATCILHOCTAX PYCCKHX
TYPHCTOB. 310 MceeaoBanue TIPOHOJIMICH € NEILIO Y3HATH NPCANCUTHTEALHEIC TYPHCTHHCCKHE

JCHTEABHOCTH PYCCKHX TYPHCTOB U3 LICPCUEKTHROB YHACTHHKOB.

D10 GymyT 10 YHACTHHKOR PYCCKOroBOpAmMuX THAOB Nt riyOMHERBIX
NOMYCTPYKTYPHPOBAHHLIX HHTCPBEIO H 200 pecrnonIeHTOR PyCCKEX TYPHCTOB TN AHKCTHPOBANMA,
¥ HCCIICOBAHHS MPOJUIHTCS 6 MCCHIICE.

Ecan B pemmere yuacTBoBath B HCCIEIOBATEILCKOM npoexre, Bul npoiinere uepes
CIIEAYIOTNHE TPONCAYPLI.

TToxcanyiicma olipamume ruMarue, Wmo pyccxozosopiuue 2uont npoucdym wepes mynkm 1),

6 MO GPEMA KAK PYCCKUE MYPRems: npotdym wepes nynkm 2).
1) [iyOuuusle 101yCrpyKTyPHPOBAHHLIE HHTEPBBI) IPOUIMTCS, KAK OXH/AAETCH, CPeIHHI
cpok 15 mo 20 mmmyr. 3710 GyacT ayAHO3ANNCH B HPOIECCE KAKIOIO HHTCPBLIO.
Hurtepspio OyayT NpOHCXOmAT B yHOOGHEIX MCCTE H BPCMCHH y4acTHHKOB. MnTepenio
OyyT NpOBOAMTLCH HA TaHcKoM $3siKe. CTPYKTYpa HHTCPBEIO OyACT CIICayTOIHMIL
1. Hurpoaykums 1 0630p HCCICAOBANHA
2. OGumax MeKycens 0 pyCCKMX TYPHCTOB
3. Jlucxkyceus 06 yHECTBORUHHRIX TYPHCTHHECKHX JICATEILHOCTIX PYCCKHX
TYPHCTOR
4, Jluckyceus 0 NpeOMTHTENbHEbIX TYPHCTHICCKHX JISATEMBHOCTAX PYCCRHX

TYPHCTOB

=

Py B ! wnasugsminialung
y ARG s Tindoniiee
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2) AHKCTHDPOBAHHC NPOUIHTCS CPEAHHI ¢pok o1 5 1o 10 MumryT. AHKCTA COCTOMT H3 2
YACTH:
1. Bonpocki o nnriHo# HEbopMaly
2. Bonpochl 0 NpEANOYTHTCHLALIX TYPHCTHYCCKAX JCATCALIOCTAX

Bee ayamo3amicH, NojydciHbie H3 OTBCTOB INIYOHHNEIX HITCPBBIO H AHKCTHEIX ONPOCOS,
GyayT yeTpaneHs! # 3anuch Bammx mvenn unn anpeca ne dyaert coxpasena. UndopManus, kotopas
MoKeT HiaeHTHdumposars Bac, aukorza He Oyzer povesa B moboM BHIE N0KNaNa.

Ecan y Bac ob6 otom mccaenopamse Jnoboif Bompoc, MoKaayiicra CBS3ATLCH €O
caeayomum aapecom: Teaedon: (66)8-0-558-8574 Email: tvongvisitsin@gmail.com

VYacTHHK HEe OTBETCTEEHH R 33 INOOYIO CTOMMOCTS JUIsl YHACTHS B 3TO HCCHEN0BAHKE.

Ecan BO3MMKACT COOTBCTCTRYION@AN HHPOPMAIMA O BEINOJAX H PHCKAX HCCHIEOBATENLCKONO
NPOCKTa, cpazy i 6e3 yraifky HeCHeIoBaTe bHANA NPOHH(OPMHPYCT YHACTHHKA.

Jingnan wudopmanns  ygactapka Oyler KoH(HJCHIHANbHO COXpasena, oHa He Oyzer
HOUTCHATE HIZIHBHAYATLIOMY PACKPLITHIO, HO Gy/ler BKIOYCHA B HCCICAOBATEIBLCKOM J0OKIA/NE B
KageCTBC YacTH obmux peaynsraroB. Mpmsnayaneinas AndopManma MOXeT OBITH paccMorpena
HCCTICA0BATCILIAICH, KOMHTCTOM JTHK, H T.1L.

YuacTHMK HMeEET NOPaBO OTKA3aTeCA OT ydacTHS B mOpoekie B moboc Bpems 6e3
NPEABAPHTEILHONO YBEJIOMIEHHS. F OTKE? OT YHACTHS WIH BBIXOAA M3 MCCIE/IORATENhCKOIO
NpoEKTa BOBCE HE NOBIMHTH HA HAUIEKAIHE CEPBUC MM JIEYEHHE KOTOpbie oH/OHA Oyner
TONYHH T,

Ilpr ycnosuw, 410 8 He o0pal@OTC] KaK YKA3aHO 8 WAQOPMAIHOHHOM JIMCTe,
PacTIpOCTPAHCHHOM CPCAH CYOLCKTOB, MIC MOXKNO cBssaTecs ¢ llpeaccmarenem Kommrera no
Mcenenosarennerkomy Dmike (O6mectsenmnbie Haykn) B oduce MU-SSIRB, Odne dakyasrera
Obmecreennpix # ['ymanurapusix Hayk, Youscpenrer Maxuzon, Tenedon: 66-2-441-9180, daxc:
66-2-441-9181.

ST BHHMATENRHO 1POMHTAIL B 3TOM JIOKYMEHTE uudmpmaumo.

A«s;zx S )! w il n.ﬁlll\m

&\ Jemdeeumsad awiindoing

By ;’ ialasens s 2012/275M
— ™ Ny 11 5. .
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APPENDIX E
FORM OF INFORMED AND VOLUNTARY CONSENT TO
PARTICIPATE IN RESEARCH (ENGLISH VERSION)

| Form of Informed and Voluntary Consent to Participate in Rescarch
Date... /
MPBMEAR:: - s sl i iRt st ssiiisessnsior AR s vers i years old, now living at the
AOBEEE WY, < - ovossonsvessorsnsyinTOMMBHOCE cocsicrvrrrsnessesissan SURFOIRTICUNMERIN, vossenocnvaes caiponsunssssonigrunadorssssssaauaoars
District/amphur,......o.ooouvr e PIOVINEE, ..ovvaveeennoe Postal code. oo RENG .

I hercby express my consenl to participate as a subject in the research project entitled:

“Travel preferences of Russian tourists for tourist activity participation in Thailand.”

In so doing, | am informed of the research project’s origin and purposes; its procedural details to carry out or to
be carried out; ifs expecled benefits and risks thal may occur to the subjects, including methods to prevent and handle

harmful quences; and ion, and 1 th ghly read the delsiled stalements in the information sheel given

1o the research subjects. | was also given and my questions were d by the head of the rescarch project.

I therefore consent to participate ss 4 subject in this research project.

On the condition that 1 have any questions about the research procedures, or on the condition that | suffer
frum an undesirable side effect from this rescarch, | can contact Mr.Thanakarn Vongvisitsin on phone number (66)8-1-

558-8574

On the condition that | am not treated as indicated in the information sheet distributed to the subjects, | can

contact the Chair of Mahidol University itutional Review Board (Social Science) at the office of MU-SSIRB, O [fice

of Faculty of Socisl Sciences and Humanities, Mahidol University, Tel 66-2-441 9180, Fax 66-2-441
9181
| #m aware of my right to further information concerning benefits and risks from the participation in the

rescarch project and my right to withdraw or refrain from the participsiion anytime without any problem, | consent 1o the

o

researchers” use of my private i d in this h, but do not consent to an individual disclosure of privae

The inlt ion must be p 1 as part of the h results us w whole.
1 thoroughly understand the statemants in the information sheet for the research subjeets and in this consent form

I therehy give my signature.

Signalure. Partici / Proxy/

( ) Date.

Person in Charge of Informing and Requesting a Consenl/ Head of

( )R h Projoct Date.........eyisisiiamesser

In case that the participant is not literate, the reader of all the statements for the participant is

(MEIMESIMS. oo ieconine i), WhO gives his/her signature as a witness,

T SRRSO RO S ARRERUR (1 1) b TSR CORAN SIS An e Co e (RN =
fnolaunenmaizsssumy gl

emifonumiend srinrduding

walasanm Mu-ssmﬁ 7‘21;[21_5_‘@
11 NEL 7559

Informed Consent Form for English versioa date 10 Seplember 2012 g
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APPENDIX F
FORM OF INFORMED AND VOLUNTARY CONSENT TO
PARTICIPATE IN RESEARCH (RUSSIAN VERSION)

Ankera Coobmannoro # lofposoasnoro Cornacna Yuacrsosars 8 Heearenonnune

5l RMIP@KAIO CBOE COINACHE HA YMACTHE B KadecTBe CyOLCKTA B MCCHEA0BATENLCKHA
npoexriion uassanxen Travel preferences of Russian tourists for tourist activity participation in
Thailand.

Tpn 3ToM, MHE COODMEAR O NPOMCXMANIEHHE W UeNb HCCICAOBATENLCKOND NPOEKTa, €ro
NOAPOBHOCTH NPOLGIYPOR; CI0 OXHIACMBIE REITO/IbI W PHCKH, KOTOPBIM BOZMOMKHO BOTHHKHYTEH K
cyObeKTaM, BICUOYCHHO METOAL TNPCAOTEPAIIeHHN W oOpaboTky Bpe/HBIX TOCNEACTBHA; M
BOZHATPAXIEHHE, H pacxod. M TU@TENbHO Npo4HTAl NoApOGHLIE HpeAoACHHS & MhopMaLHOuILIA
JIMCT, A8HHBIH JUTS HCCTIC/IOBATCARCKHX CYOBEKTOR, § TAKKE MONYHHI OOBACHEHHS, ¥ MOH BOMPOCH!
OTBETHIA UCC/ICAOBATENILCKAN PYKOBOAHTE/ILHHUA,

Takum obpazoM # COMAWIAIOCE Y4acTBOBATE B kavccrse cybbexra 8 orom
HCCHICAOBATEILCKOM NIPOCKTE.

IMpi ycnonun, 410 Yy MEHS €CTL BONPOCHT O HCCACUOBATCILCKHX NPOUEAYPAX, WIK MpH
YCOBHH, 9TO % CTPAAI0 OT HEXKEJRTENLHOrD NoGouHoro 3dibeKTa ITOro HeCAeA0BANKA, MHE MOXKHO
enasataes ¢ Txanakan Bowrsnentenn, Tenedon: (66)8-0-558-8574

Tpw ycnosuW, WT0 # He o0pan@lOTca KAk YKa2aHo B HHOOPMALHOHHOM JIHCTE,
PACHPOCTPANCHHOM cpea cyBLeKIoB, MHE MOXHO cussathes ¢ Tlpeacenarened Komurera no
Heeanenoratensckomy Drmxe (Obwectsennnie Hayxu) B opuco MU-SSIRB, Odue Dakyssrera
Obwecteennnix n P'ymannrapuwix Hayk, Yuusepeurer Maxugon, Tesedon: 66-2-441-9180, daxe:
66-2-441-9181.

51 0CO3HEO CBOE NMPABO 3ANPOCHTL AONONHHTENLHYIO HIDOPMILIMIO O BHIOAIX H PHCKAX OF
YHBCTHA B HCCACHOBATENRCKHH NPOSKT ¥ NPaBC OTKAATHCS HAH BOZACPAKATLCH OT yqacTia B moboe
spema De3 moboro adexra Ha cBowx DyayHmIMX CEpBHCE WIH 3/IPaBOOXP A cor Xh €
MCCACIOBATENLCKHM  HCNONEIOBAHHEM  cBOeil  HuHOIE  wRGoOpMauuy  nonyweHsoi B 3TOM
HCCAA0BAHKE, HO HE COMAILAIOCH ¢ PACKPhITHEM 4O uudopmaty. Hudopmaums ponmna Guirn
NPEACTARNCHA B KAYCCTRE HACTH HCCIIC/IOBATENLCKHX PE3YILTATOB B LIEOM.

A NOAROCTHIO HOHKUMAIO JANBACHHC B HI(OPMAUHOHNOM JIMCTE VIR HCCHICHOBETCHLCKIX
cyGLexTOR 1 B 3TOH ankeTe cornacus. HacToRiumm 2 4310 CBOKO NOMITHCE,

TIONNIIEE § o oo orenpovoraorancasnycuashoposammne Yyacruuk/Jlosepernoe amuo

Gisnasssmuaieasasvasiicims 3 YRR s s G

HOANMACh: sn s i ians SR sasal Otsercroentioe Jino 3a Coobenue 1 Tpocsdy
Cornacus/ lnasa Weenenonarennexoro Mpoekra

(A e R PP AR A TR AP A SO SR I 47 DRI TD R Y

B cayuae, 410 yHacTuHK e rpaMOTHBIH, GMTATEIL BCCX NPCAIONEHMIT U yHacuuka -

(MucTep/MHUCCHE/MHCC. ... vvveiaiicvanianinsnanains ), KTO 1aeT ero/ee Noanuck B Ka4ecTee CBHAETENN,
Erpipo AR SN R O R R Y Canjieresn
(o sovssissvsiravesvuamvevosseisivsove siavessins PR aravanisine sl

Smelpvarenrmnsiunnsms el
wiasmend ninnisios

| alnsans Mu-ssiwe Z012/ZISH100
E SO 0 1 13 L S—

— s

Informed Cansent Form for Russian version date 10 September 2012
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APPENDIX G
INTERVIEW CHECKLIST

In the qualitative phase of data collection process, following issues were
discussed with the Russian-speaking tourist guides in details:
1. To generally discuss about Russian tourists:
v" How would you describe unique travel characteristics and behavior of
Russian tourists?
2. To discuss about participated tourist activities:
v" What do Russian tourists do in Thailand?
v" How do Russian tourists participate in each tourist activity?
v" How do Russian tourists shop?
3. To discuss about preferred tourist activity:
v" How do Russian tourists select and skip the tourist activities to take part
in?
v" What tourist activities do Russian tourists like to do in Thailand?
v" How and to what extent do they like those tourist activities? Please

elaborate.
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APPENDIX H
QUESTIONNAIRE (ENGLISH VERSION)

“Travel Preferences of Russian Tourists

for Tourist Activity Participation in Thailand”

Section 1:
Personal Information

Instruction: Please tick (V) in each question.

1. Gender 1) Male 2) Female

2. Age 1) 18-25 2) 26-35 3) 36-45 4) 46-55
5) 56-65 6) 66 or more

3. Hometown 1) Moscow 2) Saint Petersburg 3) Ekaterinburg
4) Irkutsk 5) Novosibirsk 6) Vladivostok
7) Others,

4. Highest Education 1) High school or lower 2) Technical/Vocational school
3) Bachelor/College degree 4) Master degree or higher

5. Occupation 1) Student 2) Government official
3) Company employee 4) Professional/Specialist
5) Independent/Self-employed 6) Retired
7) Unemployment 8) Housewife
9) Others,
6. Monthly income 1) US$ 1,000 or lower 2) US$ 1,001 — 2,500
3) US$ 2,501 — 4,000 4) US$ 4,001 or higher
7. Travel group size: people in group
8. Trip duration in Thailand: days
9. Length of stay in Pattaya: days

Section 2:

Travel preferences for tourist activity participation
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Instruction: Please identify your interest in tourist activities in Thailand by ticking (V)
in each statement to show an exactness of each statement to your feeling. Importantly,

please ensure that this travel preference is not about your satisfaction after

participating in each tourist activity.

Scoring: 1 = Absolutely disagree, 2 = Strongly disagree, 3 = Moderately disagree,

M.M. (Tourism and Hospitality Management) / 119

4 = Neutral, 5 = Moderately agree, 6 = Strongly agree, 7 = Absolutely agree

Items

Level of your opinion

2

3

4

5

6

1. I wish to do sightseeing around the city.

2. I wish to float and bath in the sea and river.

3. I wish to participate in fruit plantation and

degustation.

4. 1 wish to do fishing.

5. I wish to watch wild animals.

6. I wish to feed wild animals.

7. I wish to walk in the forest.

boat, jet ski, ATV).

8. I wish to ride on motor vehicles (i.e. high-speed

9. I wish to lie on the beach.

10. I wish to do diving and snorkelling.

11. I wish to play sports and extreme activities.

12. I wish to ride on an elephant in the forest.

13. I wish to jump into the water from the cliff.

14. I wish to visit historical sites (i.e. palaces,

temples, museums).

15. I wish to eat local foods and tropical fruits.

16. I wish to cook local dishes.

17. I wish to do a long travel distance.

18. I wish to socialize with local people.

19. I wish to learn local history and culture.
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Level of your opinion

11234 |5]6|7

Items

20. I wish to attend a traditional festival.

21. I wish to visit a local market.

22. I wish to see how local handicrafts are made.

23. I wish to try to produce local handicrafts by
myself.

24. 1 wish to learn the Buddhist meditation.

25. I wish to learn Thai boxing.

26. I wish to experience Thai massage and spa

treatments.

27. 1 wish to visit an amusement park.

28. I wish to watch a theatrical show (i.e. cabaret

show, cultural performance).

29. I wish to visit a shopping and entertainment

complex.

30. I wish to participate in nightlife entertainment.

31. I wish to purchase brand-name products.

32. I wish to purchase discounted products.

33. I wish to purchase Thai handicrafts.
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Cexuusa 1

APPENDIX I

QUESTIONNAIRE (RUSSIAN VERSION)

“Typucruuyeckue IIpedepancelr Pycckux Typucros
no Yuactusam Typucrckux lesiteabHocreii B Tannanne”

IlepconanbHasi ungopmManus
Wncrpykumst: IToskanyiicta orMersTe ranoukoii (V) B KakIo0M BOmpoce.

1.

2.
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IHon 1) Myxckoit 2) Kencknii
Bo3pacrt 1) 16-25 2) 26-35
3) 36-45 4) 46-55
5) 56-65 6) 66 uu Gosee
Poanoii ropon 1) Mocksa 2) Cankr-IlerepOypr
3) ExarepunOypr 4) Upkytck
5) HoBocubupck 6) BranuBoctok
7) Hdpyrot,
Hausbicuiee o0pa3oBanue

3auarue

1) Cpennee obiiee oOpazoBaHUE UM HIDKE
2) Cpennee crienaibHOE 00pa30BaHUE

3) Bricmiee o6pazoBanue

4) Acniupanrypa

1) Crynent

2) [IpaBuTENbCTBEHHBIN COTPYAHUK
4) PaGOTHUK KOMIIAaHUU

6) IIpodeccuonan/Crnenuanmct

7) HezaBucumoe/Camo3aHsTOE

8) [lencuonep

9) bespabotHoe

10) lomoxo3siika

11) lipyroe,
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6. E:xemecsiuHbIN 10X0] 1) Py0. 31,210 unu Hike
2) Py6. 31,210 - 78,027
3) Py0. 78,028 — 124,843
4) Py0. 124,844 wnu Bble
7. Pa3mep Typrpynmnsbi: JIIOJIEN B Typrpymme
8. IIpoao/kuTesbHOCTH MOe3aKU B Tanmannge: JTHEW
9. IIpono/kuTenbHOCTh NpedbiBaHus B [laTTaiie: JTHEH
Cexnus 2

Typucruueckue npegepancsl N0 y4aCTHAM TYPUCTCKHX JiesiTeIbHOCTel

Nucrpyknus: [loxanmyiicra ykaxkute Banm nHTEpecs K TYPUCTCKUM JIEATEIBHOCTSIM B

Tannannae ¥ OTMETUTE TATOYKOM B KAXKIOM IPEUIOKEHUH. BaxkHo, moxkaiyiicra
ofOecrieunTe 4YTO 3TOT TypUCTHYECKUH MpedepaHc He o Bamem ynoBieTBopeHUU
IIOCJIE Y9aCTHS B KXY TYPUCTCKYIO AESTEIBHOCTD.

Haoupanue 6an10B: 1 = AGCOIIOTHO He corJiaceH, 2 = CWIbHO He COrJIaceH, 3 =
Ymepenno He corsaceH, 4 = HeiiTpajibHo, 5 = YMepeHHO corjaceH, 6 = CHJIbHO

corJjaceH, 7 = AOCOJIIOTHO COIJIaceH

IIyHKTBI

YpoBenb Bamero Mmuenust

11234 |5]6|7

1. S xoten Obl ocMaTpUBaThH
JOCTONPUMEYATEIbHOCTH IO TOPOY.

2. 5l xoten OBl KynaThCsi B MOPE U PEKE.

3. 51 xoten Obl yuacTBOBaTh B (PPYKTOBbBIE
TUTAHTAIUIO U JAETYCTAIHIO.

4. 51 xoten OBl JTOBUTH PHIOY.

5. 51 xoten Obl CMOTPETH JUKUE KUBOTHBIE.

6. 51 xoten Obl KOPMUTH JAUKHE KUBOTHBIE.

7. 51 xoTen ObI TYJIATH 1O JIECy.

8. 51 xoren Obl KaTaThcs HA MOTOPHBIX

JIO/IKA, BOJHBIA MOTOIIMKII, BE3JIEXO/).

TPAHCIOPTHBIX CPEICTBAX (T.€. BBICOKOCKOPOCTHAS
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YpoBenb Bamero Mmuenust

11234 |5]6|7

IIyHKTBI

9. i xoren ObI JIEXKATh HA TUISTKE.

10. 4 xoTten ObI 3aHUMATLCS JaHBUHIOM U
CHOPKJIMHTOM.

11. 5 xoren 6bl 3aHUMATHCSA COPTAMU U
9KCTPEMAJIbHBIMU Pa3BIICYECHUSAMM.

12. 51 xoTen Obl KaTaThCS Ha CJIOHE B JIECY.

13. 51 xoTen Ol MPBITaTh B BOJIY CO CKAJIBI.

14. 51 xoTen ObI MOCEIATh UCTOPUYECKHUE MeCTa (T.€.
JIBOPLIbI, XpaMbl, My3€H).

15. 51 xoren Obl ecTh MECTHBIE OJII0]a U TPOIIUYECKUE
(PYKTHI.

16. 51 xoTen ObI TOTOBUTH MECTHBIE OJIFO/IA.

17. 51 xoren 6bl 3aHUMATHCA OOJIBIIEM PACCTOSHUEM
MEKIyTOPOTHOM TOE3IKH.

18. 51 xoTes OBl 00IATHCA C MECTHBIMH YKUTEISIMU.

19. 5 xoren Obl y3HATh MECTHBIE HCTOPUIO U
KYJIbTYpY.

20. S xoren Obl MOCEIATh TPAAULUOHHBIH
(dhecTuBaIIb.

21. 4 xoTen ObI MOCENIaTh MECTHBIN PHIHOK.

22. 4 xoTen Obl BUAETH KaK MECTHBIC PYyYHBIE
paboTHI CIETaHbI.

23. 5 xoren Ol caM TpoOOBATH TPOU3BOIUTD
MECTHBIE py4YHbIE pabOTHI.

24. 4 xoten ObI y3HATh OyIMIICKAsT MEIUTALIHSL.

25. 4 xoTen Obl yYUTHCS TAHCKOMY OOKCY.
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26. 5] xotein ObI UCIIBITHIBATE TAWCKHIE MACCaX U CIIa-
JIEUYECHHE

27. 51 xoten Obl MocemaTh NapK pa3BICYEHUIL.

28. S xoTen Obl CMOTPETH T€ATPAITM3OBAHHOE MIOY
(T.e. kabape-110y, KyJIbTYPHOE MPEICTABICHUE).

29. 5] xoten ObI TOCEmaTh KOMIUIEKC [MIONUHTA U
pa3BJICUEHHIA.

30. 5 xoTen Obl yyacTBOBaTh B HOUHBIE PA3BIICUEHUSI.

31. 5 xoTen Obl KynUTh OpPEH]IBI.

32. 51 xoTen Obl KyMUTh CKUIAKHE MPOIYKTHI.

33. 5l xoTen Obl KyNHUTh TaliCKUE PyYHbIE PAaOOTHI.




Fac. of Grad. Studies, Mahidol Univ.

NAME

DATE OF BIRTH

PLACE OF BIRTH
INSTITUTIONS ATTENDED

HOME ADDRESS

EMPLOYMENT ADDRESS

CONFERENCE

M.M. (Tourism and Hospitality Management) / 125

BIOGRAPHY

Thanakarn Vongvisitsin

7 August 1988

Bangkok, Thailand

Thammasat University, 2006-2009
Bachelor of Arts with First Class
Honors (Russian)

Mahidol University, 2010-2013
Master of Management (Tourism
and Hospitality Management)

100/11 Santiphap Road, Pomprabsattruphai,

Bangkok 10100 Thailand

Tel. +66 8 0558 8574

E-mail : tvongvisitsin@gmail.com

Worldwide Education Network Company

Limited

9/9, Unit 1107, 11™ Floor, CentralPlaza

Grand Rama 9, Rama 9 Road, Huaykwang,

Bangkok 10310 Thailand

Tel. +66 9 0665 9371

E-mail : thanakarn@worlded.co.th

The New Frontier of Development

Administration,

National  Institute  of  Development

Administration (NIDA),

1 April 2013





