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ABSTRACT

The present study examines tourism marketing arrangements of the Thai Elephant
Conservation Center in Lampang Province in the recent past and the tourism marketing strategies
proposed by the Center.

Conceptual Framework : The study analyzes the current tourism marketing situation, the
external and internal factors which call for a tourism marketing initiative for the Center, and the
tourism marketing strategies implemented by the Center.

Sources of Data : (1) questionnaire on tourist characteristics. behaviors, and satisfaction,
completed by Thai as well as foreign visitors to the Center  (2) interviews with travel agents in
Lampang and Chiang Mai Provinces , focusing on factors influencing their selection of tourist
attractions for their package tours  (3) interviews with elephant farm business proprietors to study
their marketing management and the present business situation and (4) interviews with
representatives from related organizations from the public sectors to examine the policy and the

organizational structurc which may have an impact on the Center’s marketing arrangements.



Data Analysis : The data gathered from books, documents, questionnaires, and interviews
are analyzed based on the conceptual framework for the study.

Findings : The Thai Elephant Conservation Center, established by The Forest Industry
Organization, is well-known as a tourist attraction for Lampang Province and Thailand, an
academic information center for elephants, and a center for elephant conservation. Being a
governmental organization, the Center is perceived as a reliable place among tourists. However,
the burcaucracy simultaneously impedes the flow of the marketing arrangements. Furthermore,
over the past decade, the Center has not set up a clear proactive marketing plan.

The external factors, namely, the more competitive elephant farm business, the changed
model of tfourist demand, the tourismm promotion policy of Thailand which emphasizes
development among tourist attractions, together with the internal factors, that is, the policy of the
Forest Industry Organization which demands an increase in the Center’s revenue, and the Center’s
structural development plan and self-development project for the personnel point to a need for the
Center to develop and improve its touristn marketing management.

The goal of the Thai Elephant Conservation Ceater is not to make a profit but to balance
its budget. If aims to increase the number of the tourists and their average expenditure. The major
target groups among Thai tourists are those travelling with families, high school and university
students, and working people ; and the target groups among foreign tourists are those travelling
with travel agencies, the working age group, and independent travelers, The main tourism
marketing strategies implemented by the Center are to differentiate their products and prices, sell
an inclusive package tour by combining the tourism product, expand their channels of distribution,
establish a marketing division for proactive marketing management, and proactive foreign

language training for the personnel.



