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The study of tourism marketing to obtain the advantages tourism business

in Udon Thani province
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Abstract
This research is aimed to study the marketing of tourism in term of business advantages creating
Province and establishing the competitive tourism business strategies in Udon Thani province. The researcher
used purposive selection to the participants. The participants were 20 stakeholders related to Udon Thani

province strategies creating as scholars, the marketing department of business sectors such as Hotel, Touring,
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and Shopping mall. The instrumentation of the research were the in-depth interview. The qualitative data were

analyzed by Atlas Program. The finding and result revealed that the marketing mixes which effecting to the

tourism business advantages were product, price, place/process of delivery, promotion, physical environment,

people, package, partnership/participation, process, period, and public policy.

Suggestion: Government and business sector would take the results of this study to regulate and to

make the advantage of competition in future.

Keywords: tourism marketing, tourism business, creating a competitive advantage
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