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ABSTRACT

This research was conducted through questionnaire survey to study the marketing strategy of Owanta National Forest Recreational

Area (abbreviated as Owanta below). Data obtained through questionnaire were analyzed and conclusions were drawn from relevant

opinions. This study resulted in some specific marketing suggestions for Owanta which could be served as references to the

administrative management as well as practical marketing applications. In this study, the investigations were carried out from

random samples of tourists who had paid visit to Owanta. The data were analyzed by frequency analysis, t-test and one-way

ANOVA.The results showed that there were significant differences between 4P marketing combination proposals with different

tourists’ background. 1. There were significant differences on the satisfaction level of 4P marketing combinations with different

tourists’ background. 2. There were significant differences on the satisfaction level of place and price combinations with different

tourists’ background. 3. There were significant differences on various tourist characteristics with different tourists’ background. 4.

There were significant differences on the satisfaction level of place and price combinations with different tourist characteristics.

According to the findings and suggestions concluded by this marketing research, several marketing strategies were provided to the

administrative offices of Owanta in order to advance the quality of domestic recreational forest park as well as to promote the tourists

preference for recreational forest area. In addition, the proposed marketing plans aimed for encouraging the tourists to learn the

importance of ecological conservation and then to sustain the nature resources.
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