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Abstract

The significance of customer value as the core of the tourist product and as the
starting point of product development in tourism. This conceives customer value as a
dynamic variable, experienced before purchase, at the time of use and after use which
help to understand the characteristic of tourism products and services that influence on
tourists’ spending. The objectives were to study customer value of first-time and repeat
FIT tourists and provide a product development guideline to increase tourists on
Rattanakosin. A qualitative research design is used. A sample of 15 first-time FIT tourists
and 15 repeat FIT tourists were interview. Content analysis and domain analysis were
used to analyze customer value.

The results show that the value-expectations of the tourists related to the goals,
the criteria for the choice of the product, which affect the decision to buy the products, are
to learn, to experience and to relax. During the service process, perceive value are related
to functional value (physical performance of the product), emotional value (feelings of the
tourist), epistemic value (the product provides novelty), condition value (the result of the
specific situation) and experiential value ( preference for product attributes). After use
process found that the quality of service, quality of staff and quality of program are key
main components for tourism products and services during the first time, they are factors

related to the technical and functional properties of the service system.

Keywords: Customer Value, Free Independent Tourist, First-time Tourist, Repeat Tourist
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“ Thailand is a country with many very different offerings,
from culture to history to shopping to food to beaches to trekking to
cityscapes to rural villages. | expect to learn something about
Thailand” (FT06)

“ This is a great way to get around the tourist attractions in

Bangkok, having someone who is knowledgeable about the city” (RTO7)
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“1 booked a boat tour because | expected to experience some
entertainment, and the both tour was quick and very efficient for me
to take to my tour sighs” (FT01)

“It’s not my first time in Thailand but it’s my first time trying
the food tour. | hoped to get something new” (RT11)
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“I expected to experience physical objects with local cultural
characteristics and varied images that I’ ve seen before (from other
media)” (FT03)

“Although | was not clear about the appraisal, it seemed well
preserved. When | entered the grand palace, | first saw the big
buildings. | was extremely curious about it, as such things are hardly
seen in daily life” (FO7)

“I’d like to experience some historic content or feelings, such
as seeing environments of the time, set as old towns and how local
people live” (RT06)

“I love to talk to people and | like to communicate and it
gives an even greater joy ...taking this tour is what | expected, it was
interesting to see how locals live and get to know other people and

their interests” (RT11)
arunITinelay

“I just wanted to be relaxed, such as taking my time walking

or visiting friendly environments” (FT05)

“What we want is Tour entirely planned then we can sit back

and relax” (FT12)
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“ Perfect way to experience Bangkok, having a suide who
knows everything about the city and what to see. | just wanted to

relax and enjoy the tour” (RT09)

szndnenslduinag dnvieanigiuuudasyvniiissemasuinuareduduas
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USn1snimsvesfigtuumeSaulndunslunaieniu 1y AuAMAIN A1UIAN ¥38N13
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“This is a good way to see a lot of attractions in a short amount
of time” (FT05)

“ During the day we saw all the main sites and temples, but
you can decide what to do or not. It is your choice.... He sorted out
all the prices and took control of the cash when doing so. He was

very honest, and your correct change came straight back.” (RT02)

aglsfinny Unvisaiigivisaulineladuraermiandiilunasamssieiu

W AN MPRdlUsLNINVERRINTSNIULEYD wavnsTiuIng Wy Adunival

“«

. nothing that we would consider as being memorable or
outstanding” (FT03)

“A bit disappointed that we didn’t get picked up from hotel
but understandable due to our location” (FT05)

“The guide was just okay, not super knowledgeable” (RT04)

“It was ok but we needed to make our own way to a meeting
place and were not picked up from the hotel as advertised then
after the tour the guide detoured the journey to a gem seller to try
to sell us jewelry which meant we were later than planned with

nightmare” (RT06)

ANAMISR1TNA] MaNeti nsfitnvieaglianuidndedusuaruinisnienisviendes
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“ We were very happy that we booked this for our first
evening in Bangkok. it was perfect in every way” (FT11)

“ We enjoyed the sites of this tour especially because it
helped us during the rest of our trip” (FT13)

“We had so much fun and leaned so much.” (RT04)

“| enjoyed going sightseeing and also enjoyed a really tasty
meal there and the prices for drinks are so cheap compared to other

places” (RT05)

PNMsAUABaldInU dnveafisrusaudonsuallusuausenisiddudaz
UINMImeMsvieseavunzSulnduns Tnedulnginertesiunsiusunsutnieas

NnUE LAY feRdun1wal

“We did mention that we had a Grand Palace tour later in
the afternoon. But she did not realize that we had booked it with
you too....mixup. We did not want to see it twice. However we did
pay twice” (FT11)

“ Nowhere... very disappointing, very disappointed. I’ m in
Bangkok for God’s sake. If | wanted Chinese food I’d holiday in
China. Not one bite of Thai food was seen or tasted” (RT02)
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“...went on to visit a few temples... seeing the largest Buddha
was something else” (FT13)
“ The guide was an excellent tuk tuk driver. Overall, a

fantastic way to see and experience Bangkok” (RT06)

AaAmsRauly ey Msidnviesfiealdsulssleviannisldduiuazusnismnenis
vieugruwnzinulnduns lnsduiuasuinsananiinuaidisegnelianinwindes
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“This trip included food and soft drinks in the best Pad Thai
restaurant in Bangkok. People queue out the door for it” (FT05)
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“ Since out hotel was quite faraway from any of their
designated pick up points, they have organized the first ad hoc pick
up closer to us” (RT08)

AaAaINUsEaUNITal vunedis nsiinviesfiedlasuuszaunisalannisldauauay
USN5N19NNSTBLNEIVUNESAUINAUNSNUBNUTBDIINUSEAUNTAUUNR LY L1YU NS
Tusnsveamndnauduiies anuenlaldvesuseniiiies wardseaunisalfanaiiaana

Trminviesewinanuusyvivlanazaunsansualdusnisanase AeAduA1ual

“He was super helping us use public transport and navigating
prices with tuk tuk. | cannot stress how good this is if you want to
see the city. He made everything about our day so much easier”
(FT07)

“An enjoyable day, with a good photographer” (FT11)

sure we made it back to our hotel safety. That is executive
level service” (RT14)

“ Our guide taught us how to participate in the Buddhist

blessing ceremonies which were so special to me” (RT15)

waan1slduinns vanefs msUszifiuguArduinazuinismisnisvieaiien
w¥snmslduimaatadu dainvieadiealdussiiuamumeladenisdoduduazuinis
namsvieaiisruuimeSnulndunsriiunuaUszaunsal (Experienced Value) Alé3ulu
3 ¢ LeuA FuaanINTUINNg Mumawresmtinnuiiie) wasduamnnves

TUswnsuLen

AIUAMAINNITUINNG

“«

The company is responsive and takes your planning
seriously” (FTO7)

“Excellent private tour of Bangkok, customized exactly to our
wishes as per email sent prior to our visit” (FT11)

“Trip was cultural and beautifull..... Thanks for the lovely tour
and please do book this trip if you indecisive it will worth your
while” (RT04)

“Excellent service and attention to detail. This tour is a must.

(RT07)
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“Our tour guide was amazing, took us everywhere we wanted
to go, knew the best spots for food and never missed a photo
opportunity. She treated us like old friends and really made our time
in Bangkok special” (FT06)

“We Loved it!!!l. Well organized and tour guide was very
accommodating and entertaining... He was very knowledgeable,
entertained everyone, made sure everyone was pleased and
accounted for” (RT11)

“The tour guide was really nice and knowledgeable. He kept
up an ongoing commentary of the history of the sites and how it

relates to modern Bangkok” (RT14)
fuannYasiusunsuuiien

“ Customized what we wanted to see and where to be
picked up and dropped off. Made it easy for us” (RT01)

“I just wanted a mix of history and fun. We went on a boat
ride that wasn’t common to tourists where we saw how people lived
on a canal, just like what we expected” (RT07)

“We went to about 5 places and tried several things that our
guide had set up for us” (RT10)

“We tried many foods that we hadn't tried before and would
never have discovered if it hadn't been for the tour. It was a lot of

fun and well worth it” (RT13)
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“The program was good but I’ve noticed that all companies
took us to the same places. | understand why they offer us the same
things, but well... as | said only if they can do something different”
(RT02)

“ There are a lot of great small group adventure tour
companies that cater to people, and an expert local guide who is
there to look after you and help you have the best experience
possible and explain the local culture but sometimes what we see
are more important, for me personally I’d love to see something

special than others” (RT07)
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“ tour bookings were also not managed properly. We had
planned my holiday as per our convenience, but they (the agent)
had changed my program tour as per their convenience. When |
confront these agents, they had told me that they couldn't help. |
paid for my holiday according to my convenience not them.
Customer satisfaction can only be achieved by quality and time to
time services” (FT05)

“This team is so dumb that they have given me a layover of
just 1 hour to catch my next trip. Such a pathetic planning. After this
incident, | realized the difference between professional agents and

the normal ones” (RT04)
anuTeNa
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