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International Tourists Information Searching Typology for Trip Planning
Kritsadarat Wattanasuwan?*, Aurathai Lertwannawit®

Abstract

The research objective is to study the information search typology of international
tourists during the travel planning process focused on information sources used in trip
planning. The research result enhances the understanding of information sources used in
individual travel planning steps. Tourism marketers can decide on media selection, which
is crucial in developing an effective marketing communication strategy. This research used
in-depth interviews and a survey in collecting data. The sample for this research is
international tourists traveling in Bangkok and traveling in Thailand for less than 90 days.
The research framework comprises two information sources: commercial and non-commercial
sources. Fourteen sources were listed for tourists to respond. Tourists must weigh the
importance level of each source for individual travel planning stages, e.g., trigger,
information search, evaluation, booking, and travel. The result of cluster analysis shows
that there are three main information searching typologies. The first group is Information
Savvy. Tourists are heavenly searching for information from all sources in every step of
the trip planning process. The second group is Experience-based Information Savvy.
Tourists are leveraging information from the experience of others such as friends, relatives,
words of mouth, books, or guidebooks. The information from commercial sources is less
leverage in this group. The third group is Online-Information Savvy. Tourists are focused

on the internet and search engine at every trip-planning step.
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nau 2 nguitutayauszaunisal (Experience-based Information Savvy) f31u3u
133 Au 91AA198 2 nudn Wauddyfudumedidauaslusunsudumuniian nquill
mnuddyiuumasieyadisrdsanuszaunisalvesnuduluszdudeutnags Usznoume 1ileu
uay/v3egi msyauindetin unanEiansalandnvieniisaseduuudumesidn wazludiu
vosderdanndivd wuin nilsdeuas/mieaiiovendien gnlduinilanlunnduneunisnsuny
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M15197 1 AladeuazAdulonuulInigIuveIngd 1 nqudungmudeya

ngy 1 ngugiungdudaya (Information savvy) (n = 114)

wndefnys nazdu Aunndoya Useidiy n13909 N1SLAUNIY

(Trigger) (Information (Evaluation) (Booking) (Travelling)

Xt sD. Xi sb. Xe sD. Xp SD. Xy SD.
Co1 397 1.92 4.08 1.89 4.10 2.03 4.37 2.11 4.00 2.02
Cc02 3.24 1.99 3.00 1.84 2.82 1.76 293 1.83 2.89 1.89
C03 3.50 1.81 3.37 1.84 3.14 1.87 3.20 1.92 3.04 2.00
co4 3.45 1.81 3.56 1.85 3.59 1.88 3.52 1.88 3.55 1.99
C05 5.01 1.70 5.10 1.60 4.98 1.84 4.95 1.84 5.04 1.77
C06 3.82 1.82 3.88 1.82 3.74 1.78 3.96 1.78 4.00 191
co7 3.72 1.67 361 1.70 3.58 1.82 346 1.84 3.36 1.84
o8 4.24 1.59 4.09 1.68 4.11 1.74 417 1.73 4.39 1.79
C09 3.89 1.58 3.81 1.62 3.85 1.76 3.68 1.78 3.32 1.79
C10 4.20 1.81 3.69 1.82 3.47 1.96 3.34 2.03 3.14 2.09
NCO1 5.44 1.58 5.58 1.61 5.49 1.75 5.48 1.85 5.43 1.90
NCO2 4.59 1.67 4.47 1.66 4.32 1.71 4.26 1.86 4.38 1.88
NCO3 4.87 1.72 5.06 1.65 4.90 1.75 4.99 1.77 511 1.82
NCO4 5.33 1.74 5.18 1.77 5.07 1.81 4.96 1.86 5.17 1.98

NCO5 5.34 1.50 5.30 1.56 5.20 1.55 5.00 1.54 4.98 1.57
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M19197 2 AedelavAddoLuNnIIuYeRINgl 2 nauiuleyauszauniseal

nay 2 nqandiudayauszaunisal (Experience-based Information savvy) (n = 133)

wniadinye nazau Aumdaya Uszidiy 113909 N1SLAUNS

(Trigger) (Information (Evaluation) (Booking) (Travelling)

Xt sD. Xi sD. Xe sD. Xp so. Xy sD.
o1 3.26 2.21 3.41 2.27 3.57 2.26 4.27 2.46 3.74 2.40
€y 1.66 1.28 1.48 1.24 1.31 0.94 1.26 0.90 1.20 0.70
C03 1.99 1.59 1.57 1.33 1.37 1.09 1.15 0.69 1.13 0.54
co4 1.80 1.40 1.87 1.51 1.74 1.57 2.04 1.88 2.23 1.94
C05 4.61 1.94 4.62 2.09 444 217 3.87 2.29 4.78 213
C06 2.02 1.57 1.84 1.46 1.83 1.47 1.53 1.25 2.08 1.69
cov 1.58 1.06 1.44 1.08 1.34 1.01 1.30 0.98 1.38 1.01
C08 2.02 1.52 193 1.67 1.87 1.55 1.65 1.30 2.26 1.82
C09 2.11 1.65 191 1.53 1.61 1.25 1.43 1.08 1.41 1.06
C10 2.40 1.80 1.69 1.35 1.50 1.20 1.44 1.25 1.33 1.06
NCO1 5.92 1.49 6.27 1.14 6.25 1.20 6.20 1.47 5.88 1.58
NCO02 344 1.85 3.26 1.89 3.06 1.90 2.37 1.75 298 2.09
NCO3 5.14 1.63 5.22 1.74 5.29 1.66 4.98 1.88 4.99 1.84
NCO4 5.28 1.37 5.11 1.49 4.73 1.72 4.20 2.08 5.04 1.97
NCO05 5.32 1.44 5.10 1.63 4.81 1.82 3.80 2.17 4.05 2.20

ynfinnsuanzunasteyaseulal nuiineniisanguiesdseduarudidyll
Lmﬂmqmﬂ,uLmavmumaumvmumimaﬂa tng Buwmesidauazlusunsudum dunumddgly
fumeunisdumdeya nsUssdiuiaidenuaznisnes lususgd Funudansveaieasoulat
ummmmﬂumumaumiam wazunauIlaednviesfienseduiineunseguudumesiin
fauddylunndunoulndiAset

nqu 3 nauidudayaseoulall (OnlineInformation Sawy) fi§1u3u 145 AU 310
11519 3 wuin Wanwddgyfudereutiaes Tnsuuunasdoyadumesidnuazlusunsudum
Fundnistuneunszdunazifiunia dauunanuiilasineaisrsmeduiimeunseguy
Sumedidn faruddnlutuneunsinsedu uasdumdeyainiign Tnsluduneufivde sz
anddnuesuvasteyalusziumaniloSouiisuiunguay
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M19197 3 AedeuavAndudotuuinIgIuYeIngl 3 nauiuleyasaulal

nau 3 ngudiudayasaulail (Online Information Savvy) (n = 145)

wniadinye nazau Aumdaya Uszidiy 113909 N1SLAUNS
(Trigger) (Information (Evaluation) (Booking) (Travelling)

Xt sD. Xi sD. Xe sD. Xp so. Xy sD.
o1 3.25 2.51 3.63 2.69 3.77 2.88 4.14 2.87 295 2.63
€y 1.30 1.15 1.11 0.69 1.08 0.58 1.05 0.38 1.14 0.87
C03 1.61 1.55 1.10 0.57 1.07 0.42 1.08 0.58 1.03 0.30
co4 1.66 1.68 1.81 1.88 1.69 1.80 1.84 2.00 1.85 193
C05 3.96 2.55 3.86 2.70 343 2.68 2.90 2.58 4.14 277
Co6 141 1.16 1.43 1.21 1.31 1.11 1.41 1.26 1.66 1.55
cov 1.22 0.82 1.07 0.56 1.03 0.33 1.08 0.46 1.22 1.03
C08 1.70 1.60 1.32 1.14 1.33 1.17 1.33 1.20 1.94 2.01
C09 1.88 1.74 1.52 1.44 1.30 1.11 1.21 0.94 1.34 1.20
C10 2.07 1.96 1.37 1.19 1.30 1.11 1.17 0.81 1.21 0.96
NCO1 6.23 1.60 6.37 1.60 6.11 1.97 6.12 2.01 6.12 1.89
NCO02 3.70 2.50 3.39 2.53 2.81 241 2.31 223 2.85 2.51
NCO3 5.11 2.28 5.05 246 4.30 2.74 3.83 2.80 4.05 2.81
NCO4 5.03 2.33 3.96 2.69 3.54 272 2.86 2.59 3.77 2.76
NCO05 4.90 2.37 4.13 2.67 3.47 2.78 3.05 2.67 3.18 2.75
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dyUnan13IeLazafus1ena (Conclusion and Discussion)
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