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ABSTRACT

The objectives of this research were to: 1) study the state and problems of service
marketing strategy for promoting Halal tourism of Muslims in the Southern Andaman provinces,
2) study the causal relationship of service marketing strategy for promoting Halal tourism of Muslims
in the Southern Andaman provinces, and 3) develop a model marketing strategy for promoting
Halal tourism of Muslims in the Southern Andaman provinces. This study was a mix method
research using quantitative and qualitative research. In quantitative research, Stratified Sampling
was used with the population of 3,600,000. The sample was 700 Thai tourists and foreigners who
believed in Islam in the southern Andaman provinces who have visited the attractions at least
once. For qualitative research, the target group of 5 people was selected by purposive sampling.
The instrument used for data collection was a questionnaire. The statistics used in the research
were percentage, mean and standard deviation. The analysis of the structural equation model was
analyzed by LISREL program (Serial NO.LP872-45SSI-46934). The research results were confirmed
by using group discussions with 10 administrative representatives, experienced people and experts.

The results of the research found that: 1) the main factors of the overall problems were
Muslim tourism behavior factor, tourism management factor, Halal tourism factor, service quality
factor, tourists’ satisfaction factor, tourists’ loyalty to attractions factor. 2) Muslim tourism behavior,
Halal tourism management, service quality, tourists’ satisfaction and loyalty to attractions had
direct and indirect influence on the development of service marketing strategy for promoting Halal
tourism of Muslims in the Southern Andaman provinces. The model consistency index was
¥’= 408.45, df = 367, {*/ df = 1.11, p-value = 0.06, CFl = 1.00, GFI = 0.96, AGFI = 0.96, SRMR = 0.01,
RMSEA = 0.01. 3) The service marketing strategy for promoting Halal tourism of Muslims in the
Southern Andaman provinces was developed and it was consistent with the empirical data. Factors
including Muslim tourism behavior, tourism management factor, Halal tourism factor, service quality
factor, tourists’ satisfaction factor and tourists’ loyalty to attractions factor all had an influence on
the development of a service marketing strategy for promoting Halal tourism of Muslims in the
Southern Andaman provinces, the government sector and tourism in Thailand.

The body of knowledge gained from this research can be applied to develop marketing strategies
that support halal tourism among Muslims in southemn Andaman provinces in order to promote tourism
leadership. This will also help a business group of halal hotels, resorts, and restaurants create tourism

business competitiveness that will lead to sustainable income generation.
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