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Abstract

This study aimed at studying relationship between tourists’ personal factors and
tourists’ cruise travel behavior, 2) effect of tourists’ attitude on tourists’ cruise travel
behavior and 3) relationship between tourists’ attitude and tourists’ cruise travel behavior in
Bangkok. The samples were 325 tourists. The variables were consumer personal factors,
consumer’s attitude, and tourists’ behavior on cruise travel behavior. The tool to collect
data was questionnaire. The statics included frequency, percentage, mean, standard
deviation, Chi-Square, regression modal analysis, and Pearson correlation. The qualitative
data was analyzed by interactive data analysis.

The results indicated that tourists with gender, age, and education had relationship
with tourists’ cruise travel behavior. In the meantime, tourists with career and monthly
income did not have relationship with tourists’ cruise travel behavior. Moreover, attitude
factors including cognitive, affective, and conative aspects affected tourists’ cruise travel
behavior in relation to 1) travelling duration, 2) cruise travel for the elders and 3) information
searches on time before travel. Lastly, attitude factors had relationship with cruise travel
behavior in terms of information searches on time before travel, travelling duration, and
cruise travel for the elders in the same direction. The result of this study can help the cruise
travel tourism business plan and strategize the appropriate marketing strategy to respond

the tourists and develop the cruise travel tourism business.
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