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Abstract

The purpose of this survey was a qualitative research. The objective is to study the marketing
factors affecting the decision to buy a European river cruise package among Thai travelers residing in
Bangkok Metropolitan area. As well, the research attempts to identify the behaviors and demographics of
this set of travelers. Tourism concept service. Marketing mix concept and analyzing the details that
received from the interview to promote Avalon Waterways River Cruise to Thai travelers in Bangkok.
Public relations to more people know about the package tour of a river cruises in Europe. By collecting
data from questionnaires and verbal interviews of 20 tourists. Tourists who go on a paged tour of river
cruises in Europe with Avalon Waterways River Cruise Company are male and female, mostly aged 50 and
over, and are married. The majority are business owners and have at least a Bachelor's degree. The most
important factor in the marketing mix of tour companies is the reputation of Avalon Waterways River
Cruise, which focuses on service and emphasizes luxury, comfort, like sleeping in a 5-star hotel. Especially

don’t need to carry and pack or move the luggage every day.

Keywords: Service marketing mix. Tourist behavior. River Cruise in Europe ‘s tour Package.
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