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Abstract

This research aims to study and analyze the opinions of entrepreneurs and tourists
towards the rehabilitation of Khao San Road tourist attractions, Bangkok, after the Covid-19
pandemics. The study is quantitative research by employing the questionnaire survey to collect
the data from the research samples: tourist Entrepreneurs on Khao San Road. Two hundred
samples were reached with accidental sampling at an online questionnaire (Google Forms).
Statistics used to analyze data were frequency (f), percentage (%), mean (X) and standard
deviation (S.D.)

The study results showed that different demographic factors, including sex, age, status,
educational level, occupation and income, have a different effect on the opinions of tourists and
entrepreneurs towards the rehabilitation of Khaosan Road tourist attractions. Most operators and
tourists are females rather than males. With age between 21 - 30 years old, single status, holding
a bachelor's degree, having monthly income less than or equal to 15,000 baht and working as a

private employee.



Regarding tourist behaviour, the research results revealed that most of them came to
Khao San Road 2-3 times, travelling with friends, by their private car and took about 2-3 hours to
visit the Khao San Road attraction. These tourists knew the Khao San Road attractions from friends.

The study to find the guidelines for revitalising Khao San Road tourist attractions from the
tourists' opinions measured with the marketing mix (7Ps) theory, namely the Product, Price, Place,
Promotion, Personnel, Physical Evidence, and Process. The results found that tourists' opinions
on the rehabilitation of tourist attractions were at the highest level (x =4.26, SD=0.74) in every
aspect, with the personnel aspect being viewed at the highest level (x = 4.35, SD=0.60). On the
contrary, the product rated the opinion level as high (x =4.12, S.D =0.77).

Meanwhile, the entrepreneurs had a high level of opinion on rehabilitating tourist
attractions (x =3.97, SD=0.93), with the physical aspect of the opinion at a high level (x~ =4.00,

SD=0.98). However, on the contrary, the opinion level was just high (x =3.73, S.D=0.94).

Keywords: The tactic and strategy to revive, Marketing mix (7Ps), Entrepreneur, after the Covid-

19 Pandemic



