anDiLHMDL ¢ ok
B T T

Lym B2 / (Vi)
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" Lavin, David, Lubell, Myron , Vacation Homes. Vol. 31 No. 12 Dec. 2000 Economist Newspaper Group, Incorporate Feb.
2001.

2Lynn, Jacquelyn, Vacation Options : Is timesharing right for you?, Vol. 14 No. 5 Sep/Oct 1999 Advanstar Communications, Inc.
Jan 10,2000.
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Timesharing3
Time-Share Alps
1960 1980
Time-Share Vacation ownership ( )
3
1 Timesharing
1

Occupy period of stay

Exchange to one of over other

resorts within tire chain.

a a
ansNIvBUNIBY

¥AUIDIVINHBY

Exchange to another

Holliday Owner Options

17

season in another resort.
Internal

International

Reward Program points

Anderson, Keisha-Gaye, Time out. Vol. 33 No.8, Mar 2003, Page 115



Time-Share

5%
2 1990 7%
Resort Development Association (ARDA) 85%
Howard Nusbaum CEO  ARDA
Time-Share)
Time-Sharing
1
1
34
I,
1
50%

Hotel and Motel Management* ,
Development Association) 1999
Florida
Hawaii, California

16

USD 14,500 (565,000 - 39

USD 370.-
1997
2001 American
Time-Share
(
Time-Share 4

ARDA (American Resort

« Anonymous, Americans increasingly desire recreational property, Hotel and Motel Management. Vol. 214 No. 13 July 19,1999,

Page 22.
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Lazar, Joel, Hobson, Wallace5 I Private Residence Club,
A new Concept for Second Home Ownership 1

“Private Residence Club, PRC'

PRC ,
2.1) (Product Concept)
1,
Time Shares

2.2) (Product Characteristics)

!

3 2
3
2
4
2 180 - 200

3 220-260

5Lazar, Joel, Hobson, Wallace, Private Residence Club, A new Concept for Second Home Ownership. May 2002, Page 105-120



(Lobhy)
(Reception & Check in Desk)
(Management Offices)
(Private Lounge and Dining Area)
(Work out Facilities)
(Spa, Massage)
(A Pool with  deck)

2.3) (Location and Access) .

(Access)
4-5
6-8

(Unique) 1 (Can not be duplicated)



24) (Use and Ownership)

PRC
(Sensitive)
1
4-5
(Primetime) “Float Time”
U7
(Time Shares) ol
2
Normal Type
of Accompodation
PRC <—————> PRC
1
Hotel, Timeshare
2.5) (Pricing)
Condominium, Town House 12 2
PRC
125,000 USD 400,000 USD 5,000 USD 20,000 USD

1
4,000 USD 9,000 USD

112



20

2.6) (Marketing and Sales)
Time Shares
(Mass) 712

1 Time Shares 50
1 PRC
15-20

40 60
21) ( ) (Development Community)

3

(Smaller individual entrepreneur)
(The established developers of major master
planned resorts)
(The large development and brand
hospitality companies)

PRC Ritz-Carton, Four
Seasons, Rosewood Club Corp of America, Carlson Hospitality Worldwide Regent International ~ Club
Regent
28) . (Source of Demand and Buyer Profile)

20



imw
.|b -

Baby-Boomers ( )
1999 13 8§  19%
3B
3 2 (Baby Boomer)
2488 2040w 2508 20-40 2528
1945 Baby 1965 Bahy 1985
Boomers Boomer

(Secondary Job)

, Computer
I USD 250,000
500,000 1,000,000 PRC
USD 200,000
Bahy Boomer
Baby Boomer

1, 500,000 3
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2-
Time Share
Time Share
29) (Emerging Trends)
Ritz-Carlton, Four Seasons, Rosewood, Club Regent 5
Brand PRC
I\ (Branding)
!
5
5
)
3 !
4 |
5 5
6) 5
2.10) ! (Mixed-Use Destination Resorts)

PRC



1)

2)

3)
(Neighborhood)
4)

4

(Comprehensive Planning)

i

117

.46
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24



(Paid Holiday)

(Tourist)
24
)
5.1)
) ? “
" ( 12532 : 83)
) ] (
)
(Tourism  Demand) (Tourism  Supply)” (
, 2529 :4-5)
3) Alastair M. Morrison ¢
(Hospitality and Travel Industry)
" Marrison

(Marrison, 1989:4)



4) (World Tourism Organization)

5) Victor T.c. Middleton

26

’ (
) ()
! (Marketing Mix)
(Marketing Mix)
1) (Product) (Features) (Quality) (Style)
(Size) (Brand) (Packaging) (Product
Mix) (Product Lines) (Warranties) (Installation)
(Servicing)
2) (Price) (Pricing Objectives)
(Pricing Method) (Pricing Policies and Strategies)
3) (Place or Distribution) (Channel of
Distribution) (Physical Distribution)
4) (Promation) (Advertising)
(Publicity and Public Relation) (Personal
Selling) (Sales Promotion)
| .
(4Ps)
(Personnel)
(Packaging)
(Programming) (Partnership)

8 Ps



52)

2

(Market Demand)

3 (Mathieson and Wall, 1996 : 16-17)
(Actual Demand)

(Potential demand)

Actual Demand

(Deferred demand)

(Travel Suppliers)

(Direct Sales)
(Tour Operator)



31)

32)

(Natural Attractions)

! (Package tour)

(Travel Agent)
2

(Man-made Attractions)

28



I\ (Tourist Arrivals)

2) (Tourist Expenditures)
3) (Average Length of Stay)

4) (Tourism Supply)

55)
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(Tourism Demand)

(Buying Activities)

(Consumer goods) (Tourism goods and services)

(Income) (Income)

(Development in facilities and infrastructure)

(Tourist Destination Development) (Tourist Business Growth)

56) o



3l

57)
1) (Economic Factors)
2) (Demographic factors)
3) (Geographic factors)
4) (Socio - cultural factors)
!
!
(Second Home)

) (Political and regulatory factors)

6) (Mass Media communication factors)



7 (Comparative prices)
8) (Personal mobility factors)
I (Domestic Tourism)

(Free individual traveler)

RY)

9) (Technology of communication and

transportation)

59)

(Morrison, 1989 : 63)

581 (Personal Factors/Internal Variables)
11 (Needs, Wants and Motivation)
12 (Perception)
13 (Learning)
14 (Personality)
15 (Life Style)
16 (Self Concept)
17 (Attitudes)
582 (Interpersonal Factors/ External Variables)
21 (Culture and Subcultures)
2.2 (Social Classes)
2.3 (Reference Groups)
24 (Opinion Leaders)

25 (The Family)



58.2
11
AlastairM. Morrison

(Needs)
(Motives)
(Motivation)
(Holloway, 1988": 97)
(Motives)

(Hierachy of Needs)
Motivation)

* o7 1)

(Needs, Wants, and Motivation)8

(Suit)

(Motivation)

(Maslow’s Theory of

3



YA

¥ Saqusvad
anudoamsumsdo (msuimy)

>\

NEEDS WANTS AND MOTIVATION

(Physiological Needs)

(Safety Needs) !I''

5

34



3,

Motives)

(Belonging/SacialNeeds)

(EsteemNeeds)

(Self-Actualization Needs)

(Physical and Psychological Motives)

“ 7 (Meditation Tour)

1996 87.49%
(Cultural / Personal Education Motives)

(Social / Interpersonal / Ethnic

2533
2537

X.313

35



and Post Tour)
5,
Pastime Motives)

12

(Perception)

(Business / Work Related Motives) 1

(Entertainment/ Amusement/ Pleasure /
(Theme Parks)

(Religious Matives)

(Prestige and Status Motives)

(Selective Exposure)

36

(Pre



37

2 (Selective Attention)
3 (Selective Comprehension)

(Perceptual Biases)

4, (Selective Retention)
(Closure) American Express “Don’t
leave home without it” United Airlines “Fly the Friendly
Sky of United”
13 (Learning)
(Stimulus)
(Responsg)
Club Med

travel agent  2-3
. Club Med

Travel agent 1
Club Med

14 (Personality)

(Freud Theory) (Psychoanalytic Theory)



1 Id

2. EQo
! |d
3. Super Ego

!
Travel agent
agent

16

(Perception)
1

(

(Lifestyle)

(Values)

(Self-concept)

(Real self)

(Ideal Self concept)
!
!

38

Travel
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58.2)

2.1

211

orient express

(Attitudes)

(Reference - group self concept)

(Self - image concept)

! (Cruise)

(Culture and subcultures)

(Culture)

39



2.12 (Subculture)

(Nationality Groups)

(Religious Groups)

(Racial Groups)

(Geographical Areas)

2.2 (Social ~ Classes)

(Upper Class)
(Upper - upper class)

(Lower - upper class)



2.3

24

(Middle Classé
(Upper - middle class)

(Lower - middle class)

(Lower Class)
(Upper - lower class)

(Lower - lower class)

(Reference Groups)
(Primary Groups)
(Secondary Groups) !

11

(Opinion Leaders)

(esteem)

41



2
(Commercial Information Sources)

(Social Information Sources)

2.5 (The Family)

(Family life - cycle)



)
(
)
(
)
Kotler, Philip. 19849
59)
L (Initiator)
2 (Influencer)
3 (Decider)
4, (Buyer)
o) (User)
5.10)
I} (Need Awareness) (Problem Recognition)
|
|
2 (Information Search)
I (Personal Sources)
I (Commercial Sources) ,
I (Public Sources)
* (Experimental Sources)

+ Kotler, Philip. 1954. Marketing Management : Analysis, Planning and Control N.J. : Prentice-Hall, Inc., p. 132

43



(Evaluation of Alternatives)

(Purchase Decision)

(Post Purchase Behavior)

44



6
(Input)
(
| l
2 Hf:OU
-A30UAT)
- NANOWDN
Middleton, Victor T.c. 19941
(Input)
(Perception)
(Output)

DMiddleton, Victor T.c. 1994, Marketing in Travel and Tourism. 2'J ed. Oxford : Heinemann Professional Publishing, p.54

(Output)
!

1

(Learning)

Vi ,

(Perceptions)

(Experiences)

45



( ) ,
5.11)
Everett M.Rogers ( 2539 : 121-124)
1 (Awareness)
2, (Interest)
3 (Evaluation)
4, (Trial)
D, (Adoption)
X
]
Rogers
1
(Planning)
(Pricing) (Promotion) (Distribution),

(Ideas, goods and services)
(American marketing association. 1960 !15)

@) @) )

) 1 ) : 2539

46
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4 (1) @ @ (4)
(Promotion) 4 (Marketing mix)
4Ps
(Product)

(Production)

(Price)
(Marketing mix)

(Distribution)
(Stanton and Fulrell. 1987:270) 1
(McCarthy and Perreault. 1990:259)
( )
(Stanton and Fulrell. 1987:270)
(Promotion) (Marketing
communication) : ' : (Attitude)
(Behavior) (Inform) (Persuade)
(Remind)
(Market communication process) t
5.12)
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6 "2
WTO 6 ?
2534 | An Integrated Approach to Resort Development
1. Nusa Plia Resort
J .. 2514
UNDP
(Integrated resort development) 1
J 2516 (Bali Tourism Development
Corporation : BTDC)
!
J (Bali Tourism Development Board : BTDB)
(Regional Tourism Plan)
' /
J (Nusa Dua Design Review Committee)
/) » 4 m o (.. 2542-254). 252 2

1,23 27



(Bali Regional Plan)

Resort Plan

1
2,000

4-5
1,800
1,000

2514

2,500

310

2516

(Concept)

5,100

3-4

49

12



BTDC

2531

Bypass

6,000

30

(Shuttle bus)

3,700

50

200
(Minibus)

37
BTDC



BTDB

1,000

2. Pomun Lake Resort

/

(Regional Tourism Plan)

UNDP

400

Kyongju

51
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Kyongju

Kyongju
10 (1972- 1981)
"2
!
!
resort
2
Kyongju
Kyongju Tourism Agency (KTA) !
(resort)

resort
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resort
3. Cancun Resort
. 1960
) Cancun
. Cancun 1970
» Fondo Nacional de Infraestructura Turistuca (INFRATUR) 1 1969
INFARTUR
« INFRATUR Cancun

Fondo Nacional de Fomento al Turismo (FONATUR)



Infratur

Cancun

(Urban zone)

(Phasing)

Fonatur

Fonatur

(Tourism zone)

Infratur Fonatur

54



4 Puerto Plata Resort

1990 1980

Puerto Plata

Santo Dominigo

*1

Hispaniok

55

(Urban zone)

Puerto Plata
14

100,000
235

Puerto Plata

1960

1971



Puerto Plata

Infratur

Infratur

Nazi

56



(Puerto Plata Tourism Zong)
. Infratur

5, South Antalya Tourism Development Project

200

1965

57



South Antalya
Antalya !
Antalya

Antalya
South Sntalya

South Antalya Kemer

(Tourism Bank)
South Antalya

South Antalya

Kemer

80

58



WB



6. Lanzarote

WB
WB  ILO

960
%

20°
800 80,000
2518

670
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2535
7
. Regional Government (Tenerife)
District Government Cabildo Regional
Government

Jameos del Agua

(Lava)

] ! 2518 Package Tour



62

| (Tenerife)
Cabildo !
! (Lanzarote Tourist Promotion Board) !

(Cosfa Teguise)

1 10,200
8,600
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The Insular Plan

2529
! |
] 3
1
2
3
+ Cabildo 2529 Insular Plan
Comprehensive Plan
Cabildo
2530
+ Cabildo (Public hearing) 3 2530
2532 2534 1
Regional Government 2535
] Insular Plan
J Regional Government

Cabildo
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80,000

2543

75

64



Insular Plan

Insular Plan ,
Insular Plan
(Tourism  Development Plan)
Regional Local
Insular Plan

Regional

65



1V

Transfer

66



AWIAINTUUNIING 1A
CHuLALONGKORN UNIVERSITY
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AWIAINTUUNIING 1A
CHuLALONGKORN UNIVERSITY
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AWIAINTUUNIING 1A
CHuLALONGKORN UNIVERSITY
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CHuLALONGKORN UNIVERSITY
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