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Research on tourism marketing strategies in the Tonon Prathong Island area. Pattong Province,
This objective is to study the influence between marketing strategies and competitive advantages. This
research is quantitative research. The tools used in the research are questionnaires Tourists traveling in
the 385 Gondorang Pang Island area are sampling using Accidental sampling And analyze data Using
descriptive statistics, frequency, percentage, average, and standard deviation And use inference statistics

to test the hypothesis

The results show that the overall marketing strategy is very high. And the overall competitive
advantage is very high The results of the hypothesis test show that Marketing strategies influence
competitive advantages. Variables that influence engagement include product, price, channel.Distribute
marketing promotion Staff in the service process And physical environment Statistical significance at level

0.05



