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	The research was aimed to study 1) level of creative marketing and content advertising strategy on shopping of goods and service from Thailand tourism of Chinese, Japanese and South Korean tourists, generation Y. 2) shopping behavior of goods and service from Thailand tourism of Chinese, Japanese and South Korean tourists, generation Y. 3) creative marketing and content advertising strategy on shopping of goods and service affected on shopping behavior of Thailand tourism of Chinese, Japanese and South Korean tourists, generation Y. and 4) find out a creative marketing and content advertising strategy model of Thailand tourism affecting spending behavior of goods and service from Thailand of Chinese, Japanese and South Korean tourists, generation Y.
	The research instrument was questionnaire collected from each 128 international tourists: on Chinese, Japanese and South Korean visited Thailand. The data analysis used SPSS software program version 16.0 in order to get statistical values of frequency, percentage, arithmetic mean, standard deviation, skewness, kurtosis and analytical technique of binary logistic regression.
	The hypothesis test results at 0.05 statistical significance indicated that            1) creative marketing strategy concerning segmentation/sectorial marketing, marketing research, advertising, channels and distribution and content advertising strategy of special feature of local consumption, events and historical sites, survenirs and shopping equal opportunity have influenced on Chinese shopping behavior, generation Y.          2) creative marketing strategy of product development, product design, product quality and content advertising strategy of local living and nature, special features of local consumption, events and historical sites, modes of communication and transportation have influenced on shopping behavior of goods and service from Thailand tourism of Japanese tourists, generation Y. and 3) creative marketing strategy of product design, channels and distribution and sales management. In case of content advertising strategy of local food characteristics, program and activity tourism, local natural scenery appreciation, nightlife activity pattern have influenced on shopping behavior of goods and service, from Thailand tourism of South Korean tourists, generation Y.
	The analytical results of creative marketing strategy in form of logistic regression calculation for Chinese tourists :
Logit (YC) = -7.7510 - 0.4224 (measurement and market forecast) + 2.1086* (classification / market segmentation) + 1.5407* (market research) + 0.6608 (goods and service development) - 0.1569 (goods and service design) + 0.8403 (goods and service quality) - 0.5026 (customer service) + 0.5345 (goods and service guarantee standard) - 0.4133 (name or brand of goods and service) + 0.6019 (price setup) + 1.2532* (advertising) + 0.9827* (channel and distribution) - 0.3519 (sales management) - 0.5037 (market control and information source)
	From the analytical results indicated that there were 4 statistical significance variable values (1) classification / market segmentation (2) market research                (3) advertising (4) channel and distribution could create shopping behavior opportunity and service up to 2.1214, 4.6677, 3.5014 and 2.6717 respectively. Therefore, hypothesis one was accepted
	The analytical results of content advertising in form of logistic regression calculation for Chinese tourists :
Logit (YC)  = 14.0439 - 0.6348 (local food characteristics) - 1.5377 (tourism program and activity) - 1.6071 (local natural scenery) + 1.6133 (night life living pattern) + 1.0452* (special feature of local consumption) + 2.7689* (event and historic site) + 1.8907* (survenir and equal shopping opportunity) + 0.8137 (local religions prohibit) + 0.7768 (pottery production) + 0.8992 (prehistoric painting) - 0.5173 (sea food variety) + 0.2618 (art, theatre and shows) - 0.2436 (local museum) + 1.3215 (local vegetable and fruit) - 0.1114 (local vegetable and fruit) - 1.0768 (transportation method)
	From the analytical results indicated that there were 3 statistical significance variable values (1) special feature of local consumption (2) event and historic site       (3) survenir and equal shopping opportunity could create shopping behavior opportunity and service up to 2.3516, 2.0627 and 1.1510 respectively. Therefore, hypothesis two was accepted
	The analytical results of creative marketing strategy in form of logistic regression calculation for Japanese tourists :
Logit (YJ) = 4.0440 + 0.5065 (measurement and market forecast) + 0.7053 (classification / market segmentation) + 0.1279 (market research) + 0.7134* (goods and service development) + 1.2051* (goods and service design) + 0.6864* (goods and service quality) + 0.8164 (customer service) + 0.2211 (goods and service guarantee standard) - 0.0774 (name or brand of goods and service) - 0.4927 (price setup) + 0.6061 (advertising) - 0.4188 (channel and distribution) - 0.8904 (sales management) - 0.2446 (market control and information source)
	From the analytical results indicated that there were 3 statistical significance variable values (1) goods and service development (2) goods and service design         (3) goods and service quality could create shopping behavior opportunity and service up to 1.4900, 2.2996 and 1.5034 respectively. Therefore, hypothesis Three was accepted
	The analytical results of content advertising in form of logistic regression calculation for Japanese tourists :
Logit (YJ)  = -3.0397 + 0.1454 (local food characteristics) - 0.0031 (tourism program and activity) + 1.1663* (local natural scenery) + 0.4328 (night life living pattern) + 0.9710* (special feature of local consumption) + 0.8176* (event and historic site) + 0.1915 (survenir and equal shopping opportunity) + 0.1329 (local religions prohibit) + 0.4321 (pottery production) + 0.0525 (prehistoric painting)  + 0.5382 (sea food variety) - 0.6363 (art, theatre and shows) + 0.4554 (local museum) - 0.7399 (local royal castle) + 0.3098 (local vegetable and fruit) + 0.8916* (transportation method)
	From the analytical results indicated that there were 4 statistical significance variable values (1) local natural scenery (2) special feature of local consumption (3) event and historic site (4) transportation method could create shopping behavior opportunity and service for scenery appreciation up to 1.3115, 2.6407, 2.2651 and 2.4100 respectively. Therefore, hypothesis four was accepted
	The analytical results of creative marketing strategy in form of logistic regression calculation for South Korean tourists :
Logit (YK) = 23.9131 + 1.1656 (measurement and market forecast) + 1.2770 (classification / market segmentation) - 0.9626 (market research) - 1.6970 (goods and service development)  + 1.8566* (goods and service design) - 0.1423 (goods and service quality) + 4.1325* (customer service) + 1.0369 (goods and service guarantee standard) - 0.4203 (name or brand of goods and service) - 1.5043 (price setup) - 1.0887 (advertising) + 1.3505* (channel and distribution) + 1.1876* (sales management) + 0.2181 (market control and information source)
	From the analytical results indicated that there were 4 statistical significance variable values (1) goods and service design (2) customer service (3) channel and distribution (4) sales management could create shopping behavior opportunity and service for scenery appreciation along with entertainment up to 2.4022, 3.0160, 2.2591 and 2.3049 respectively. Therefore, hypothesis five was accepted
	The analytical results of content advertising in form of logistic regression calculation for South Korean tourists :
Logit (YK)  = 12.8789 + 1.3179* (local food characteristics) + 0.2423* (tourism program and activity) + 0.8351* (local natural scenery) + 1.0855* (night life living pattern) - 0.1809 (special feature of local consumption) + 0.1433 (event and historic site) + 0.0237 (survenir and equal shopping opportunity) - 0.8456 (local religions prohibit) + 0.7940 (pottery production) - 0.4046 (prehistoric painting) + 0.0362 (sea food variety) + 0.0515 (art, theatre and shows) + 0.2243 (local museum) - 0.1735 (local royal castle) + 0.7434 (local vegetable and fruit) - 0.5987 (transportation method) 
	From the analytical results indicated that there were 4 statistical significance variable values (1) local food characteristics (2) tourism program and activity (3) local natural scenery   (4) night life living pattern could create shopping behavior opportunity and service for scenery appreciation along with entertainment up to 2.2677, 1.7848, 2.4338 and 1.3377 respectively. Therefore, hypothesis six was accepted
	The research results indicated that the groups of Chinese, Japanese and South Korean tourists overall viewed toward creative marketing strategy on shopping goods and service from Thailand tourism were rated at high level of agreement. And also agreed that content advertising on shopping goods and service from Thailand tourism should be traditioned including purchasing behavior on goods and service from Thailand tourism overall were rated at medium level of agreement. The shopping behavior of goods and service from Thailand tourism might be divided into 3 sectorial groups : Chinese shopping orientation, Japanese scenery orientation and South Korean scenery along with entertainment orientation.

