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Abstract

The research project “To Study the Need Assessment on Capacity building of Tour
Operators and CBT staffs for CBT Marketing Effectively in Thailand and ASEAN” had three
objectives: 1) To study local communities” and tour operators’ needs for tourism marketing
knowledge and skills; 2) To identify appropriate directions to develop the skills and
knowledge of local communities and tour operators; to support successful CBT marketing
and business partnerships; 3) To develop a short training curriculum to provide necessary,
foundation level, CBT marketing knowledge and skills for CBT and tour operator staff. The
research was conducted using a mixed methods methodology, combining qualitative and
quantitative data from research and development activities. Knowledge and skills needs
(objective 1) were assessed through: i) in depth interviews with 10 communities, representing
5 different types of CBT destination; and 8 tour operators specializing in CBT; ii) focus groups
with representatives from 16 CBT communities, 8 tour operators specializing in CBT and
representatives from 10 supporting organizations. Based on the results of the in depth
interviews and focus groups, the research team developed a survey tool to assess the needs
of CBT communities (n=144) and tour operators (n=24) for CBT marketing training. 74
community respondents (51.39%) had over 10 years experience in CBT (from 10 to 32 years).
70 community respondents (48.61%) had less than 10 years experience in CBT. On average,
when asked to identify their levels of needs for CBT marketing training, respondents gave
high importance to almost every issue. Only ‘working in partnership with tour operators’
received an ‘average importance’ rating. From the 24 tour operators which completed the
survey, 14 had prior experience with CBT; 5 had no prior experience with CBT; and 5 did not
respond to the question. These tour operators consisted of 3 local tour operators (15.8%), 6
regional tour operators (31.6%) and 10 international tour operators (52.6%). On average,
when asked to identify their levels of needs for CBT marketing training, respondents gave
high importance to every issue (identified in previous activities). After better understanding
the challenges and needs of CBT communities and tour operators to develop CBT
marketing, the research team prioritized the training needs, and considered the feasibility of
addressing each identified need in a short training course. Feasible issues were grouped
under headings. Two main curriculums were drafted, for i) CBT community staff (3 days) and
i) tour operators (2 days). Next, the research team met to identify a direction to develop the
CBT Marketing Training curriculums, complementary to the marketing mix (10 P’s) identified

during the literature review. The result was training based on the acronym ‘CBT SPECIAL:’

S: segment (complementing People)

P: sense of Place (complementing Product)



E: experience (complementing Product + People + Physical Evidence + Process +
Participation)

C: communication (complementing promotion + people + preparation + process of service)
I: information technology (complementing place + promotion)

A: access (complementing place + partnership)

L: linkages (complementing promotion + partnership)

Between the 26" and 28" May, 2015, the research team piloted delivering ‘CBT SPECIAL
Marketing Training” to two groups: CBT communities (n=17) and tour operators (n=10), at the
Tarin Hotel, Chiang Mai. The training was evaluated across 6 fields: 1) Clarity of knowledge
transfer by trainers; 2) participants’ understanding of training content; 3) appropriate and
integrated content; 4) potential to adapt training lessons to trainees’ roles and improve CBT
marketing; 5) appropriate length of training and 6) appropriate answers to questions during
the training. On average, trainees assessed satisfaction with the training as ‘excellent’ across
all 6 fields; and completed the training with ‘excellent’ understanding of all key training

issues.
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