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ABTRACT

The research on “The Development of Community-Based Tourism Marketing in a
Commercial Model" under the research project management entitled "Creating Value for
Local Economy, CBT Chiang Mai. This research has following objectives 1) to study the
market needs of the Community Based tourism in Chiang Mai; 2) to study the
development of the tourism market by the community in the commercial form. And 3)
to survey of the tourism network by the Chiang Mai community; Develop marketing
partnerships that linked marketing operations by Chiang Mai community-based tourism
networks.

The Mixed Research Methodology has used between qualitative and quantitative
research. Use participatory action research principles. Participatory Action Research (PAR)
to collect market demand for community-based tourism. In the perspectives of tourists,
community and tour operators. Focus group discussion and research questionnaire have
used as research tools. Also the conference had been discussed among the people
involving in tourism promotion and tourism operators by the community. To present the
results of the preliminary research and tour survey of 15 community-based tourism
products. The exhibition booth has used for CBT promotion on The "Weekday Special
2018" campaign at Consumer Fairs of Tourism Authority of Thailand event by using the
marketing communications tool, Roll Up Marketing, sub-project 2, and Photo Book of the
third sub-project, was conducted. There are 15 travel communities offering tourist
products. There are 5 routes in the Fam trip along with the 3rd sub-project in 13
selected communities. In quantitative research, used questionnaire to collect data from
both Thai and foreign tourists. Data processing has used statistical software. Statistics on
quantitative data analysis are descriptive statistics by frequency, percentage, mean,
standard deviation, and mean values from the evaluation criteria.

The results of the research were as follows: 1) Demand for the tourism market by
community in Chiang Mai Province. Factors influencing tourist decision making. Ranked
No.1 in terms of facilities (average 4.16), No.2 Travel attractiveness (average 4.14), No.3

Travel experience (average 4.07). Ranking No.4; areas of good community (average 4.06)
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ranked 5th in terms of buildings and utilities (average 4.04) ranked 6th among tourists
(average 4.00) ranked 7th Ranked No. 8 on Travel Destinations (average 3.97), No. 9 on
visitor reach, target audience and networking and marketing partners. (Equal to 3.91),
11th for accessibility (3.84 for average) and for communication technology The tourists
consider that the 12 factors have a high impact on the decision to travel in the CBT
tourism community. 2) The development of the tourism market by the community in
the form of commercial tourism network. Chiang Mai Community. The researcher has
summarized the guideline for conducting tourism management and marketing by
community in the commercial form as follows: (1) Self-management form (Community
Travel Group, Community Travel Management Group Enterprise, Corporate Social
Responsibility, Social enterprise) or community enterprise network. (2) Tourism
management associated with government agencies. (Policy / plan / community-based
tourism promotion) (3) Travel management associated with tourism operators. (Business
partner) (4) Travel management with marketing partners. (Memorandum of Cooperation
between tour operators. Tourism Business Association or other forms with the
community tourism management group) (5) Travel management with community
tourism network. (Working under the Marketing System of Tourism Network members.
The Marketing Alliance (TRTA), Thai Conservation and Adventure Travel Association
(TIATA). The 5 form of commercial model have mentioned. It is a guideline for
management and marketing of community tourism. It can be adapted in associate with
the context of each community. And objective 3) The development of community-
based tourism marketing partnerships. The researcher summarized the opinions of those
involved in the group discussion. Information gathering from the results of the
conference, presenting research results and offering of community tourism products.
Supported by for Chiang Mai Community Based Tourism Network Representatives. In
experimenting with product offerings with affiliate marketing; Thailand Responsible
Tourism Association (TRTA) for marketing promotion activities. Exhibition booth has been
in management for TAT’s consumer fair “Weekday Special 2018” by using the marketing
communication tool; Roll Up Marketing, and the Photo Book. This research Sub-project 2
in conjunction with third sub-project, conducted 15 tourist routes for familiarization

trip(Fam-Trip). The response was received from visitors as of tour booking of 6



routes/package, the number of 14 tourists are interested and targeted via marketing
communications to CBT. Actually, there is a marketing promotion through the website
of the Chiang Mai Community Based Tourism Network; www.cbtchiangmai.org. It is linked
to the marketing commmunication tools and marketing channels with the affiliate website,
CBT website, the tourism community and the relevant agencies.

Marketing communication has expanded in various channel for targeting market
needs. The development of a community-based tourism marketing in commercial
model for the Chiang Mai Community Based Tourism Network will responds to the
needs of tourists. And the sustainable development for tourism market’s needs; will be

developed in accordance with the potential of each community in a different context.

Keywords: CBT Marketing Development, CBT Marketing, Community Based Tourism

Management with Commercial Enterprise model.
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