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A Study of Community Based Tourism Service Center Model to Support
Chiang Mai and Chiang Rai Community Based Tourism Network
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ABSTRACT

A Study of Community-Based Tourism Service Center Model to Support Chiang
Mai and Chiang Rai Community Based Tourism Network aimed to 1) study the service
center model, in order to promote the community-based tourism network in Chiang
Mai and Mae Fah Luang Community-Based Coordination Center in Chiang Rai; 2) study
the marketing capability development methodology of the community-based tourism
service center; and 3) study the development methodology of the most appropriate
community-based tourism service center model. There were 2 major groups drawn
by purposive sampling from the community-based tourism representatives in the
research and development areas from B.E. 2555 to B.E. 2561. These included 1)
representatives from both Chiang Mai and Mae Fah Luang community-based tourism;
and 2) representatives from handicrafts communities in Galyani Vadhana community-
based tourism, Chiang Mai, and Mae Fah Luang community-based tourism in Chiang
Rai.

The study showed that, 1) A “Community-Based Tourism Service Center
(CBTSC)” model should be established, to support the community-based tourism
networks where tourism-related products could be supplied, and to carry out
marketing promotion for community-based tourism members, all of who had
potentials but lacked marketing opportunities; 2) Marketing capability development
methodology of the community-based tourism service center consisted of 2 parts, i.e.
(1) Capabilities of the Service Center Personnel: 8 volunteers from target area who
participated in marketing promotion activities. However, due to their personal affairs
engagement and the potential of each service is different and unequal. Therefore,
giving of service each time would incur a lot of volunteers and money; and (2)
Community Products — participated by handicraft community representatives from
target area, there are ethnic diversity, including Kanyaw, Lisu, Hmong, Akha, Lahu and
Tai Kuen tribes. It was found that the prototype community products designed and
used for market testing had received attention from the target customers who
appreciated community handicraft products. Building production and marketing
alliances would enable the production to be made in a timely manner, to fulfill
consumption demand. Moreover, distributing channels would then be more varied,;
and (3) The Development Methodology of the Most Appropriate Community-Based
Tourism Service Center Model. This consisted of 2 functions, i.e. 1) determining the
roles in driving community-based tourism service center, such as community-based

tourism village data center, for public and private agencies, including education



institutes; selling of community-based tour programs via marketing network partners,
and selling of souvenirs etc.; and 2) determining community-based tourism service
center model by registering as limited company, then registering as “Social Enterprise”,
with the Office of Social Enterprise Promotion (OSEP). This shall consist of 3 persons
wishing to do business that is related to community-based tourism together, with 70%
of the net profit used for development of the communities that under the Social
Enterprise Promotion Act B.E. 2562.
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