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Abstract

The objective of this research project is to: 1) study the product positioninng
information, marketing communication with a unique selling point, and tourist
behaviors; 2) study marketing operation data of the case studies ; and 3) propose
marketing guidelines for community-based tourism social enterprise in Thailand.
Data were collected in 2 case studies areas: Thai LocalistA, Mae Hong Son Network
and North Andaman Network Foundation. Data were collected with 2 groups,
namely, tourists in the area, and those involved with the marketing operation of the
case studies The research instruments were tourists survey, interview, and
observation record. The quantitative data were analyzed by using descriptive
statistics, and the qualitative data were processed by using content analysis.
Triangulation medthod was used to validate the data analysis.

The results of the study show that Thai LocalistA Mae Hong Son position
themselves as a“Doister’s life”and the North Andaman Network Foundation position
themselves to be a trustworthy organization. Regarding marketing communication
with unique selling points, it is found that the Thai LocalistA has both online and
offline communication focusing on the activities of the indigenous people. Northern
Andaman Network Foundation emphasize on being an award-winning company. As
for the tourists behavior it was found that they came to learn the local way of life
and culture. Regarding the marketing operations, Thai LocalistA has used the
personnel from the community and train them to be able to operate tourism
marketing by themselves. The North Andaman Network Foundation operates
marketing under Andaman Discoveries Company Limited, focusing on various
standards in order to receive tourism awards. For marketing guidelines, it should start
by determining the right target group and then design marketing mix and marketing
communication processes that are in line with the target group set This research
project suggests that marketing activities should be done with good partners. The
content for marketing communication should be united in the same way. It is also
suggested that the organizations need a plan to adapt to changes that may occur at

all time.



