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Abstract

The research aims to 1) investigate behaviors of target tourists; 2) develop appropriate
tourism activities and programs for the target groups 3) propose a marketing plan and 4) propose
a working platform for the Community-Based Tourism Center at Baan Natoe Learning Center,
Mae FahLuang District, Chiang Rai Province. Mixed methods research was deployed in the study.
The sample groups were selected by using purposive sampling technique. They were 5
representatives from Natoe Study Center, 3 from Ba Natoe, 3 from Ban Pong Hai and 3 from Ban
HuayKra. The formation of Mae Fah Luang Communiy-Based Tourism Coordination Center was
undertaken through the process of Participatory Action Research. The tourist samples were
selected based on their experience on community-based tourism in Chiang Mai and Chiang Rai.
Questionnaires were used to collect information from 400 tourists—the number is based on Yamane
(1973, 727). 10 tourists were asked to participate in a focus group. Moreover, an in-depth interview
was used to collect data from 10 tour leaders and tourism entrepreneurs. Results revealed that
most target tourists were university students aged 20-29 years from USA, England and Germany,
respectively. The purposes of their travel were recreation, cultural study, experience exchange and
self-discovery. Most tourists traveled by private cars and public transportation. The factors
affected tourists’ decision were personal interests and the need to escape from the mainstream
tourism. Most tourists traveled to the destinations during May, June and July and spent from
US$ 1000 - US$ 3000 per trip. They were mostly solo travelers and groups of friends, respectively.
The activities that interested the most were nature appreciation, local way of life, tradition and
belief study. Most tourists obtained information from websites, especially Trip Adviser and Google

Search. Based on the interview, most tourists were impressed with hospitality of local people, and
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some were impressed with nature around the community. All tourists shared their travel experiences
using Facebook posts. For marketing plan, the center expects to welcome approximately 400
visitors/year with an expected income of 280,000 Baht/year. In terms of segmentation, the
beneficiaries were target communities and the clients. The study yielded 12 tourism programs for three
communities plus one club. The main products and services were ways of life, nature, ritual beliefs
and highland agriculture. The experiential activities provided were local snack cooking, baby
dragonfly fishing, trap making, forest cooking, embroidering, volunteering, performance, animal
food making, insect study. In terms of value proposition, the center emphasizes the communication
of experience and tourism benefits for the communities. For impact measurement, the center
focuses on additional incomes from tourism, youth’s knowledge of tribal people, fertility of forest,
biodiversity, sanitation of the attraction. Regarding pricing, the center calculates prices based on
its cost with 20 percent commission. The marketing cost for the first year is approximately 40,000
Baht. For surplus dimension, the profit from the first year are reinvested in human resources
development. In terms of marketing strategies, distribution channel was viewed as the most effective
strategy to practice. Networking with foreign organizations and the center, focusing on
volunteering activities; cooperating with domestic organizations; networking with schools and
educational institutions. To reach the target clients, information technology and social media are
used. The action plans for the center include three projects: direct marketing training, online
marketing training and practicing marketing operation. The projects are planned to execute in
January-May with a total budget of 40,000 Baht. Regarding the control dimension, the committee
evaluates the project implementation for further improvement. The center should be operated in a
form of network with responsibility of tourism database making, providing tourist information, and
facilitating tourism activities, cooperating with members, providing trainings for members, expanding

ideas to other area, and doing public relations and marketing.
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6) ANUANHOIENIENIN (Physical Evidence) AB Anmaiznanianintaznisiaue liiugnAn i
ugilsssu Inawengnuaiisaninmiaasy 7) #1unszuaunng (Process) A Nanssuiingatiesiv
suilatdsl R ludunisusnisiinaue Wiudldusnisieneunislitinisenegnsiessmia
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WUIAM “SPECIAL”

aao a

WA AIUAT, §R FRANBENT uaz NoARNEITReNa (2559) LAraueauwIAn SPECIAL

49 o

a '

Lﬂum‘a"é'mﬁ@mqmimmmma;ﬂmmmimmLﬁﬂqimm;mu T S = Segment A nevinANEnlA
nguiiunnanansaaa warnisiszgnsilszaunisailunisdniepnnusiesnisaesnguiiituine
P = Place flufunuzasinin “Sense of Place” An nsa¥reaninuandeniiasgainriaaian
E = Experience Wlunsa¥elszaunisalinunisasile viesiaaanumsssnfialduninviasien
C = Communication ﬂ’]ﬁ‘?ﬁl'ﬂzﬁ’]?ﬂﬁ‘t@ﬂﬂ’]i‘fﬁu@t?ﬁldﬁlﬁuﬁmmZﬁﬂﬁ@dLﬁﬂ'ﬂﬁﬂ?ﬂﬂﬁﬁ@ﬂﬂﬂﬁﬁ‘ﬁmL”l?]lF;I'J
| = Information Technology mslinaluladitenisdeansuazdndeinvieadion A = Access n1sudin
5\‘1mmmmjmﬂwmﬂmuﬂ@:uﬂu‘ﬁlumﬂmwLL@zﬁﬁm“ﬁwaﬁiﬂmiﬁmEu%mmmmmmjmLﬂmuw
L = Linkages NMINNIUIANAUALRUSNAININNTIAANA

TuinagsialiadsAnLALNE (The Social Business Model Canvas)

Lmqﬁmimm@qiﬁmﬁ@ﬁqﬂmmmm (The Social Business Model Canvas) Liluladaunig
AU NIINTNIRa A et B lE TR @ e lunsaeriaiudu@edn Anlunnanum
NIFATIANNNANAATININNITATNADIAINNAIAN LL@xE‘\ime’v’@umu@iﬂﬁumm%mmwﬁqﬁu
NNNITRL mﬁﬂ?xﬂﬂuﬁzﬁﬁﬁmlummwLLmuﬁq@ﬁ@LﬁfﬂﬁmuLLﬁmmﬂa‘:ﬂ@ﬂﬂﬁf;ﬂ 1) NILLNAUAAA
(Segments) ﬁﬁlwxﬂixﬂ@uiﬂﬁfaﬂﬁﬁlé’ﬁumﬁ?z‘lﬁﬂ‘ﬂuﬁmﬂﬁm (Beneficiary) Lmzﬂzjuzgﬂﬁﬁﬁéﬂm@mi%@
(Customer) 2) 1HATB4ALANWTALETNNF (Type of Intervention) 3) N191iNE9ARLAT (Value Proposition)
%Qﬂizﬂ'ﬂuvlﬂﬁ'mﬂ’]?ﬁ’]m@mm NNA&IAN (Social Value Proposition) NN99ANANIENL (Impact Measure)
n1stidennuAnlignAn (Customer Value Proposition) 4) 4849114 (Channels) 5) NiWeNNguan
(Key Resources) 6) Aanssusdn (Key Activities) 7) sfudnuuazfidaulddandafidndry (Partner +
Key Stakeholders) 8) siuyuuan (Cost Structure) 9) 318131 (Revenue) 10) N13anusatan (Surplus)
(Social Innovation Lab, 2013)

WUIAALAEIALNSLE T NS AAIALAENITIUNUNISARIA

NI9LINIINNIAAIALATNNTINIEUNITAAIAINHNNEIUBIBAAE A16)F9ANA (2546) A3I790U
A3 Ang w3, 09818 Unzanila, Uiey dnmuw uaz qRs anlng (2543) o1a990s WANGI990L
(2545) gANA WHUATS (2546) WAz Kotler (2000) mmamgﬂiﬁﬁaﬁ

NTUFMIINITAAIA — Marketing Management Aa NITLAUNNTIUNITINUHBLAZLTNAS
31PN Feanne e Tng wazmMsdaEBHNIRAA e LRANT AN AL URARS T WaAR siseLENTS
Lﬁ@m@umummmrﬁ’f@qmmmqnﬁﬁ wazussqul uNIe18989ANng Usznausag 3 nszuaUNI9IAg
NM9IHU NITANHUINULAZNTATLAN

NIFINUEBNIAAA LTUNNIAINMUAARIMHNLLAZNALNS IINTIEANTNNENEINNNNITAATA

28489ANNT SRIUNIIINURUNNTAAIA AR NN9LATENNNTI1RAHRNN TR NI UABUN1TLFNNS
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nsmanaeels %qn’]ifm\mmuﬂ’wmmm%ﬂi:ﬂ@ué’wmﬁﬂ@:ﬂfawmj il 1) NAYNENITAAIA
(Marketing Strategy) 2) n1siiNdaunaaLazn1siaenaantinuuneg (Identifying Market Segments
and Selecting Target Market) 3) a9AUsznaLIasuLNUN1IRaNA (Marketing Plan) 1A unaguiisms
WIaLUNARLD (Executive Summary) anun1sninanisnataluilaqiiu (Current Market Situation)
NN3ATILIBNANINNIIAAIA (Opportunity and Issue Analysis) JMRUszavs (Objectives) nagng
Y119N19MA1A (Marketing Strategy) wkuifjiiAin19 (Action Programs) tszanmuniseuinlsznnmu

(Projected Profit and Loss Statement) N17AUAN (Controls) LLmLLNu@ﬂL@u (Contingency Plan)

q8n15998

4A%n193dauLnnaNnay (Mixed Method Research) iaieaninm Iunnnsidegalfon
NMsLULHAIUTIN (Participatory Action Research) ‘lumaﬁﬂmgﬂLLuu@uﬂ’u?‘mﬂ‘IﬂVimLﬁmmm
@uﬂ“u?mama‘ﬁmLﬁmimﬁfqmu‘l,ummu?‘m?@uﬁmiﬁwﬁmmiﬁ (@uﬂ‘ﬂ?:mumumiﬁ@mﬁm
TaaguauLifinuan) sinausiianass Aamdnimessne nsduniealdsan nisdszgungudeniu
nguinviaafitnuaznsisadeliinm lanlduuuseunialudiuaesmisfudeyainvieniion

1. szanslunisidelsenaulildan 2 ngu Aa

1.1 founuguanisBeuinuunts wazauluguy 3 guauluaniznisesgudnis b
sl 1Hun guauanduunts thaulidla wastiuianse Auautaasslu enneusiinnang
AAMTAITENI1E AU 2,156A1 LAE
12 nguinvieafieataseAninunaiioslusmsadase uas@odml lnaasdy

n@:aﬁiLﬂﬂﬁﬂimummiﬁumwimLﬁﬂqﬁmmuﬁﬁm Lﬁﬂq‘immumuﬁmj (Community Based Tourism)
mmwmmmﬁﬁ"ﬁfﬂ:ﬂmmﬁﬂvimLﬁﬂqmqrﬁmmﬁﬁlﬁumqL%’ﬁmmmmﬁm o vineNIAR TN T
lughaRenumney fe Heunangiau w.a. 2559 4119u 315,748 AU (NFNN1IeTien, 2559) uaz
fifinouassznauniafifeadas

2. n@:uﬁfmﬁ'wLﬁfaéqm”mﬁﬁ@uﬂ’u?m?ﬁﬂviml,ﬁm (@uﬁﬂi:mumummmL‘ﬁ'm‘llmmmu
wHuan9) azidanuuLRNzas T saunvanaudnisEautinuunles 5 au sounuainiiuwls 3 Au
thulilela 3 Au waztihudicanse 3 aw %@ﬁnizmumﬂé’m%qgﬂLL'uu@uﬁﬂszmmmmivimlﬁm
T ainuans El,%mzmumﬁ@”ﬂL%qﬂﬁﬁﬁmﬂmuﬁmmrau (Participatory Action Research)
zﬁ'quﬂﬁi@:uﬁqmwﬁﬂﬁ@aL‘ﬁlm‘ﬁ'Lﬁuma‘vimLﬁmluﬁuﬁﬁmiﬁﬁmaw wazdandnaeslun uas
Lﬂﬂﬁﬂa‘murmaivimL‘ﬁ'mmmmu‘ﬁvimLﬁlmimﬂquﬂumaj lduuugaunNgusnatinauuuagny
feldREnsdunnifatiianadiAuanaes Yamane (1973, 727) tngasifiudiuan 400 faating

' o 1

.&’4 o L aa ! 1 o ' -:ll o
u@ﬂmnmmumwmmumq@mq‘fmmﬁﬂimngmmm (Focus Group) UNNaINEd A1UU 10 AL

Q

o

LAEN1IANNIEDITIEN (In-Depth Interview) ALFHNWaY wazdisznaunisdszunns 49uau 10 AL
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3. A eidaBunuldadfdenssene vised i fLlEanssaun (Descriptive Statistics)
lunsussenagudneuzaasdeys tdun Aaud (Frequency) Jasaz (Percentage) dauiiaaiiu
173574 (Standard Deviation) mﬂ‘&uﬁﬂLmu@mmﬁLﬂiﬁxﬁ%@H@IuL%aWiimuﬂ (Description)

4. NM3ATZdaY A lUTIAININ mm:ﬁﬁﬁﬂﬁﬁﬂgaﬁiﬁmnmﬁmmmwLﬁu NAUNIAYY
LadndenlaamnuduneuLaTAI LA ATz iiien (Content Analysis) Laz#i1N1smIvadaLdaya
WUUAINEN (Triangulation) Lﬁfammfﬁmmumn@ﬁuimm’nﬁ’m’nmmmué’qa'iﬁnmﬁusﬁﬂg@ i
Ussifunsdminurunsnaalfiendeyaannisfudeyaaninvesfiesluguianssiidugsey
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