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Abstract

The study aimed to develop knowledge and management of community
marketing and tourism. The samples were 3 groups of community business in Muangkaen
municipal, Mae tang district, Chiang Mai province. Research instrument included focus

group, in-depth interviews and document analysis. The results found that 1) Ruam Jai Por
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Piang Group mostly produced common white mushrooms and it has the permanent
greenhouses. The group used logo of white mushrooms and group name for their
uniqueness, and plan to develop Lentinus Polychrous Lev mushrooms, frog and tadpole
farms in the future. 2) Oil-less pork snack group, their irregular production and
organization structure were unclear, but the group prefers to use the group name for their
marketing in the future. 3) Ban Cho Lae agricultural product group produced pickled garlic
and continuing to develop the original brand and packaging that uniquely communicate
to the market segment. The results of developing marketing and tourism revealed that
Muangkaen community had a unique lifestyle with natural, cultural and architectural
attractions that were suitable for cultural or agricultural tourism, and could link their
tourism programs with other villages. Moreover, the community must prepare to be a
good host by using goodwill as a travel ambassador and having a stratesic plan to push

products into the community's tourism route.

Keywords: marketing, tourism, community business, community enterprise
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Table 1 Analysis of strengths, weaknesses, opportunities and treats in TOWS Matrix

Internal Factors

External Factors

Strengths

Weaknesses

1. Community business is developed from
household consumption.
2. Members are generous and cohesive.

3. The community is suitable for sustainable

cultural tourism development.

4. The community offers a variety of OTOP
products, such as pickle garlic, organic
vegetables.

5. The municipality provide infrastructure
and tourism facilities such as transportation
routes, community utilities.

6. The community has the local wisdom to
develop a unique product.

1. Lack of market knowledge.
2. Community business is
supplementary career. Members
have no time for working as a
group.

3. Lack of effective team
development and limitation of
funding and personnel.

4. Lack of planing, vision and

direction for group development.
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Table 1 Analysis of strengths, weaknesses, opportunities and treats in TOWS Matrix (cont.)

Opportunities SO Strategy WO Strategy
1. OTOP products are supported by the 1. The enhancing strategy of tourism 1. The development of human
government to step in to the global and leisure to the sustainable resource management strategy for
market and support investment in new preferred destination being a good brand ambassador.
potential tourism activities such as 2. The communication strategy of
mapping tourism, opportunity for values and image for delivering

community businesses to integrate their enduring experience and local
products into distribution alongside experience that adds value to
cultural tourism routes of community. community tourism.

2. Today's tourists pay attention to

the tourism image, identity of the area
and community, lifestyle,atmosphere,
narratives/stories, creativity of human
resources and media accessibility.
Muangkaen Phatthanahas the identity, art,
culture and beauty of the area is already
existed.

3. With the global flow of social and
environmentalresponsibility being
integratedinto the community business, it
is an opportunity to create a unique
identity for the goods of community and
attractions.

4. The communication of community
attractions and products has become
easier and spread information covering to
wider areas with low cost because of the

advancement of social media.

Threats ST Strategy WT Strategy
1. There are other communities that are | 1. Creative OTOP product strategy -
attracted to cultural tourism and have that reflecting the identity of the
an interesting community lifestyle. community by bringing strengths in
2. Transportation is not accessible in every culture to attract tourists.
some areas.

3. It has the community barriers to the

preparation of a good host.
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Figure 1 Brand and packaging design of community businesses
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Figure 2 Group photo and organization chart
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Development of marketing and tourism of community businesses for community enterprise
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Development of logistics

Marketing management Development of community

and basic public utilities

tourism cooperation network

\l/ - government sector and private

- Analyzing environment related to sector

Market of local products Development the readiness of - homes, temples, schools (noble)
- Analyzing consumer behavior

host and places in community
towards need of local products - community stores \l/

- travelling trams of municipality

~ N - interpreters for foreign tourists
Good market segmentation Travelling rout mapping

- Selection the proper target - clean restaurants

market for goods and services - tourist information service \b
- Setting clear unique selling
point and product identity Communication to target market

by social media

- Line, Facebook, IG, Internet

Marketing mix strategy

- Quality products and services \l/
- Not taking an advantage of price
among consumers Quality leisure destination

- Accessible distribution channels

- Integrated marketing \l/
Communication (IMC) Preferred destination

Figure 3 Guidelines for management of community market by integrating tourism
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