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Abstract

The research on “Developing Tourism Markets for CBT in ASEAN” had the following

objectives:

Study the demand of high-potential markets for CBT in Thailand and ASEAN;
Study the needs of CBT communities and tour operators, in Thailand and ASEAN,
for new knowledge and skills to effectively develop CBT marketing;

Study successful CBT marketing case studies in Thailand and ASEAN;

Propose directions for CBT marketing support and HRD in Thailand and ASEAN;

The research covered Thailand and 8 ASEAN countries offering CBT programs. In depth

research was conducted in Thailand and three ASEAN countries.

The research plan included 6 integrated activities:

1)

6)

Collaborative planning, covering tourism supply and demand, and marketing
channels which could enable CBT communities to access potential markets;
Undertaking a literature review and studying cases of success and failure, in order
to understand the overall situation of market demand for CBT, and the current
capacity of communities and tour operators to market CBT;

Researchers from the three projects collaborated to select appropriate target
groups for further study. These were local communities offering CBT, tour
operators, and supporting organizations with roles to support and develop
community capacity, marketing and HRD;

Increase the research team’s understanding of modern marketing, tourism
market trends and consumers’ behavior;

Exchange information and organize appropriate, collaborative activities. E.g.:
meetings and information collection in the field; to mobilize the research team
to work together, understand the situation, exchange ideas and expertise, and
develop well-rounded and informed perspectives on CBT marketing;

Cooperatively analyze and synthesize the data and outputs of the sub-projects.

The research found that markets with high potential for CBT shared a common desire to

experience and learn about local life and culture, and the environment.



The study into the training needs of community members and tour operators in

Thailand and ASEAN to market CBT effectively proposed that CBT marketing could be

developed through the CBT SPECIAL frame: S-Segment, P-Sense of place, E- Experience,

C-Communication, I-Information Technology, A-Access, L-Linkages. This could be

delivered through two training curriculums for community members and tour operators.

These were successfully piloted during the research project.

The case studies of CBT marketing in Thailand and other ASEAN countries identified

many common factors of success and failure for CBT marketing among ASEAN countries,

across the marketing mix (7 P’s). There were two key findings:

1)

2)

Communities which are able to market CBT independently, through multiple
marketing channels, were more likely to be sustainable;

In cases where communities (over) relied on supporting organizations, even if
they had access modern promotion, the research found that if community
members do not understand marketing and are not proactively involved in trying

to increase marketing channels CBT is at risk of being un-sustainable.

The research proposed directions for supporting CBT marketing and HRD in Thailand and

ASEAN at various levels:

1)

Communities should apply the CBT SPECIAL frame to identify, understand,
analyze and proactively select appropriate market groups for their products;
Tour operators should work in partnership with communities to help identify and
develop community USPs which are appropriate for their clients’ needs;

It is recommended to establish an online CBT marketing network, through social
media, for exchange between stakeholders and proactive marketing;

Community supporting organizations and educational institutes can adapt and
integrate the CBT SPECIAL curriculum into community outreach and teaching;
Supporting organizations should disseminate new marketing techniques, such as
CBT SPECIAL, to tourism stakeholders interested in CBT marketing;

Organise an exchange forum to share and further synthesize lessons learned, in
order to positively influence CBT development and future research;

Further, collaborative, English language CBT research between Thai and ASEAN

researchers would create mutual learning and benefit the region.
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