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Abstract

The research on “To Study the Good Practices in Community Based Tourism
Marketing Linkages in Thailand and ASEAN" has been carried out with three objectives:
1) to investigate marketing situations, channel and feasibility of the CBT in Thailand and
ASEAN countries; 2) to assess the carrying capacity of the CBT marketing of the
community and the corresponding tour operators; 3) to study and analyze the ‘Best
Practices’ in CBT marketing in Thailand and ASEAN countries. The scope of research has
been restricted to the following contents and area; 1) Marketing situation and channel
of the communities in ASEAN; 2) Carrying capacity on marketing strategy of the
communities and corresponding tour operators. The 17 representatives from across the
country in Thailand and 25 tour operators/related stakeholders; 3) study and analyze
the Best Practices in CBT marketing in Thailand (Jabo/Salakkok/Tale Nok) and ASEAN
countries whose three ‘Best Practices’ drawn from this research include Jandirejo —
Indonesia, Chi Phat — Cambodia, Taphin — Vietnam. In addition to this, the conference
on ‘CBT ASEAN Marketing’ also received numerous valuable comments and opinions
from the participants.

On this qualitative research, the research team employs the participatory
approach to conduct, analyze, and compare the database. They then employ analytic
induction to relate similar cases, and synthesize database according to the objectives.
The research findings on marketing situations and marketing channels in ASEAN show
that the level of marketing development in the case of CBT in these ASEAN countries
can be categorized into four levels of marketing advancement; 1) Highly developed
marketing strategy — the community is able to apply Kotler’s marketing 3.0 approach
efficiently and fully to understand and catch up with the tourist behavior and
marketing trend. Thailand and Indonesia are the successful countires in this category.
2) Moderately advanced marketing — the community still relies on NGO/State aids.
Crippled with policy and physical challenges, in these countries, CBT is still not able to
locate their segments of markets. The community is not able to secure and sustain
their markets. The countries in this group include Laos, Cambodia, Viet Nam, Malaysia,
and the Philippines; 3) Beginning to embrace - this group is starting to pay attention to
and is interested in CBT but it has not implemented any real CBT. This group includes
Myanmar; 4) CBT is not their first priority. This group does not set their policy on
promoting or developing CBT. This group includes Singapore and Brunei. All groups
except Singapore tend to receive support from its’ subregional organizations such as
BIMP-EAGA and Mekong Tourism Coordinating Office (MTCO) in the GMS or ADB to
promote tourism for its member countries. The challenges of CBT marketing in these
countries lie in the commitment, persistence and continuity of the support especially
financial and technical support on CBT marketing which seems to be problematic in
many countries.

Research findings on the CBT marketing of the community and the tour
operator reveal that 1) Attitudes towards the products can be an opportunity or
challenge for developing marketing channels of the community or business sector.
2) Incremental marketing can be gradually developed and implemented. This would
help create the learning process for the community and empower the community in
Thailand; 3) CBT marketing can be developed, managed and improved for the benefit
of the community and sustainability as long as it is managed by the community itself
and carried out with the right support. CBT marketing should have a process which



enhances the community’s capacity to learn to prevent loopholes and constraints
which affect the community’s marketing skill but to increase skill for the community to
work with the business sector more efficiently. 4) There are both opportunities and
constraints for the community when it comes to working with entrepreneurs. The
community may choose the tour operators or may be chosen to work with any tour
operators. Effective and efficient market channels for the community, that they can
implement by themselves, should be developed.

The research findings of the CBT Best Practices in Thailand and ASEAN reveal that
the community in Thailand and selected countries shared several success factors
based on the market mix of 7P. Classified by the marketing management, they can be
divided into two groups, 1) the community is able to implement its own marketing
plan, and has its own various marketing channels. This group tends to achieve
sustainable marketing outcomes; 2) The NGO-driven group. This group has international
organizations such as the United Nations World Tourism Organization (UNWTO), ADB,
GlZ, PATA, etc., to help implement a marketing plan and promote in international
tourism conferences. With the help from babysitting organizations, this group seems
successful in attracting international media and has a wide variety of new market
channels. Nevertheless, should the community fail to implement the real and
participatory community based tourism, to cope with changes as well as to increase
more market channels, the NGO driven group may fail to implement sustainable
tourism.

Based on the research findings, the suggested research for the future includes:
1) Train the community to understand and be able to launch their own marketing,
prepare the community to work with the entrepreneurs and allow their access to the
market itself; 2) Seek appropriate approaches for the community and the
entrepreneurs to promote the better cooperation and collaboration in implementing
marketing strategies together. This CBT marketing needs to be shared, co-developed
and implemented widely; 3) Support training organizations to have opportunities to
work with all stakeholders in developing CBT markets which are sustainable; 4) At the
ASEAN level, seek shared CBT marketing strategy or implementation among these
countries to help member countries to develop the lesson learned from various case
studies in the area. The ASEAN countries should be promoted together as the potential
CBT area and enhance the ASEAN brand; 5) At the national, regional and international
policy, CBT products should be easily accessible or be promoted in the mainstream
market.
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