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Abstarct

The research of The development of Thailand marketing suideline for Local experience
tourism beneath the LINK project aims to 1) study on targeted tourist behavior beneath the
LINK project 2) study on potential of tourism products, readiness of tourism services and
cultural tourism for local experience of second destinations in Thailand beneath the LINK
Project 3) study on marketing approaches for local experience products and services of
Thailand. Qualitative methods were apply. Documentary research, in-depth interviews, group
interviews and focus groups were taken with stakeholders who involve with local experience
tourism: policy- maker level, operation level, private sectors, communities, and citizens.
Content analysis was applied.

The results of targeted tourist behavior, overall of local experience tourists’ characters
are free independent male tourists, 25-34 years old, repeater travelers, traveling for relaxing
on holidays with average length of stay 15-20 days. They prefer privacy and flexibility. Beach
and leisure holiday are the most popular among them. While, the popularity of city tour,
cultural tour and study tour has been increasing. Cultural and active activities has been
increasing. Local experience tourists avoided mass tourism. They interested in sustainable
tourism and environment conservation in islands or less-known tourist sites, focusing on real
experiences, seeking new products through variety of activities such as biking, trekking, scuba
diving, kayaking. There has been increasing number of tourists who interested in gastronomy.
The tourists prefer to plan the trips by themselves, seeking for small resorts which represent
localism, cleanliness with good condition of basic facilities. They need clearly tourist
information for planning trips in in-depth experience. They willing to pay for higher price for
in-depth experience.

While in terms of potential and readiness of tourism products and services, Sukhothai
are high level on potential and readiness on tourism management. While, Mae Hong Son, Loei,
Chumphon, Phang Nga, Trat, Trang are high level of potential but medium level of readiness
of tourism management. In case of cultural management for local experience tourism, there
are 4 types of cultural managers which are: 1) Citizens in community take actions on cultural
management. 2) Entrepreneurs who are local citizens take actions on cultural management.
3) Entrepreneurs who are local citizens are co-working with local citizens in community.
4) Entrepreneurs who are not local citizens take actions on cultural management. Also, there

are 9 issues of the approaches of cultural management for local experience 1) Targeting the



objectives of management of local experience tourism 2) Readiness of cultural managers 3)
Enhancing potential of cultural managers 4) Management of cultural knowledge 5) Cultural
inheritance management 6) Cultural preservation 7) Management for tourist activities
representing local experience 8) Communication management to tourists and 9) Co-working
with external organizations.

Then, there are effective 12 marketing approaches for local experience products and
services of local experience tourism in Thailand which are: 1) Integration of planning and
operation of institutions who involved with the destinations, from public sectors, private
sectors and communities. 2) Raising awareness on local experience tourism along with the
communities, entrepreneurs, tour operators, development institutions and all other sectors in
order to enhance knowledge and approaches on management in one direction. 3)
Promoting potential of the stakeholders, providing co-working system by middle man for
linkage the ideas and operations in one direction between overseas offices, domestic offices
and local institutions. 4) Raising understanding of marketing which are 4.1) Age of participation
and Collaborative Marketing 4.2) Age of Globalization paradox and Cultural Marketing 4.3) Age
of creative society and Human Spirit Marketing. 5) Understanding of change of tourist behavior
which are 5.1) Co-creation 5.2) Communitization 5.3) Character Building 6) Products - Promoting
variety of different level of tourist activities instead of only the destinations. 7) Price — pricing
on the rational price when comparing to values the customers gain which related to emotional
values of experience the real local experience. 8) Place — focusing on services, leading the
customers to perceive the values and benefits of local experiences. 9) Promotions — media
and bloggers taken to the FAM trips in order to create content on social media would be
recommended. 10) People - recruiting, training, motivating the service providers in order to
increasing number of staffs who have positive attitude and skills for local experience tourists.
11) Physical Evidence/Environment & Presentation — represent tourist activities by enhancing
activities focused on participation. 12) Process — creating quality traveling from the stage of

searching information, interpretation, itinerary planning, traveling and word-of-mouth.
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