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Abstract

The research on "A Study of Potential Market Demand for Community Based
Tourism (CBT) in Thailand and the ASEAN countries" has been carried out as part of
the grand research project entitled “Guidelines for a Community Based Tourism
Market Development Plan”. This plan has the following objectives, to examine
competitive scenarios of CBT in ASEAN; to investigate the needs of the targeted
market in community based tourism so that the right marketing approaches can be
developed and implemented for the CBT. To achieve the goals, CBT communities
must have an appropriate market access and enhance close cooperation between
stakeholders in ASEAN member countries.

This research employs mixed research methodology collecting qualitative and
quantitative research data through 200 questionnaires completed by tourists,
community representatives and attendees at meetings, workshops and focus-groups.
In addition, in-depth interviews with key CBT community representatives were
conducted. The research revealed that competition among CBT communities is at
minimal levels due largely to the varying durations of operations and support from
governments or relevant organizations of each country. In addition, each CBT
community still confronts various internal problems, especially marketing problems
that must be resolved before they can develop an operational model. In the case of
Thailand, it could be concluded that the target group of tourist attractions such as
CBT has a potential range of between 100,000 and 105,000 tourists. This figure will
generate approximately 29-33 million baht revenue in CBT communities.

The survey shows that the largest groups interested in CBT are male tourists,
government officers, and students with the average income of 15,000-30,000 Thai
baht per month. Their source of information is mainly websites. The survey also
discovered that these groups of tourists prefer to develop many hobbies such as
playing music, photography, painting, and eating out. This lifestyle is typical of the
tourists that CBT is looking for. While being independent, CBT tourists are those who
love socializing with local people, and enjoy learning the local lifestyles through arts,
cultural display, food, and languages, etc. CBT tourists are also usually independent,
uncomplicated and nature lovers. How to find such tourists? How to access this
market?

The first and foremost strategy is to search for and identify their “Sense of
Place.” This is the comprehensive branding process of the community’s unique

characteristics which must be created for the tourists’ impressive experience. It is
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