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ABSTRACT

The purposes of this research were to study: 1) potentiality and factors promoting
potentials on tourism management of community enterprises in Phranakhon Si Ayutthaya and
Ang Thong; 2) guidelines on marketing management of the community enterprises; and 3)
guidelines in strengthening tourism management connecting with the nearby provinces. The
sample groups studied comprised: 1) eight groups of community enterprises in Phranakhon Si
Ayutthaya and Ang Thong with 8 groups random sampling from the community; 2) one hundred
and twenty tourists taking trips to the community enterprises, random sampling groups of the
community enterprises with 10 — 15 tourists at each community enterprise. The instruments were:
1) structured in-depth interviews both in person and in group; 2) group meeting arrangement; and
3) a questionnaire. The qualitative data were analyzed with descriptive analysis, and the
quantitative data were analyzed employing frequency, percentage, mean, and standard deviation.

The findings indicated that the selling and attractive potentials comprised : the natural
resources (waterways) and activities on performances showing Thai identities. Facilities consisted
of services like relatives to the tourists and travelling with comfort. Access to the tourist sites was
composed of advertisements via the websites and signs for tourist tracks. The factors affecting
tourism potential promotion comprised tourist sites with agricultural gardens that promoted future
profession and variety and fertility of the natural resources. Factors on the community enterprise
management consisted of devoted leaders and members with positive opinions. The marketing
factors comprised the groups supporting the tourists’ behaviors and providing tourism in the
nearby areas.

The results of marketing management guidelines revealed that the community enterprises
should analyzed their marketing situation via marketing opportunities with hard points,
opportunities, weak points and obstacles in order to find the tourism potentiality, and also
learning the market together with selecting identical markets of their own. The marketing plans
comprised 10 strategies naming as follows: 1) market share management and sales promotion, 2)
positions in the market, 3) tourism products and activities, 4) tourism service prices, 5) agents and
periods of time in selling tourism activities, 6) marketing promotion on tourism, 7) environment
and physical forms, 8) tourism staff, 9) networks of the community enterprises, and 10) marketing

obstacles.



The outcomes of strength promotion guidelines on the tourism management connecting
with the nearby provinces indicated that guidelines in collaboration were appointed naming
respectively: 1) negotiation for collaboration network among the community enterprises,
2) cooperation in arranging exhibitions on products and tourism services with other organizations,
3) learning from other community enterprises succeeded in tourism services, 4) provision of
documents, posters, and pocketbooks demonstrated in the tourism sectors and the education
institutions, 5) development on selling channels and marketing promotion, 6) training for
knowledge in relation to the community enterprises’ requirement, for example training for
communication in English that they could use to tourists, and training young tourist guides in the
communities, and 9) publicizing route maps connecting among the community enterprises within

all the eight groups in the two provinces studied in Phranakhon Si Ayutthaya and Ang Thong.



