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Abstract

The title of this research is community-based marketing management on tourism
of ban nakornchum Kamphaengphet Province. This research is applied research by
using Qualitative research and Quantitative research. The purposes of this research
were: (1) to study of potential community of the tourism marketing management in
Nakornchum, knowledge, attitude and participatory needed of people in Nakornchum
community in tourism marketing management, (2) to study of behavior and tourism
needed of the tourist in Nakornchum community, and (3) to plan the tourism marketing
management of Nakornchum community by participatory action. The sources of data
were 370 of people in Nakornchum community, 89 of Participatory Action Research on
tourism and 400 of tourists by survey research methodology; questionnaires, test and
qualitative research by the participatory discussion, the dept interview and the
participatory action practice. The instrument of this study was descriptive analysis style
and used the SWOT analysis style. The data collected was analyzed by means of
percentage, frequency, Standard Deviation.

The findings of this study were the potential of Nakornchum community that was
interesting to develop Nakornchum community in the field of tourism management; to
inform the traditional and cultural of the community, the way of life in community
including on traditional awareness on cultural preserving and the way of life of
Nakornchum community to the visitors. View of people’s opinion said that developing on
tourism of Nakornchum community has high potential including knowledge and
participatory action to develop of Nakornchun community to be the source of community
tourism. Moreover, the community leaders and participatory actions have cooperated.
The community Nakornchum is needed to promote the source of tourism in the field of
culture and the way of life of people in community and the facilities and supporting are
needed for advertising on public relation. These are needed for requirement and the
tourists’ behavior for visiting in this place. In the part of result in tourism marketing

management in Nakornchum community by corporate using in 7P’s procedure



marketing found that the style of tour package should arrange in tourists’ attraction and
promoting in sales campaign; beside, it can support on tourism all years round including
public relations campaign for promoting Nakornchum community to be well-known in the
requirement of marketing target group. Public relations should get from the related
communities and organizations’ supporting for being to know their community.
Nakornchum community should take marketing management including the 7 P’s
procedure for adapting on using in community and the further tourism activities are

sustainably.



