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Abstract

The objectives of this research were to study the process of community
management or administration, and to study the potential of rural communities in
promoting tourism business. Three target groups were identified: tourists, local
workers and enterprises, and community leaders. Questionnaires and interview forms
were distributed to 400 samples at selected four target areas in Northeastern Thailand
: (1) Rock Garden CIiff (Kun Ming) in Nong Hin district, Loey ; (2) Nampudtamplao
in Khonsan district,Chaiyapum ; (3) Bang Sean Song in Ubonrat district, Khon Kaen ;
and (4) Ecotourism in Wangnamkheo district, Nakhon Ratchasima. The descriptive
method was used to analyse the data based on the frequency, percentage, mean, and
standard deviation. Besides, Pearson Chi- Square and F- test were used in the
analytical framework of this study.

The results showed that the marketing factors were related to the tourists’
satisfaction and their return to visit again. These factors included the beauty of places,
variety of sceneries and views for sight-seeing, surroundings, good weather,
supplementary activities, public relations on multiple marketing channels, car parks,

plenty of restaurants, recommendation and suggestion system, and satisfaction

evaluation by tourists for further improvement. Besides, the price factor (5.93) has the

most influence on the tourists’ return visits again.

The professional tourism management, services and employment, handicraft
and agricultural products, and community incomes were the potential factors which
were related to the duration of living of community people: the longer they stay, the
higher the potential for community development. Moreover, tourism business played
an important part in community development, marketing of community products, and

increased of the community incomes.





