
?

�>(�����	
�� ���������������������������������	!��"#$���%&���%'(�����


��)��*�+��,!  �����  -�����.'(

�"��+0
�*%1� �.��"#��     ����
�	7

���2�������"$    ��
�����8$

���2����%	��     /��!�7��+�

-)�&�%�� 21����������2����������:��-��
�*������%&���%'(����	��>3�%'(��&��

��(��>� 21����������%��2��.2�������	
��

�)�
.�*�

���������������������������������	!��"#$���%&���%'(�����
��)��*�+��,!  �����  

-�����.'(  �'��!=����2��$ ��>(����������������������������	!��"#$���%&���%'(�� ���


��)��*�+��,!  ���.'(  -�������   �����	*�),�-������!0����������������������%'(
��)0���

������-)�&�%&���%'(��  �*��)0�������-���+0��0�0��+�/*0�'2&���&�����������������������

��  -����>(����������	*�),�-������!0�����������%&���%'(�������%&���%'(�������

�	8'���*1���	�����	
��   ���������.����0��+�����+�	-��%�!	��+�	 V�(��0��+�����+�	/*0


��  ���2�����"$  ���!�.-..2�.=��������������%0��=	(� -�����%&���%'(�� �0��+�%�!	�

�+�	/*0
������	
�����2�� ��������	
��/*0��0�����'2&���&����������%0��=	(�����2	(�21���7 ���

�����	�������������*��	8'�1�)�*�&�!��-�� �)0�&��31�)���-!&��!��-��  (Weighting Score 

Method) ����	�����)$�0��+�����!0�����������%&���%'(�����/%�-��!&������%��0���-��� 

SPSS+ �	�����)$)�����='(  �&��0����  �&�/��$2-��-������2�*��0������&�!��-���*���0

����2�����8$ Likelihood Ratio

������	
���.�&� �����������������������	!��"#$���%&���%'(�����
��)��*�+��,! �'

������2+� 14 !1�.� -��������������� 3 !1�.� ��
��)��*����� �'������2+� 
1���� 34

!1�.� -���'������������� 14 !1�.� ��
��)��*���.'( �'�����������2+�
1���� 30 !1�.�



�

-���������������
1���� 23 !1�.�  
��)��*����� ����
��)��*%'(�'����������������

����������	!��"#$���%&���%'(�����%'(2�*

��-�&�����	*�),�-������!0����������������������%'(
��)0���������-)�&�%&��

�%'(��  �������!0������)0���������-)�&�%&���%'(���0���� 100 *0���)!�����>(�%1��)0�����	


��������*'��3�  �����	*�),�-������!0�����������%&���%'(�������%&���%'(�������  ���%&��

�%'(�����/%�!0�����%&���%'(��������0����  82.67  ���%&���%'(�����!&������%!0�����%&��

�%'(��������0���� 60.25  �*��'�)!��������%&���%'(���)�>�����*���'3

1.�'�	
�������%&���%'(��%'()���)���

2./*0�'����2/*02����2��.�����'�31��
-����.�0�����'�������%0��=	(�

3./*0�'����2��2����2��.8�����!	%'(��2&���)7&/�&����.�),�

4.���/*0����.8�����'�������"'-����:�8������%0��=	(�

5./*0��'���+0�+�	�977�%0��=	(�

6./*0��'���+0�	='�'�	! -����������.���'�

7./*02����2��.���>3���>����&��-%0
�	�

�0��2��-��

1.����'����)0�����+0��'(����.���
�*���%&���%'(��  ���*+-�%�������8�����!	-��2	(�

-�*�0����.�����

2. ���*+�'��!����*+-�%�������8�����!	-��2	(�-�*�0�� ��
��)��*�+��,!  ����� -��

���.'( ��>(��)0��	*�����0�������$��&����(��>�

3. �����:��������0�-�,��)0��.�������>(�
�*���%&���%'(���*������/*0��&����(��>�



#

Research Topic         The  Studying  on  the Community  Potential   as  a Tourism

 Product  in Phuket ,  Phangnga  and Krabi   Provinces

Research Team Assist.Prof.Mantana   Nualcharoen

Ms.Waraporn Watjanapun

Ms.Montira Chaitayakul

Funding Agency Area-Based Tourism Research Center  for  Sustainable Tourism

Development.

Abstract

The purposes of this study  on  the community  potential   as  a tourism  products

in Phuket ,  Phangnga  and Krabi   Provinces  were first, to study the potential and

readiness of the communities in Phuket, Phang-nga and Krabi as the  tourism product,

and, second, to study the needs and opinions of  the residents to use their area for

tourism . Moreover,  this research examined the needs and opinions of the tourists for

the community tourism.    The qualitative and qualitative methods were chosen for

conducting the study.  The researcher interviewed the representatives of the residents in

rural communities of Phuket, Phang-nga and Krabi and the questionnaires were

employed to collect data as well. The collected data was analyzed by using percentage,

mean, Chi-square, and Likelihood Ratio Correlation.

The findings of the study were as follows:

1.It was found that there were 14 communities (Tambons) in Phuket that had the

high potential to be tourism products, while 3 communities were found at  average level.

In Phang-nga,  34  communities had the high potential and 14 were found at average

level.  In Krabi,  30  communities had the high potential and 23 were found at average
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level. So that  Phang-nga Province had the most potential community to be tourism

products.

.2.The study revealed that  100% of the residents in the rural communities of the

three provinces agreed that their communities should involve in the tourism business

because it could help develop their economy.

3.It was found that Thai tourists had a high level of satisfaction in visiting the rural

communities of these provinces  (82.67%)  while foreign tourists had a moderate level of

satisfaction in visiting the rural communities of these provinces (60.25%) for the following

reasons : to join varieties of  tourism activities, to meet and get experience in the

hospitality from  the natives, to observe and  get experience in nature , which  most

people have never seen, to  see  the native traditions , customs and culture.,  to meet

and get experience in the local  wisdom, to meet and get experience in the natives’ way

of life and their occupations  and to  meet genuine natives.

Suggestions from this study were that the residents in these communities should

be trained how to manage the tourism properly along with how to preserve nature and

look after their environment properly.  Second,  there should be create the conservation

policy for the sustainable use of the nature . Lastly,  the communities should become

strong so that they can manage their own tourism successfully.


