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Abstract

This research aims to assess marketing and product potential, examine the factors
of the marketing mix that influence tourist satisfaction with tourist site services, and develop
marketing strategies for the Koh Lae Nang Community Tourism Enterprise Group, Thepha
District, Songkhla Province. This is a participatory action research study consisting
of qualitative research. The sample includes group members, community leaders,
entrepreneurs, and representatives from government and private sector agencies. The group,
which consists of 25 people, used a purposive sampling method related to community-based

tourism promotion.
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The research instrument was a semi-structured interview. Data processing involved
analyzing interview data using content analysis. And in quantitative research methods, the
sample consisted of 100 tourists visiting the Koh Lae Nang Community Tourism Enterprise
Group. Non-probability sampling and purposive sampling were employed. The research
instrument was a closed-ended questionnaire. Data processing involved descriptive
statistical analysis. Basic statistics used for data analysis included percentages, means,
standard deviations, inferential statistics, and multiple linear regression analysis.

The research findings indicate that marketing and product potential are managed
informally and lack efficiency. Areas requiring improvement include distribution channels
and sales promotion, particularly advertising and public relations. The marketing mix factors
influencing tourist satisfaction are, in order, product, people, distribution channels, and price.
Marketing promotion, physical environment, and process have no impact on satisfaction.
Therefore, marketing strategy development should focus on improving product, people,
distribution, and price to maximize satisfaction and encourage repeat visits and word-of-
mouth referrals. Additionally, modern marketing strategies must effectively communicate
distribution channels and sales promotion to tourists. Government and private sector agencies
can utilize the research findings to improve or present community-based tourism plans for

sustainable community tourism.
Keywords: Community Based Tourism (CBT), Marketing Strategy, 7P’s Marketing

Introduction

Thailand recognizes tourism as a key driver of national economic development,
as outlined in the 12th National Economic and Social Development Plan under the vision
of “Stability, Prosperity, and Sustainability.” Tourism is used strategically to drive national
development, responding to global trends and changing consumer behaviors. The industry
aims to attract quality tourists, diversify tourism offerings, and preserve the country’s cultural
identity, traditions, and community uniqueness. Initial efforts have focused on generating
tourism revenue, establishing service standards, and ensuring equitable income distribution
at the community level, while emphasizing sustainable tourism that links regional
destinations (uanusiunneldgnsmansed Ussidu (05) nisvieaiisa (w.a. 2566-2580)
ORI R R TRIRIA

In Songkhla Province, 16 districts with 29 commmunities have been selected for creative
community-based tourism (CBT) development. These pilot areas follow the CBT Thailand
standards, comprising six dimensions and 31 objectives, along with the Sustainable Tourism
Management Standard (STMS), to enhance community tourism sites. Among these, Ban Koh
Lanang in Pak Bang Subdistrict, Thepha District, has been developed as a community tourism

site under the OTOP Nawatwithi program. Its rich marine resources, natural attractions, and
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community-crafted activities attract tourists to visit, engage, and purchase local products
(?ﬁm Wi]ﬂ‘@qmm, 2565). Ban Koh Lae Nang community, located in Pak Bang Subdistrict,
Thepha District, Songkhla Province, is one of the areas that has implemented
community-based tourism under the OTOP Nawatwithi program, in accordance with
government guidelines (Af/mﬁu'ﬁszw'auﬁm%ummmmfo 4.3 9.U10UN aUNDINT TI%IA
aura7, 2564). Tourism activities are conducted exclusively through a participative manner
that engages community residents. The village currently provides tourism activities that
leverage natural and environmental resources as primary attractions, including oyster boat
tours, boat excursions through mangrove forest tunnels, and visits to a stingless bee farm
(a3 ng%’mﬁ, 2568). Community staff provides the popular oyster boat tour. The tour involves
cruising on a boat and tasting fresh oysters that were harvested by the community staff
during the trip.

However, the Ban Koh Lanang community tourism enterprise group faces challenges
in marketing knowledge, limiting its ability to promote products and services effectively.
Currently, the community relies on a single Facebook page and lacks systematic marketing
strategies to enhance tourist experiences, stimulate repeat visits, and build brand loyalty.
This highlights the need for capacity building in marketing and management to develop a
competitive and sustainable community tourism model, aligned with national economic
strategies and the vision of sustainable development through tourism.

Community tourism not only generates economic opportunities but also fosters
understanding, confidence, and social cohesion by showcasing local beauty and cultural
authenticity, particularly in areas such as Southern border provinces (Unsal Suledu uay
ARy, 2562; ﬁﬁlfﬂ’]%’@ﬂﬁm‘gfmm dendnmeunuls, 2561). Integrating marketing management
principles, including the 7P’s framework, can enhance community-based tourism by addressing
service quality, human resources, and overall visitor satisfaction (¥auun duUna4, 2568;
UITI FON Uavins1al W3, 2564).

This study focuses on Ban Koh Lae Nang as a case for creative community-based
tourism development, aiming to enhance management capacity, implement participatory
approaches, and improve marketing strategies to attract tourists, maximize satisfaction, and
support long-term sustainability.

We expect the findings to enhance the community’s competitiveness and align with

Thailand’s broader strategy of using tourism as a sustainable economic development tool.

Research Objectives

1. To assess the marketing and product potential of the Koh Lae Nang
Community-Based Tourism Enterprise Group, Thepha District, Songkhla Province.

2. To examine the marketing mix factors that influence tourists’ satisfaction with
the services provided by the Koh Lae Nang Community-Based Tourism Enterprise Group,

Thepha District, Songkhla Province.
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3. To develop marketing strategies for the Koh Lae Nang Community-Based Tourism

Enterprise Group, Thepha District, Songkhla Province.

Literature Review

Marketing Strategy

“Marketing strategy is the process by which the organization translates its business
objective and business strategy into market activity.” (Fifield, 1998, p. 27). Consistently,
Business strategy has always relied heavily on marketing ideas, but in recent years the
influence of marketing on strategy has grown greatly. Today, more than ever, strategy is
dominated by ideas that sink their roots deeply into the discipline of marketing (Schnaars,
1998). The contribution of marketing strategies to shaping controlled consumer empowerment
is evident in the rise of information-driven, consumer-focused approaches that aim both to
facilitate and to regulate the delegation of decision-making (Pires et al., 2006). In today’s
environment, each organization needs its own clear marketing strategy to satisfy customer
expectations and market needs through its products and services. Customer satisfaction,
customer retention, customer behavior, customer profiling, and reward programs are crucial
factors in successfully executing an organization’s marketing strategy to enhance overall
productivity (Kaur et al., 2022). Summary, marketing strategy is the process of translating
business objectives into market-driven actions and has become a core element of overall
business strategy. It focuses on meeting customer needs through effective, consumer-centered
approaches that enhance satisfaction, retention, and organizational productivity.

Moreover, a marketing strategy is a company’s high-level, long-term plan to reach
potential customers, build brand awareness, and drive sales by defining its unique value,
identifying target audiences, analyzing competitors, and guiding promotional efforts like
content, pricing, and distribution. It’s the blueprint for how a business connects its goals
to its marketing activities, ensuring resources are used effectively to achieve measurable
results like revenue growth and customer loyalty. Sugandini et al. (2018) studied marketing
strategy on community-based tourism in special region of Yogyakarta found the analysis
of secondary data indicates that the number of international and domestic tourists visiting
the Special Region of Yogyakarta has been relatively increasing over the past three years.
Community-based tourist destinations in the region are also growing and continually
innovating. Meanwhile, primary data analysis reveals that, from visitors’ perspectives, the
quality, satisfaction, and image of these destinations are good; however, visitor loyalty is
low. Most tourists come to the Special Region of Yogyakarta only once, treating it primarily
as a transit destination.

After marketing strategy literature reviews found the important of marketing strategy
for the business and could adopted it into this research. The marketing strategy was adopted

for this research, which revealed CBT tourism’s behavior, and took the result to develop
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the marketing strategy of the Koh Lae Nang Community-Based Tourism Enterprise Group,
Thepha District, Songkhla Province. Moreover, one of the marketing strategies applied in
this research was the 7P’s Marketing Mix, which is appropriate for service businesses due to
its revealing parts of service: people (competence and service quality), physical evidence

(facilities and environment), and process (service efficiency).

The 7Ps Marketing Mix

Marketing strategy serves as a framework for creating products or services that meet
the needs of target groups, requiring efficient allocation of resources, strategic planning, and
precise market targeting (533AUNT LNFVYT WazAMY, 2566). Traditionally, the marketing mix is
described as a framework comprising four key elements: Product, Price, Place, and Promo-
tion, commonly referred to as the 4P’s. These elements represent controllable managerial
factors that organizations can strategically design and adjust to effectively meet customer
needs and enhance overall customer satisfaction (fiuweus HeuAl, 2564). For service
industries, the mix is expanded to seven elements (7P’s), adding People, Physical Evidence,
and Process to account for service delivery and customer interaction. These elements are
crucial in shaping customer satisfaction, influencing purchase decisions, generating word-
of-mouth, and fostering brand loyalty.

This study employs the 7P’s framework to evaluate tourist satisfaction in
community-based tourism, including product (quality and uniqueness), price (fairness
and perceived value), place (accessibility), promotion (marketing effectiveness), people’s
competence and service quality, physical evidence (facilities and environment), and process
(service efficiency). Findings from this analysis will inform marketing strategies for the Koh Lae
Nang Community-Based Tourism Enterprise in Thepha District, Songkhla Province, supporting

sustainable community tourism development.

Community-Based Tourism

Community-Based Tourism (CBT) emphasizes environmental, social, and cultural
sustainability, managed by local communities for their own benefit (aiggWas wailsad,
2560; Taan 1550dlodn LavEuRss Q%ﬁ'ﬂﬁ, 2567). CBT enhances local capacities, promotes
cultural appreciation, and enables participatory management, fostering value-based tourism
that balances economic growth with social and environmental responsibility (a1 "334%11814,
2568; 2173550 ARONE, 2568).

Pak Bang Subdistrict, Thepha District, Songkhla Province, is a community that has
developed and registered a community-based tourist management entity known as the Koh
Lae Nang, Pak Bang Subdistrict Commmunity tourist Enterprise. Tourism activities are conducted
exclusively through a participative manner that engages community residents. The village

currently provides tourism activities that leverage natural and environmental resources as
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primary attractions, including oyster boat tours, boat excursions through mangrove forest
tunnels, and visits to a stingless bee farm. The primary categories of visitors include study
groups engaged in tourism-related educational activities and tourists attracted to nature-based
tourism. The tourists comprise both Thai and international visitors, notably from Malaysia,
whose cultural background closely aligns with that of the local community, as around 95
percent of the population is Muslim. Community-based tourism in Pak Bang Subdistrict,
Thepha District, Songkhla Province functions in accordance with a tourism calendar due to
specific spatial and environmental limitations, including variable water levels and
ecological conditions (13 q%ﬁmfi, 2568). Community staff provides the popular oyster boat
tour. The tour involves cruising on a boat and tasting fresh oysters that were harvested by
the community staff during the trip.

Empirical studies highlight the relevance of the 7 P’s in community tourism
marketing. qﬁmﬁ POIDDU uazUsvande unuﬁ (2563) found that the people element
significantly influences tourists’ perceptions. A3gf Qvievey wazosIUNG A3LA (2566)
noted that tourists’ intentions to engage in creative CBT were more affected by attitudes
and perceptions than the marketing mix, particularly among high-income groups. 235UWs
wwﬁgﬁﬂﬁﬂﬁ kazAe (2566) emphasized multi-channel marketing and public relations for
promoting community health tourism products effectively. Hence, the 7P’s marketing is
appropriated to explore the product and service of community-based tourists of the Koh
Lae Nang community-based tourism enterprise, Thepha District, Songkhla Province, where
they serve the tourists all around who visit and travel there for more activities and natural
resources.

Overall, the 7P’s Marketing Mix is a vital framework for developing marketing
strategies in community-based tourism enterprises, directly impacting tourist satisfaction,
loyalty, and the sustainable development of local communities. This study applies the 7P’s
model to guide strategic planning for the Koh Lae Nang CBT Enterprise, ensuring alignment

with tourist needs and community empowerment.
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Figure 1

Conceptual Framework

| TP’s Marketing Mix

| 1. Product

2. Price

| 3. Place

| 4. Promotion | Tourist Satisfaction

| 5. People

6. Physical Evidence

| 7. Process

Methodology

This study employed a Participatory Action Research (PAR) design with a mixed-
methods approach integrating qualitative and quantitative methods (1173ug4 ﬂ?z/l«’\’]'au ey
Adg, 2561; aulnvil awunaw, 2548; dyey) B3 wasfilad usniiians, 2561; Creswell & Clark,
2007; Huff, 2009). PAR facilitated comprehensive data collection from stakeholders and
required active community participation throughout the research process. Step 1: Literature
and Secondary Data Review, Relevant documents, previous studies, and secondary
sources were reviewed to construct the research framework. Step 2: Qualitative Assessment
of Marketing and Product Potential (Objective 1): Semi-structured interviews were conducted
with 25 purposively selected participants, including 15 community enterprise members,
5 community leaders, 1 entrepreneur, and 4 government and private agency representatives.
Triangulation of observations, interview records, and secondary data ensured data validity.
Content analysis was applied to analyze qualitative data from interviews and focus groups
(@fnn Ynumeunnd, 2564). Step 3: Quantitative Study of Tourist Satisfaction (Objective 2)
was separated in 5 sections; section 1: respondent profile, section 2: tourist behavior, section
3: marketing mix factors affecting, section 4: tourist satisfaction and section 5: intention to
revisit and price sensitivity, a survey of 100 purposively sampled tourists, calculated
using Cochran’s formula (1977) at a 90% confidence level, examined the effect of the 7P
marketing mix on tourist satisfaction. Descriptive statistics summarized the data, while Pearson
correlation and multiple linear regression analyses tested relationships and hypotheses at a

significance level of 0.1. Questionnaire validity was confirmed via the Index of Item-Objective
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Congruence (IOC > 0.5) by three experts, and reliability was verified with a pilot test (n=30),
yielding a Cronbach’s Alpha of 0.843 (Cronbach, 1970). Step 4: Development of Marketing

Plan (Objective 3), Findings from the qualitative and quantitative analyses were integrated

to develop a community-based marketing plan aimed at enhancing the Koh Lae Nang

community’s economic foundation and promoting sustainable tourism development, which

can be drawn as a picture below:

Figure 2

Participatory Action Research Process

SUTHIPARITHAT JOURNAL Vol. 40 No. 1 January - March 2026

Step 1: Step 2: Step 3: Step 4:
Review of Interviews Survey of Data
Relevant with Selected Selected Processing

Background Participants Participants and
Information (Qualitative (Quantitative Analysis
Approach) Approach)

* * * *
Research Research Research Research
Operators Operators Operators Operators

by the by the by the by the

researchers, researchers, researchers, researchers,

community community community community
members, members, members, members,

and relevant and relevant and and
agencies. agencies. tourists. relevant

Developing
Marketing
Strategies of
Koh Lae Nang
Community
Based Tourism,
Thepha District,
Songkhla
Province

From: Compiled by the author

This study was conducted in accordance with the principles of Ethics in Human

Research. Ethical approval was obtained with the Human Research Ethics Certification,
SCPHYLIRB-2568-054, from the Human Research Ethics Committee, Sirindhorn College of
Public Health, Yala Province, on March 5, 2025.

Result and Discussion

Objective 1: Assessment of Marketing and Product Potential

The primary product offered by the Koh Lae Nang community-based tourism

enterprise, Thepha District, Songkhla Province, is community tourism, which includes oyster

boat tours, mangrove tunnel exploration, kayaking, honey farm visits, and seafood dining at
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local restaurants. The oyster, harvested from the confluence of three major rivers—YVYala,
Pattani, and Songkhla—stands out as a distinctive local product. Owing to its unique origin
and characteristics shaped by this natural setting, it is widely recognized as the “Three Rivers
Oyster” (“lorzuanislsnng” YUYUIND 1A 1-AIU 7 ﬁlﬁvzlyﬂﬁwﬁﬁ], 2567). Service packages range
from 300 to 1,500 THB per person, depending on customer preferences and group size, and
include guided tours, meals, snacks, beverages, and activity participation. Distribution (place)
relies on direct phone bookings through community members or the local administrative
organization and via the Facebook page “Koh Lae Nang Community Tourism OTOP Innovative
Life,” which has 2,200 followers but is managed by a single administrator. Limited staffing
has affected content creation, social media engagement, and marketing effectiveness. Pro-
motion consists primarily of Facebook posts, word-of-mouth marketing, and participation in
exhibitions or public relations activities with local authorities. Formal sales promotions are
minimal due to the product’s unique nature. Personnel (people) are highly cooperative and
skilled, ensuring efficient service delivery, fair allocation of work and benefits, and fostering
community cohesion. Processes are organized to facilitate smooth tourist experiences, from
initial reception to guided activities, with flexible itineraries tailored to visitors’ preferences.
Physical evidence includes well-maintained landscapes, uniforms, and hysgienic facilities,
supported by both community members and local authorities.

Beyond the primary enterprise, other villages in Pak Bang Subdistrict offer distinct
products, including OTOP handicrafts, coconut oil, dried fish, and local produce. While
products are locally sourced and basic, marketing remains limited, and standards are not
fully certified.

Consumer behavior analysis identified two main groups: sovernment officials and
institutional visitors seeking educational tours, and independent tourists seeking authentic,
natural experiences. The latter often pay higher prices (800-1,500 THB) and book via social
media or direct calls, influenced by word-of-mouth recommendations.

SWOT analysis highlights strengths such as abundant natural resources, unique
products, fair pricing, strong community cohesion, and flexible service processes. Weaknesses
include non-replicable natural resources and fragmented tourism routes. Opportunities exist
in social media marketing, local government support, and policies favoring community-based
tourism. Threats include seasonal limitations and geographic constraints on visitor capacity.
Overall, the Koh Lae Nang community tourism model emphasizes sustainable tourism,
community ownership, and value-based tourism development, integrating human capital
development, resource utilization, and market balance while considering social, cultural,
and environmental sustainability (31523504 WnakE, 2568; YA INA ey, 2568; alf)gies
wdllsand, 2560; Jaan v530ulean uazduss 3407, 2567). Hence, the Koh Lae Nang community
tourism potential is fully supported by natural resources, community staff, and the Pak Bang

Subdistrict Administrative Organization (SAO) to enhance the tourism destination as Pak Bang
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Subdistrict, Thepha District, Songkhla Province. On the other hand, there are shortages of
management skills, strategic skills, and even marketing strategy to fulfill their capacity to
serve tourists at the end.

Discussion, the findings align with prior studies aif)gWvs ugilsal (2560) and Taan
ssailean uazdudss 3And (2567) highlighting that this perspective emphasizes that
sustainable tourism, which integrates environmental, social, and cultural dimensions, should
be guided and driven by the active participation and leadership of community members.
Community-based tourism empowers locals as resource owners to manage and preserve
their assets while providing educational experiences for visitors, promoting participatory
development and benefits sharing. Systematic implementation further enhances
sustainability and local development (3153550 vinang, 2568; YA IunAeY, 2568). By
strengthening community capacities, human capital, and the value of local resources.
Effective community-based tourism requires careful planning, good governance, and
stakeholder collaboration to ensure long-term economic, social, and cultural benefits.

Objective 2: Factors Affecting Tourist Satisfaction with Community-Based Tourism
Services at Koh Lae Nang, Thepha District, Songkhla Province

This study employed a quantitative research approach, collecting data from 100
tourists who visited the Koh Lae Nang Community-Based Tourism Enterprise (CBTE) to
examine the impact of marketing mix factors on tourist satisfaction and to inform marketing
strategy development for the community. It was explained in 5 sections as below;

Section 1: Respondent Profile: Most respondents were female (63%) and aged 41-50
years (38%), followed by 31-40 years (36%), 21-30 years (23%), and 51-60 years (3%).
The majority were married (83%) with undergraduate education (44%) or lower (55%).
Occupations were predominantly self-employed (55%), private employees (21%),
government/state enterprise employees (15%), and students (9%).

Section 2: Tourist Behavior: Most respondents (53%) had visited the community 2-3
times, while 449% were first-time visitors. Facebook was the primary source of information
(72%), followed by word-of-mouth recommendations (21%). The main purpose of visiting
was tourism activities, including oyster tours, mangrove exploration, kayaking, fresh seafood
tasting, and homestay experiences (89%). Personal vehicles were the primary mode of travel
(90%), and most tourists traveled with family (52%) or friends (36%). Peak visitation occurred
from April to June (83%).

Marketing Mix Analysis: Multiple regression analysis was conducted to evaluate the
influence of the 7P’s marketing mix (Product, Price, Place, Promotion, People, Process,
Physical Evidence) on tourist satisfaction. Results revealed that marketing mix factors
significantly affected satisfaction at a 0.1 level, with a multiple correlation coefficient of 0.535
(R =0.535) and R? = 0.286, indicating that 28.6% of the variance in tourist satisfaction could
be explained by the marketing mix. Among the seven factors, Product had the strongest

influence, followed by People, Place, and Price.
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Conclusion: The findings highlight that the quality of the product (tourism services),
the personnel providing services, the accessibility of the community, and pricing are key
determinants of tourist satisfaction. These insights can guide the development of effective
marketing strategies to enhance tourist experiences and strengthen the competitiveness of
the Koh Lae Nang CBT.

Table 1
Mean, Standard Deviation, and Level of Tourist Satisfaction toward Marketing Mix Factors

of the Koh Lae Nang Community-Based Tourism Enterprise

7 P’s Marketing Mix Mean Std. Deviation Lclevel (?f Satisfa(.:tion
Satisfaction Ranking
1. Product 4.7180 .3540 Highest 2
2. Price 4.6300 .3283 Highest 4
3. Place 4.1900 3656 High 6
4. Promotion 4.2820 .4998 High 5
5. People 4.9014 .2501 Highest 1
6. Physical Evidence 4.2200 4239 High 7
7. Process 4.6680 3931 Highest 3

To examine the combined influence of independent variables on the marketing
mix of services provided by the Koh Lae Nang Community-Based Tourism Enterprise (e.g.,
restaurants, boat tours, oyster harvesting, mangrove tunnels), multiple regression analysis
was conducted. Pearson’s correlation coefficients were used to assess simple relationships,
and variance analysis was performed to test the joint effect of the independent variables
on the dependent variable. All seven independent variables were simultaneously entered
into the regression model, with statistical significance set at 0.1 (L = 0.1), as summarized in
Table 2.

Table 2
Analysis of Variance (ANOVA) for the Multiple Regression Model

Model Sum of Squares df Mean Square F Sig.
Regression 4.937 7 705 5.274 <.001
Residual 12.303 92 134

Total 17.240 99
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Table 3
Model Summary of the Multiple Regression Analysis

Model R R Square | Adjusted R Square | Std. Error of the Estimate

1 535 .286 232 .36569

Based on Table 3, the independent variables, the findings indicate that the
marketing mix components—namely Product (X1)’ Price (Xz), Place (XE), Promotion (Xa), People
(X)), Physical Evidence (X ), and Process (X )—together demonstrate a moderately strong
association with tourist satisfaction (Y), with a correlation coefficient of R = 0.535. Together, these
seven independent variables can explain approximately 28.60% of the variance in tourist
satisfaction with the services of the Koh Lae Nang Community-Based Tourism Enterprise,
Thepha District, Songkhla Province (R2 = 0.286).

Table 4
Coefficients of the Independent Variables in the Multiple Regression Model

Unstandardized | Standardized
Model Coefficients Coefficients | Beta t Sig.
B Std. Error

Constant .200 933 214 .831
1. Product (X1) 247 .083 277 2.968** .004
2. Price (Xz) 182 .085 211 2.155% .034
3. Place (XB) .198 .086 215 2.298* .024
4. Promotion (X)) -.039 .059 -.059 -.658 512
5. People (X)) 425 .145 265 2.929** | .004
6. Physical Evidence (X)) -.055 075 -.066 =734 465
7. Process (X ) -.036 077 -.044 -471 639

*, ** Indicate statistical significance at the .05 and .01 levels, respectively

From Table 4, the t-test at a significance level of 0.1 indicates that only 4 out of
the 7 independent variables have a significant influence on tourist satisfaction with the
services of the Koh Lae Nang Community-Based Tourism Enterprise, Thepha District,
Songkhla Province. Considering the Beta values, the four independent variables that
significantly affect tourist satisfaction are as follows: Product (X1) has the greatest
influence with Beta = 0.277, followed by People (XS) with Beta = 0.265, Place (XB) with Beta = 0.215,
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and Price (X) with Beta = 0.211, respectively. Hence, this research can draw a forecasting
model as below:
Y= 0.247(X ) +.182(X ) + .198(X ) + .425(X )

Note: Y = Tourist satisfaction with the services of the Koh Lae Nang community-based

tourism enterprise

X1 = Product
X = Price

2
X3 = Place
X, = People

and Variables X4 (Promotion), X6 (Physical Evidence), and X7 (Process) were
excluded from the regression equation because they were not statistically significant
(Sig. > .05).

Section 4: Tourist Satisfaction with Services Provided by the Koh Lae Nang
Community-Based Tourism Enterprise, Thepha District, Songkhla Province

Tourist satisfaction with services offered by the Koh Lae Nang Community-Based
Tourism Enterprise—which comprises restaurants, boat tour services, oyster harvesting
activities, and mangrove tunnel excursions—was found to operate at a generally high level,
with an overall mean of 4.669 (SD = 0.258). ltem-level analysis showed the highest satisfaction
with overall community activities and the service process from booking to activity
completion (mean = 4.870, SD = 0.338). High satisfaction was also reported for location
and parking convenience (mean = 4.860, SD = 0.377), activity venues (mean = 4.840,
SD = 0.395), pricing of activities and community products (mean = 4.850, SD = 0.359),
and service personnel (mean = 4.780, SD = 0.440). Satisfaction with promotions and
discounts was comparatively lower (mean = 3.610, SD = 0.984). These results are summarized
in Table 3.
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Table 5
Mean and Standard Deviation toward Tourist Satisfaction with the Services of the Koh Lae

Nang Community-Based Tourism Enterprise

Tourist Satisfaction Mean | Std. Deviation
Overall satisfaction with the services provided by the 4.6686 .2583
Koh Lae Nang Community-Based Tourism Enterprise

8.1 Satisfaction with overall community activities and services | 4.8700 .3380
8.2 Satisfaction with pricing of activities, services, and 4.8500 .3589

community products

8.3 Satisfaction with location and convenience of parking 4.8600 3766
8.4 Satisfaction with promotions and discounts received 3.6100 .9837
8.5 Satisfaction with service personnel 4.7800 4399
8.6 Satisfaction with venues where activities are organized 4.8400 .3949
8.7 Satisfaction with the service process from booking to 4.8700 .3380

completion of activities

Section 5: Intention to Revisit and Price Sensitivity

All respondents (n = 100) expressed an intention to revisit the Koh Lae Nang
Community-Based Tourism Enterprise. Regarding the expected timeframe, 40% planned to
return within 1-3 months, 39% within 3-6 months, 20% within 6-12 months, and 1% after
more than 12 months. Most respondents (83%) preferred boat tours and oyster harvesting
as their first activity upon return, followed by visiting the restaurant (10%), the stingless bee
farm (6%), and the mangrove tunnel (1%). In terms of price sensitivity, 63% indicated they
would still revisit if prices increased by 20%, whereas all respondents (100%) would return if
prices decreased by 20%. These findings provide insights for developing marketing strategies
for the Koh Lae Nang Community-Based Tourism Enterprise.

Discussion, the findings of this study confirm that the marketing mix is a critical,
controllable tool for guiding business operations and meeting consumer needs (5558
NS LNEYYT WazAMY, 2566; RuNons TuuA, 2564). Among the seven elements of the 7P’s,
Product exerted the greatest influence on tourist satisfaction, followed by People, reflecting
the importance of service personnel in community-based tourism (AU AINA UaY
ALY, 2566: qwéLamﬁ FuLAINIYAY, 2562; ghieg noteau wavUssande wauws, 2563). These
findings emphasize that designing products and services aligned with consumer needs and
ensuring high-quality personal service fosters satisfaction and repeat visits. However, this

contrasts with
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ANOR aviEvien waresduns AlA (2566), who found that for tourists engaged in
creative community tourism, the traditional 7P’s elements were less influential, with
attitude, perception, norms, and perceived behavioral control being the key determinants
of participation. This suggests that the relative importance of the marketing mix may
vary depending on the target tourist segment and their expectations. On the other hand,
Sauasmal qazmmuuﬁ kazAny (2568) found the most significant influences on consumers’
purchasing decisions for home-applied herbal products are the marketing mix, particularly
product quality, distribution channels, pricing, personnel, and promotional activities. These
elements collectively enhance consumer intention to purchase branded herbal products
in Chiang Rai Province. In conclusion, the 7P’s elements of the marketing mix could attract
the consumers’ satisfaction depending on the type of products or services. However, the
community-based tourism enterprise has to understand consumers’ behavior before making
a marketing plan.

Objective 3: Development of Marketing Strategies

The product, people, place and price respectively of 7P’s marketing were significant
on tourist satisfaction toward marketing mix factors of the Koh Lae Nang community-based
tourism enterprise then should adopted it to improve tourism destination and services as
Pholphirul et al. (2022) indicated tourism and hospitality service providers must prioritize
“development,” commencing with upstream processes such as research and development,
leveraging local knowledge, and embodying cultural identities, while also concentrating on
downstream activities, including the integration of contemporary media. Simultaneously,
operators should prioritize marketing and sales promotions while pursuing exposure via
websites and social media, alongside the development of downstream activities. Dai and
Suo (2024) has confirmed the interconnections among the variables of Product, Price, Place,
Promotion, People, Physical Evidence, Process, the travel experience of older tourists, and
brand loyalty of elderly tourists. And Kyi and Piriyapada (2020) was advised to incorporate
the 7P’s of the marketing mix (product, price, place, people, physical evidence, process, and
promotion) along with perceived quality (tangibles, reliability, competence, responsiveness,
and empathy) to enhance managers’ focus on customer satisfaction and loyalty. the private
caregiving service for early childhood development Nay Pyi Taw council region in Myanmar.
While process, promotion, and physical evidence in turn were not significant on tourist
satisfaction toward marketing mix factors of the Koh Lae Nang community-based tourism
enterprise. Because the process was set depending on tourist requirements as a private trip,
promotion was necessary to use to attract tourists, and physical evidence could not change
as the tourists requested such scenery. On the contrary, Puteri and Jamiat (2024) identifies
advertising elements and physical evidence as factors that significantly influence purchasing

decisions at Wisma Sukapura Hotplate, Bandung Regency, both individually and collectively.
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But the Koh Lae Nang community-based tourism enterprise should consider these factors
to improve the potential destination tourism.

The third objective integrates findings from Objectives 1 and 2 to formulate effective
marketing strategies for the Koh Lae Nang Community-Based Tourism Enterprise, Thepha
District, Songkhla Province, aiming to support sustainable development and enhance
the community-based tourism destination. Then, the researchers have improved their
marketing potential with a digital marketing strategy manual, a promotional video of
community attractions, a revised tourism calendar (PDF), and a digital marketing training
session. These outputs are intended to strengthen the enterprise’s marketing capacity and
competitiveness in promoting sustainable tourism.

Discussion, the third objective of this study is to integrate findings from Objectives
1 and 2 to develop effective marketing strategies for the Koh Lae Nang Community-Based
Tourism Enterprise, Thepha District, Songkhla Province, aiming to promote sustainable
development and enhance the destination. Key outputs include a digital marketing strategy
manual, a promotional video, a revised tourism calendar, and a digital marketing training
program. These initiatives are intended to strengthen the enterprise’s marketing capacity and
competitiveness. Applying these strategies, community-based tourism can drive economic
and social development by creating value-focused tourism, enhancing community capacity,
developing human capital, and adding value to local resources, while ensuring sustainability,

good governance, and multisectoral support for long-term community benefits.

Conclusion and Implications

The findings of this research highlight the importance of integrating marketing
knowledge, digital innovation, and community participation in strengthening the
competitiveness of the Koh Lae Nang Community-Based Tourism Enterprise, Thepha District,
Songkhla Province. Through the development of digital marketing strategies, training programs,
and promotional tools, the research contributes to building the community’s capacity to
manage and promote tourism more effectively and sustainably.

Community-based tourism serves as a key driver of local economic and social
development. Therefore, the process of developing such tourism enterprises should
adopt a systematic and integrative approach that emphasizes value-based tourism, human
capital development, and the creation of added value from local resources. This integrated
framework will help balance marketing activities with sustainable community development.

Furthermore, the development process must be implemented with prudence and in
accordance with the principles of sustainability, sood governance, and inclusive participation
from all stakeholders. Collaborative efforts among the community, local government, and
private sector are essential to ensure that the benefits of tourism are distributed equitably

and contribute genuinely to community well-being.
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This study offers valuable insights into digital marketing strategies for the Koh Lae
Nang Community-Based Tourism Enterprise; however, several limitations should be noted.
First, the research focused on a single community enterprise, limiting the generalizability
of findings to other contexts. Second, reliance on qualitative and participatory methods
may introduce subjectivity and bias. Future research could incorporate mixed-method
or quantitative approaches to validate and extend results. Third, the short timeframe for
implementing strategies restricts assessment of long-term impacts on tourist behavior,
community income, and sustainability, suggesting a need for longitudinal studies. Finally,
external factors such as policy changes, technological developments, and global tourism
trends may affect the applicability of the strategies, highlighting the importance of

continuous monitoring and adaptation.
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