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ABSTRACT

The objectives of this research were to 1) study the conditions and obstacles of tourism marketing
network management in the small and micro community enterprise in Thailand, 2) develop the model of tourism
marketing network management in the small and micro community enterprise in Thailand to prepare for ASEAN
Economy Community, and 3) find out the guidelines and suggestions of this model. Research and
Development: R&D was used to collect data from 1) 265 persons of tourism marketing network management
in the small and micro community enterprise in Thailand, collecting data by questionnaires, 2) 40 persons of
the tourism scholars, guides, community leaders and the related, collecting data by in-depth interview and
focus group discussion. The research tools were a questionnaire, interview schedule, and questions for focus
group discussion. The data were analyzed for frequency, percentage, mean, standard deviation, and content
analysis for the qualitative data.

The findings revealed as follows:

1. The tourism small and micro community enterprise in Thailand was rich
in beautiful natural resources and environments, interesting culture and community products and the learned
human resources, but lack of good management especially in marketing network and capital for development.

2. The developed model of tourism marketing network management in the small and micro
community enterprise in Thailand to prepare for ASEAN Economy Community was for “DARE TO DREAM Mar-
ket Network Model”. This model consisted of 11 important management factors as follows: 1) Distinction of
attractions, 2) Advertising and Public relations, 3) Reasonable Price, 4) Easiness or Expedience in services,
5) Tourism Network, 6) Organizing, 7) Distributed Leadership, 8) Research, 9) Education, 10) Accountability,
and 11) Marketing Tool. The model was assessed by the scholars and guaranteed by public hearing and the

result was found at a very good level.
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3. The guideline and suggestions of this model were as follows: 1) government sector, private sector,

educational institute and local administration should be integrated to support and promote the building and

management of this model from the smallest scales to the largest one such as community, province, region,

country and foreign country; 2) information of tourism marketing should be given to the tourist staff often; and

3) communication and public relations for the useful community tourism information and propagation should

be also conducted through a variety of mass media.

Keywords : Tourism Market Network Management/The Small and Micro Community Enterprise/ASEAN

Economic Community
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