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Abstract

This article aims to: 1. study the communication potential for promoting sustainable
community-based tourism in the Pak Nam Prasae community, Klaeng District, Rayong Province, 2.
develop communication strategies to promote sustainable community-based tourism in the Pak
Nam Prasae community, Klaeng District, Rayong Province, and 3. produce promotional media to
support sustainable community-based tourism in the Pak Nam Prasae community, Klaeng District,
Rayong Province. The research employs a mixed-methods approach. Data collection tools include
interviews for content analysis and questionnaires using basic statistics. The research findings are
as follows: 1. Tourist Behavior and Community Communication Challenges Tourists primarily use
social media as the main channel for accessing travel information, with the most sought-after
content being details about local restaurants and products. Current community communication
efforts are insufficiently comprehensive. Recommendations include utilizing video and infographic
media to improve outreach. The community lacks adequate digital and online media for promoting
tourist attractions, and the existing community tourism map is outdated, leading to ineffective
information dissemination to target audiences. 2. Proposed Communication Strategies. Key
strategies for promoting sustainable community-based tourism in Pak Nam Prasae include creating
short video content and graphic-based tourist maps. 3. Media Production The project produced
five short video clips and one infographic—based community tourism map to support sustainable
community-based tourism in Pak Nam Prasae, Klaeng District, Rayong Province.

Keywords: communication strategies; community-based tourism; sustainability; Pak Nam Prasae
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