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Usgnoude 1) augnssunmslazanndnnguvioniesusuluniany fusenideuvie
$1uau 297 freghe 2) dhvieuiieafiundouwndwiondiealufiuiidaliinng
vionfienlneyurulunany Tusen-dsanile vesuseinalng Sruau 323 fee
Msgusegiautseanidu 2 ngu 1) dwiuasununguvioniieayuvu duinegislag
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(Percentage) Aadey (Mean) ﬁﬂuLﬁaﬂLuumﬂmigﬂu (Standard  Deviation)
NTAATIENBIAUTENOUITNA1993 (Exploratory Factor Analysis)

nan153denudn Jadeiidrdidanadonisdanisnisvieaiisaguuly
YNNDIVBINGUMDILTEIYuYY T 5 83AUTENOU Ap AuNAASUIILATNITRATR
(Product and  Marketing) éﬁusqwuu (Community)  #1UN199ABIANT
(Organization) fuAUENRUS (Relation) wazauymma (Personnel) @11130
oursanuulsUnuld Jewar 72871 druluyuussvesnguiinvieaiivn & 4
29AUIENOU AB ANUNERANY (Product) Aun1s1USAS (Service) AUNITAANN
(Marketing) wazanumnalulad(Technology) aunsaeduisanunlsusiulasesay
63.324

PnuhesUsneutomnldimuaduunmalunisdanismsveadion
TunangTueenidsanilevesuszinalueldianun 6 §1u Ao DA UYL
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(Community) 2) AUN159A8IANT (Organization) 3) Wansiei (Product) 4) Anu
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nsnann (Marketing) 5) AupNdIRUsSAUTNaaiel (Relation) wag 6) A1UNTT

lwmalulad (Technology)

ANEIARY: N15IANTT; N1FINNITNITVIBANEINALYUYL; LUINNNITIANITNTYIBLNE?
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Abstract

This research study aimed to propose guidelines for management of
community-based tourism in northeastern Thailand. The study employed
mixed method research design which concurred both quantitative and
qualitative methods. Research instruments included questionnaires and in-
depth interview. Samples of the study were composed of 1) 297 committees
and members of community-based tourism groups in the northeast; and 2) 323
tourists who visited community-based tourism cites in northeastern Thailand.
Two sampling techniques were utilized containing: 1) the probability sampling
that used multistage sampling technique and this was used for asking
community-based group committees and members; and 2) the non-probability
sampling technique that used quota sampling technique and this was used for
asking tourists. The analysis of data employed statistical methods including
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frequency, percentage, mean, standard deviation, and exploratory factor
analysis.

Findings revealed that

In community based groups’ opinions, there are five important factors
affecting management of community-based tourism. This includes product and
marketing, community, organization, relation, and personnel. The variance can
be explained at 72.871 percent. From the tourists’ perspectives, there are four
factors—products, service, marketing, and technology. The variance can be
explained at 63.324. Then all the factors were taken into account for
identifying guidelines for management of community-based tourism in
northeastern Thailand. It results in six factors including 1) community; 2)
organization; 3) product; 4) marketing; 5) relation; and 6) technology.

Keywords: Management; Management of Community Based Tourism;
Guidelines for Management of Community Based Tourism
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seldannsveadion fnsaensaiingn 15 Vamddnreadiersismivianiien
Iuﬂizmﬂlwang‘iﬁﬂ 67 a1uml (Ministry of Tourism and Sports, 2015 : 8-9)
nsEnsNMTeTislasinIsiuuafienisnistundeunisveuiivrlvelueuias
éfaaﬂ’wmlﬂgjmmﬁum(Stability) PRFPRLE (Prosperity) wazAI1uEIfy
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finns Answawiwnasiendisaldnainnarenaenausiuiiefuninionvunas
an1tunsAnuiauiyaainslugnaivng sunisviesiisanunseuausaiieves
oWTey (Department of Tourism, 2014 : 3-6) feiu 3siinslinuddaywenis
Viaﬂl,ﬁsnimﬁqmm (Community — Bases Tourism : CBT) wisziunsdnnis
vieulergunuunilsiijaaiuaannuduudsmeluvioaiu iesannlunsviosilen

PendsernudsBuvesdumindon deny wazTausssy yuowludianiswaziinue

Y
I

AAN19v09n15viosng e yusukasgurutesiunuIntugiusidudinves

nINgNTsTIUYIR Lanslunisdnnisouatiielviguideuiani1siseusinainve

yuvU (Designated Areas for Sustainable Tourism Administration (Public

Organization), 2015 : 6-7 and The Thailand Community Based Tourism
Institute, 2006 : 3)

IQUILAIAYDINTINY

1. edinneithisddyiidmasonisdanisnsieaiienlasyuwulunia
nyTueenideanilevessinelng
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WitlevasUseinalne

YIULVHNNIFIY
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| ~ ) a = v a
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(CRM) WuiAnl3odiuyssaunien1snaInusnis 7 P’s wagluifnisesn1silaiusiu
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3. Uszvns NQuMIeeng
3.1 Usgrns
3.1.1 Ussvnsiidunduvioniieayuyy 1éun auznssunsaiiuay
uazasdnnguvissfisivurulunang fusenidsaniievesszimalng S1utu 55
Wi (Department of Tourism, 2017 : 2) fiuszannsviedu 1,243 578
3.1.2 Ysswnsiiutdnvieadieafiunbeuundmesierlufiufinidanig
vioaiiealasyuvu lunansTueonidsunileveauseinalnglaglinguduau
Uszannsiiutueu
3.2 NRUAIBENY
3.2.1 ngushedsiltidunaznssumsiidunuiaranndnnguvieaidion

Va o

U 1nenlanansdnsagUrenasTaTuazues LA1uINNsal 297 feg §ide

ldnannisduiiegslagldminuiuiazilu (Probability sampling) Ineld35n1sdu

fegakuunatetunay (Multistage Stage sampling)

3.2.2 ndufedwiliduinveaivafinndeuundsisniioaidanis
vioudealnsvurulunians fusenidoaniovesszimalne Falsinsruruinves
Usensiiutiuey deu 3d458namdnnunguiedislunafuteyauuulimsy
IUINYTEINTVRY WA 323 fegn deldnannisguiiegalaglildaiy
119z10u (Non-Probability sampling) #338l435n15dusegawuuimualain
(Quota Sampling) mﬂﬁ?uv‘hmuﬁanﬁ"gaémwuﬁ’a@m (Accidental Sampling)

insasilefllunsise

1. wuvaeua $1uau 2 ya ielflumsnusudeyaidsuiina lnoya
usndmiuaeuamnguvissiiieaguvulunisianisvesnsvieaielasyuwulunia
priupeniuuniledemainunazdeiiai Index of Item — Objective Congruence
(I0C) 8g581319 .60-1.00 fifnAudeiuromuUADUAINF18NITIATIZINAN
duuszansauifisawuudani (Alpha-reliability Coefficient) fA1111100.993

Lazyafdesdvsuasuauinviewngnu L dauuvavisuneniani svis i ilaeg
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guyuluniany JusenieuniiedemniuusiazteliAn Index of Item — Objective
Congruence (I0C) 8g5ening 0.70-1.00 HAIAINUTDLIUYDILUUABUNNAILATT
AaziadulsEansausInuUsaii (Alpha-reliability Coefficient) 0.976 &4
LLUUaaumuﬁaawqmﬁﬂﬁm’maaummmq (Validity) mné’maqmq@ 5 Ay
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VoulgdyuYy WU 297 fed1e waznguiiedeantnieiied I 323
o | o ¥ ay v £ a o0 ® ' aada 4 '
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N15ILAS1E%09ALT981529 (Exploratory Factor Analysis) 1d9n35 Principal
Component Analysis LLaSMHuLLﬂuﬁQ'&J Varimax Orthogonal Rotation #1%5uU
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NAN33Y
1. Jadudfyidimasienisianisnisviesiioalasyuwuluniang fusen -
deamilovesUszmalneuwtsoanilu 2 ngu sungusiegnsluniside
1.1 Yedudrdnlunmesvesngusuiiorguvuannsoainesdusznou
Loy 5 esAUsznou Usznausie 1) d1un1seain (Market) 2)  Autuwy
(Community) 3) AMUN159A89ANST (Organization) 4) AuANNENNUS (Relation)
wag 5) suyana (Personnel) a1unsaasuteanuulsusiuls Seuas 72.871
1.2 Yaduidnjlugmuososnguinvieadiod aunsaadnosduszneuldiiy
4 93AUTENOU UTznaunle 1) aundndue (Product) 2) Aunisliusnisuas
31uteyagnAl (Service and Database) 3) aun1sAa1n (Market) wag
4) gumalulad (Technology) aunsaesuteanunlsusiulaiesay 63.324
2. wumansiansmsviesisdlasyuviluniany fusenidsamileves
Uszinalng thiladeddgaude 1 elusuuosmesnduieniisigueuuazngy
el shnsduangiduilumunsinnsnmsvesdisalasyumidunia
ny Tuoonidsanilevesusumalnelasiosduszney Swau 5 dw fail
1. g{msqu%u (C : Community)
. fNUN139AN1989AnT (O : Organization)
. uKanue (P : Product)

2

3

4. gun1snatn (M : Marketing)

5. fupuduiustutnvieniien (R : Relation)
6

- onumsidimalulad (T : Technology)

2AUT1ENANITIY

Mnuanidannsnedunena fil

1. guguvy (C : Community) n13H@IUIIMVDIYUYUIUAITIANTT
sioaftormeluguuiufesiisdnisldidrinniunuausing q vesaudnudof
dnlfdudelumsianmsvieaiivavesuru semslafidusanlunsnausudy

msuasseanliniufsnislimudAgrewnauluguruinaslisunansenuiiniu
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Famaduuanuagduauvasntsiansviesiion uenantudanisldid s
A 9 fadunisadneanuimudilalunsujifvaresdiudmuiesiudu
donAaeINuN1IAN®1984 SajadAlipourEshliki and Mahdi Kaboudi (2012 : 333-
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vieafienaurusiosduaiulididuiufuddunisinedng Funisiauindnios
LaZAUNITRAN

2. AUNT5IANI509ANS (O : Organization) msﬂﬁﬁammmmjmiamﬁm
yury fesfingszidovuazuumismsujiRnuvesdiunneg nelungu (el
andnynauldnsuistunsunisujifeulasanyludesiiennassiliAaay
ARNLASEIEWIAR WU STUUNTRY szuulad viesyuuian Wudu dnisimuena
gslunsufoRnudiendguanunsaduedeuludathmunefitmunduld wu nagns
Frunsnann nagnsiundndngt Judu lnensgrimanifeainannissuiures
au@nludiesgianimiagiuresnguudidundmvuanlunagnssely denndesiv
Palatkovand Monika (2011 : 44) lg@nwinuindesdasulainisimunnagnsnig
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audiFamudiivualy wansendnualuaritTinvesyuvuriiunsiniuiinves
AULBY

3. gunandet (P : Product) ”Lumaﬂ’mmw%mﬁmsﬁmsﬁaqLﬁmﬂﬁju
viouflgayurusesdfiisnnuiiendnualameivesiaussamieUssnduisios
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LAZLONYU LTU WIATFIULAWIuTien wasgiudiinleuawnd WJudu Tnsauuie
gudeiiannsaiumslUiumasieniioady o WWetdrsazmnauie sauduaiodne
U3N1550UUAE51SME BN Teaonndeartu SimaGhalebMagatef (2015 : 41-
58) wuin wAnsusiuarnIsduasunisuefinasenuianelavesiinveawdien
ysniinniiaauenanimsinagnsmamssaiatunndiulszaunenisnan
Tneanzndndueiuazlusiudunisviendiens @9 La-iad Silanoi and Supavadee
Suthirak (2015 : 47-59) Fnwmuin Kaasasiluaunuasiiidvsnasenissnauls
Tun1svieaiienngiaun

4. frunnsmann (M : Market) nguvieaiilensuvusiosiilssavesdudn
Laruinsideniiuaninviesisidesdinnumnzauiuuinsidnveaiealdsu
MnngusiesiieIgNey fnnsilevieguiafidaauuaratuayunisvieadioaguyy
il wu Snsthenldefifintuannisvieadiennasmeoun@iduls usu T
MsfsuAT I ALA LAz TN nauvieisysuaIsafmuA UL UM
vioidonianznauduiuazuinisitnvieaieraulaflfifeifiuniadentiiy
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uanqams‘viauﬁ'm A0AAABINUIIUIIBUDY Piyaporn Thongsuk (2015 : 63-67)
wuin dnviesfisanguinaniadenlinnuddyiutladofusandndue uas
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Aanssy Check In , Share, Review sauansauantiuly Facebook @iufinse
vosnguiesieyuruiitudanisdemsnsdeasiiagiligaulasinndusiaaiion
quuLﬁmmﬂ%uaaﬂﬂé’aaﬁ’mm%%’aﬁum Nontiphak Pianroj and Others (2015 :
89-115) nuih nslideiivannvareaseungunguitmnelasiangngutinvediien
Afanuunenety dealinsdaaiunsmaiavesuvasionisUssaunudnsa

5. gupnuduiusiutnviendien (R : Relation) Tunisasrspnuduius
futinviesfendesmilfiansdoasiiussansam imszidunsliteyasis 9 1gu
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SvieaflerlusuAdeinuin Sfnveadienfosas 21 ndunndouundsioniioaia
Snasonils Junandliiiudwulduiidnieniisrssmundunndn Aanssunis
vieuflwadesainuanensemueausadouvestinrioaiies wWu n1saaaie Turn
WWulndndos Aanssu Walk Rally Judu @aenmassaiu Sevkiozgener and
Rifatiraz (2006 : 1356-1363) wui Imaa%’wﬁ/ug’mé’mfm?iaaﬁ CRIGEIIMR
1agIna AuduiusivgnAuazlademununinvesuinnssulinanenisuims
anANd@NUS AW Abdul Alem Mohammed and Basri bin Rashid (2012 : 220-
230) wu11 CRM fnasomiuaiunsasiunisaaiaiazussansamlunislauinig
yodlsausuiriunguriesfienauauisfedianuddnludosd

6. sunsléinalulad (T : Technology) dn13a319g1uteya (Data Base)
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UBLAUBLUY
1. Toraueuugiitovnaideluld
1.1 nguvieaifsryuvudiosliauddnyiunsildusuveseluyuv
Tunniifveanisinnisvieaiiien fadun1sinesdng FunsiaLNEnSuTinng
vioaflsanagiunmsnann inngazdalinisiamsvioniswesyuruiiaudsdu

4 1
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USudewinein Tausssuvseussinalivenaysslevuniegsfauingy
2. YalauauusLiton15vIdensinely
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YUHANTITYATIMALIMUINITIANIINSHR LN negusulinI1avI ke g dnLaY
a X o ° | v 1 o ¢ o =

Wngagusuaztlugnisfunuwumnilug 4 liselevdasvinisfinwimuusenn
Yo NaIMaNNYY ieAumwuInwIzanlunisinnisnisieaielusay
UsLnnuIeyiNsANINGUTINVoaieIu1 9919 F NUEIYaia e Ivau vy

DUNUIAUUARUININTIRNS LN dusaly

aeARUS vl
LuIen1sdanisnsvieaiitealasyusuluniang fusenideunieves
Usselnelnefiosduseneu 1w 5 fu fedl
1. éﬁusqmu (C : Community)
. AUNIIANI509ANS (O : Organization)
. Auanfet (P : Product)

2

3

4. gun1seana (M : Marketing)

5. fhupuduiusiutnvieadien (R : Relation)
6

- unsiinalulad (T : Technology)
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