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COMMUNITY BASED TOURISM 

MARKETING
MR. PRADECH PHAYAKVICHIEN
ADVISOR, TOURISM AUTHORITY OF THAILAND

081028_SURAWESI, INDONESIA
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THAILAND = AGRICULTURAL COUNTRY

Over 50% are still engaged in agricultural activities

Solely depend on the sales of agricultural products

But agricultural communities have more to offeré
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AGRICULTURAL COMMUNITIES

Å Abundant VALUABLE RESOURCES

ï Natural

Å Mountains

Å Forrest

Å Rivers

ÅWaterfall

Å Flora & fauna

ï Cultural

Å Occupation

Å Traditions

Å Food

Å Art & crafts

Å SUPPLEMENTARY INCOMES via ósustainable 

tourism developmentô

ï Tourism as óeconomic driverô

ï Enhance societal wellbeing, without disruption

ï Preserve ecological balance
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IT IS NOT EASY TO MANAGE 

THE DEVELOPMENT OF TOURISM 

IN RURAL THAI COMMUNITIES
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ÅInvestors take advantages and 

exploit the local resources

ÅForces out local inhabitants

DEVELOPMENT
ÅEnhance knowledge levels

ÅAbilities to manage and plan 

tourism experiences

VERSUS
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ECONOMIC

SOCIAL STATUS

EDUCATION

URBAN RURAL
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PROMOTION TOURISM IN RURAL COMMUNITIES

WITHOUT PROPER PREPARATION IS LIKEé


