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Abstract

The research “Communication of cultural tourism market: a case study Chet
Samien 119 years old market, Ratchaburi Province”. The objective is to study the
marketing elements of the Chet Samien 119 years old market to learn how to
communicate marketing community Chet Samien market and factors affecting the
marketing communication of Chet Samien community. Methods used by depth interview
sample is divided into four groups, community leaders, community members, visitors
and external agencies and analyze data from research papers, various academic
research including the theory that by using descriptive analysis and observation.

The results showed that regarding elements of the marketing Chet Samien
119 years old market Includes 4 factors that are the products and services, price,
channels, distribute and promote the market. The marketing communication of Chet
Samien community to bring together six of the media including promotional, public
relations, communications, point of sale, packaging, sales and advertising, each medium
used depends on the operation of markets both in the store or area performance arts will
bring any medium used to match products and services they or materials used in the
period and in the corresponding elements of marketing and marketing communication
methods found that the consistency is a factor affecting the marketing communication of
Chet Samien community both internal factors and external factors. Internal factors include
management style and social culture, Chet Samien community management committee is
operating the business community has set measures in operation. Products and services,
social and cultural factors are related to values, attitudes, needs also to the prescribed
behavior of individuals and influence the desire of individual Chet Samien community must
try to bring highlights of the community in goods and services are available to respond to.
External factors are tourists and the economy. The business community is having success
or not in the number of customers and tourists. Economic effects of operations and the
number of visitors and revenue business the Chet Samien community is a sufficient

economic community.



