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The objectives of this study were to explore: 1) the potential of Baan Sobwin
Tourism club management before and after Baan Sobwin Community — based Tourism
management; 2) a guideline for tourism business operation; 3) an analysis and development of
Tourism club; and 4) evaluation of an affect arised by Baan Sobwin Tourism club management as
perceived by its members and tourists based on social, economic, traditional, and environmental
aspects. This participatory action research employed the appreciation, influence and control
technique (AIC) and the participatory rural appraisal technique (PRA). Local people participated
in a group meeting to discuss about problems and find facts concerning about Baan Sobwin
tourism activities, Maewin sub — district, Maewang district, Chiangmai province. Informants in
this study consisted of 57 Baan Sobwin Tourism club members and 30 academicians and tourists,
Data collection was done through interview and participatory observation. Obtained data were
analyzed by using the Statistical Package for the Social Science Program.

Results of the study on the strategic positioning and direction. Based on the
SWOT analysis of Baan Sobwin Tourism club with eight elements: product, price, place, market
promotion, people, process, physical evidence, and partnership, it was found that Baan Sobwin
community had a strong point in the following: 1) location of Khunwin Royal Project; 2) Luang
Khunwin temple was about 100 years old; 3) Huay Tong pagoda; 4) ancient brick objects; 4)
diversity in tourism activities; 5) reasonable service charge; 6) safe and clean community; and 7)
unique lifestyle and tradition. However, Baan Sobwin had a weak point on products and logo of
local products.

With regards to the form of participatory community - based tourism
management, it was found that the community mostly participated in tourism management but not
.at a high level. This was because local people were usually directed by the president and the vice
president of Baan Sobwin Tourism club in terms of strategic management, infrastructure
management, and tourism services. Considering on the pyramid form, it was found that the big
basis was on self — activities of the club members with less external reliance. However, the
community could sustainably run tourism business due to its strength.

Based on the evaluation of impacts aa_‘ised from tourism business management in
terms of social, cconomic,. and traditional aspects, it was found that there was no difference in the
perception of academicians and Baan Sobwin Tourism club members in terms of economic
aspect. For social and traditional aspects, there was no difference in the perception of cultural
shows and knowledge and experience exchange between people in the community and people
outside the community. For environmental aspect, there was no difference in the perception of
impacts on the community environment like natural water sources, community cleanliness, and

sustainable environmental management system.





