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ABSTRACT 2 13 41 5

This research aimed to do the following; 1) an analysis of internal and
external environment affecting the success of the upland community based tourism
business management at Chiangmai province; 2) identification of market positioning
strategies of the upland community based tourism business management by local
community; 3) comparative marketing positioning of five upland communities based
tourism business management by local community, and 4) appropriate strategy
planning of upland community based tourism business management. The respondents
for the research consisted of a simple random sampling of 338 local communities who
involved in tourism business management club of five upland communities as
follows; 1) Phanokkok community, 2)Maesamai community, 3) Sridongyen
community, 4) Pangdangnai community, and 5) Sobwin community. Using a pre-
tested semi-structure interview, personal interview, observation, group forum, seminar
and field trip record were used for collecting data and analyzed by the SPSS computer
program.

The rescarch was used SWOT analysis, it was revealed that all of five
communities had a strong point (strength) on its unique, tradition culture, and way of
life; particularly on their costumes and language. However, the following were found
to be a weak point (weakness) of all five communities; product price, unclean
standard of products and also the absence of community band or logo. The connection
of neighboring tourist spots was identified to draw tourists to visit their communities
(opportunity). Problems or threats encountered were politics, economy, and
uncertainty of tour service charge.

It was found that two of five communities (Sobwin and Phanokkok
communities) had the aggressive position. Both of them had strong point on unique
way of life, interesting tourism activities, and well-known neighboring tourist spots.
On the other hand, increased competition on tourism activities, political instability,
economical uncertainty, and uncertainty of tour service change were problems
encountered. Thus, members of community based tourism business management club
had plans for their project implementation using the process of market approach and
service adding for customers. '

Furthermore, this research also found that members of all five
communities based tourism business management club had participated in
determination of appropriate marketing strategies; 1) marketing promotion; 2)
establishment of alliance networks and coordination among entrepreneur and
concerned organizations; 3) potential development of the community for strong
tourism business management, and 4) development of form of tourism activities.
Local communities also participated in project planning and implement on the
determination of vision, mission, and goal. Thus this was a part of the factors
affecting the success of tourism business management with local as well as for local
community.





