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The objectives of this research were (1) to study the relationship
between demographics, tourism pattern and type of business development projects
and loyalty towards this tourism route (2) to examine the influence of community
potential on destination brand and consumer behavior (3) to study guidelines for
developing cross-border Trade, sustainable tourism business and participatory human
spiritual marketing strategies. The qualitative and quantitative research were
employed by using depth interview with key informants and questionnaire with the
sample of Thai and Myanmar consumers. The statistical data analysis included both
descriptive and inferential statistics comprising Pearson Chi-Square test, Independent
t-testyl Analysis of Variance: One-Way ANOVA and Structural Equation Model.

The results of hypothesis testing were shown as follows: (1) The relationship
between demographics and loyalty towards this tourism route was not found in Thai
consumers but found in Myanmar consumers (2) The relationship between tourism
pattern and loyalty towards this tourism route was found in both Thai and Myanmar
consumers (3) The relationship between type of business development projects and
loyalty towards this tourism route was found in Thai consumers but not found in
Myanmar consumers (4) The community potential influenced destination brand,

satisfaction, word-of-mouth communication and intention to revisit of Thai and



Myanmar consumers ( 5) Thai consumers have more loyalty than Myanmar
consumers in Dhamma practice, sincerity, community management, economic
development and environmental development.

The integration of the findings of quantitative and qualitative researches
resulted in the guidelines for developing cross-border trade and tourism through the
cooperation between Thai and Myanmar governmental sectors, the implementation
of target marketing strategies, the development of community potential, the
implementation of marketing communication strategies and the medium-sized

agricultural business by focusing on Thai consumers’ demand.



