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Abstract

The objective of this research was to study the states of marketing communication and
marketing communication strategy for Community Tourism at Chanthaboon Waterfront, Chanthaburi
through four aspects of marketing communication: advertising, public relations, sales promotion,
and internet marketing. The research methodology consisted of qualitative research through
in-depth interviews, non-participant observation, brainstorming, and data analysis along with data
collection via interviews.

The research results were that: 1) there were problems with marketing communication
of Community Tourism at Chanthaboon Waterfront, Chanthaburi. They were caused by a lack of
knowledge about and understanding of public relations among locals. The relevant academic
departments should get involved by educating locals about marketing knowledge to create
products that increase tourism in their community and the community must be managed,
marketing communication, and internet marketing through the use of online media such as
Facebook, online blogs, or the creation of an advertising network with the Tourism Authority of
Thailand. 2) The marketing communication strategy for Community Tourism at Chanthaboon
Waterfront, Chanthaburi was to develop the community market by creating a brand image linking
the history of each community to a story and developing local “One Tambon One Product” (OTOP)
products. In order to be a unique community, locals should leverage modern marketing strategies
to reflect traditional life and create landmarks or check-in points where tourists can take
photographs or find other ways to capture the atmosphere that motivated them to travel. This may

motivate tourists to return in the future. Furthermore, inviting local influential bloggers and



influencers with many followers to visit the community and act as public relations communicators
could generate publicity. This would create promotional opportunities such as travel packages,

special privileges, or discounts for attractions.
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