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eld  ar et n

1

Development o  mar et n  potent al to 
enhance the susta na le tour sm o  Ban 

adee an on  ommun t  ha oo  
umpa apee  donthan

 The purposes of this research ere   to study conte t and style 

of marketing operations  to create guidelines for enhancing the marketing 

potential and  to assess tourists  opinions and satisfaction ith the operation 

of tourist activities. The subjects in this study ere   key informants,   

samples participated in research activities,   purposive samples joined the 

trial village tour,  and   adee Sangbong villagers randomly selected by 

proportion and accidental sampling. The data ere collected by the community 

forum, small group meeting, intervie , observe activities, S T analysis, 

orkshop, touring e periment, result assessment, lesson summari ing, and 

returning results to the community.The result sho ed that the community has 

tourism potential, but over the past years, the community did not yet launch 

systematically tourist activities. Therefore, tourist activities did not meet the 

needs of tourists. The result of creating guidelines to enhance the marketing 

potential as that five projects ere launched to develop the marketing  

potential of tourist attractions in the community. eveloping marketing  

potential resulted people to be proud of, to love and to cherish their community. 

The result of villagers  participation in the operation enabled the community to 

provide services to tourists, to conserve the beauty of environment, to create 

the uni ue souvenirs, and the effective communication of information giving 

for tourists as developed. The assessment sho ed that the participants  

opinions on the overall operation ere at an agree level X  .  and tourists  

satisfaction on the overall operation ere at a high level X  . .

Keywords  :  arketing potential and tourism

1   Department of Marketing, Faculty of Management Science, Udon Thani Rajabhat University,   
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