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This research aims 1) to develop an indicator used for evaluating community 

enhancement of tourism promotion marketing in community–based tourism destinations 

in designated Pattaya and vicinity areas, 2) to evaluate the community enhancement of 

tourism promotion marketing for community–based tourism destinations in the 

designated Pattaya and vicinity areas, 3) to obtain the community’s potential 

reinforcement method in the aspect of tourism marketing promotion currently proceeded 

by the related parties, and 4) to create a process of community enhancement for tourism 

promotion marketing for community–based tourism destination in the designated Pattaya 

and vicinity areas. A mixed method: both qualitative and quantitative methods are applied 

in this research. 

Baan Chak Ngaew community, Bang Lamung district, Chonburi is selected as a 

study area for the research. Data collection is done by purposive sampling among 400 

Thai tourists, who visited the community on Saturdays, through a questionnaire and 

interview. The questionnaire, which is the data collection tool for this research, was used 

to evaluate the community’s potential in the aspect of community-based tourism 

marketing promotion, whereas descriptive statistics were used for the data analysis.  The 

other type of data collection tool was an expert interview. 

According to the result of the evaluation conducted by using six marketing 

promotion tools covering the four aspects: knowledge, attributes, general skills, and 

specific skills, it appears that the overall result is 3.22 or medium level. The result of each 

aspect can be concluded as follows: the community’s potential to operate marketing 

promotion by advertising is 3.65 or a high level; by publicizing is 3.50 or a medium level; 
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by promotion sales is 3.09 or a medium level; by individual selling is 4.12 or a high level; 

by direct selling is 2.56 or a medium level; and by internet marketing is 2.44 or a low 

level. 

Regarding data analysis in the aspect of qualitative research, content analysis is 

applied along with the analysis of opinions and recommendation from experts and persons 

related to the community-based tourism marketing promotion in the designated Pattaya 

and vicinity areas. Six elements of the community’s potential were evaluated in four 

aspects: general skills, specific skills, attributes, and knowledge. After obtaining the 

result, researchers analyzed the data, selected a procedure, and specified issues and 

suitable techniques used for improving each aspect of the community’s potential in order 

to enhance their potential to operate tourism marketing promotion more efficiently. 

The process of community enhancement of tourism promotion marketing for 

community–based tourism destinations in designated Pattaya and vicinity areas consists 

of three major elements which are 1) an evaluation of the community’s potential in the 

aspects related to a marketing promotion process in order to understand their strengths 

and weaknesses; 2) an analysis of the procedures currently used in the area; and 3) the 

community’s potential enhancement process based on the procedures, issues, and 

techniques suitable for improving the community’s potential in the aspect of community-

based tourism marketing promotion in order to develop their potential and sustainability: 

local people can keep operating the tourism marketing promotion by themselves. 

 

 



 

ACKNOWLEDGEMENT S 
 

ACKNOWLEDGEMENTS 

  

Pursuing a doctoral degree is like a long journey with dissertation as a finish line. 

Without guiding light, the expedition will be more likely to remain unfinished. There are 

people who consistently show me the right path and encourage me to get back up again 

when I stumble upon the unexpected. 

First of all, I would like to express my heartfelt gratitude to my advisor, Professor 

Dr.Therdchai Choibamroong, for giving me opportunities, pushing me forward, and 

handing on life experiences both inside and outside classroom throughout these past five 

years. I would also like to thank all faculty members of Graduate School of Tourism 

Management at NIDA as well as the examination committee for sharing knowledge, 

experience, and useful feedback. I always feel like home and proud to be part of this 

institution. 

I would like to extend my appreciation to Dr.Suppachai Chanwanakul, my 

brother and my classmate, who always supports and pushes me through thick and thin. 

Thank you for your friendship and promises that I will hold on to forever. 

Last but not least, my greatest thankfulness goes to College of Social 

Communication Innovation for study grants; my mother and father for moral support; my 

fellow lecturers and staff for their help; Dr. Nonney, my beloved friend, for always being 

there for me; and, most importantly, myself for putting up with all the difficulties along 

this journey and finally reached the ultimate goal. 

 

Yukolwat Bhakdechakriwut 

August 2020 
 

 

 



 

TABLE OF CONTENTS 

  Page 

ABSTRACT ................................................................................................................. iii 

ACKNOWLEDGEMENTS ........................................................................................... v 

TABLE OF CONTENTS .............................................................................................. vi 

LIST OF TABLES ........................................................................................................ ix 

LIST OF FIGURES ...................................................................................................... xi 

CHAPTER 1 INTRODUCTION ................................................................................... 1 

1.1 Background and Importance ................................................................................ 1 

1.2 Objectives ............................................................................................................ 5 

1.3 Research Questions ............................................................................................. 5 

1.4 Expected Results ................................................................................................. 6 

1.5 Expected Benefits ................................................................................................ 7 

1.6 Scope and Limitation ........................................................................................... 7 

1.7 Terms of Definition ............................................................................................. 8 

CHAPTER 2 LITERATURE REVIEW ...................................................................... 10 

2.1 Community-Based Tourism .............................................................................. 10 

2.1.1 Elements of Community-Based Tourism ................................................. 10 

2.1.2 Community-Based Tourism Management ............................................... 11 

2.1.3 The Community’s Participation ............................................................... 12 

2.1.4 Community’s Potential Reinforcement .................................................... 13 

2.2 Tourism Marketing Promotion .......................................................................... 16 

2.2.1 Advertising ............................................................................................... 23 

2.2.2 Personal Selling ........................................................................................ 25 

 



 

 

vii 

2.2.3 Sales Promotion ........................................................................................ 27 

2.2.4 Publicizing ................................................................................................ 28 

2.2.5 Direct Sale ................................................................................................ 33 

2.2.6 Online Marketing ..................................................................................... 33 

2.3 Tourism Marketer Skills .................................................................................... 37 

2.3.1 Experience Profile .................................................................................... 37 

2.3.2 Overseas Work Experience ...................................................................... 38 

2.3.3 Training and Qualification Profiles .......................................................... 38 

2.3.4 Marketers’ Social and Emotional Competencies ...................................... 38 

2.3.5 Marketer’s Mindset: Enabler for Desired Changes .................................. 39 

2.4 Human Resources Development in Tourism Marketing Promotion ................. 44 

2.5 Related Research Topic ..................................................................................... 51 

CHAPTER 3 RESEARCH METHODOLOGY .......................................................... 59 

3.1 Introduction ....................................................................................................... 59 

3.2 Quantitative Research ........................................................................................ 59 

3.3 Qualitative Research .......................................................................................... 61 

3.4 Explanation of Research Methods ..................................................................... 62 

CHAPTER 4 DATA ANALYSIS ............................................................................... 69 

4.1 Introduction ....................................................................................................... 69 

4.2 In Respond to Objective 1: Qualitative Research Result .................................. 69 

4.3 In Respond to Objective 2, Quantitative Research Result ................................ 85 

4.4 In Respond to Objective 3: Qualitative Method .............................................. 115 

4.5 In Respond to Objective 4: Qualitative Method .............................................. 121 

4.5.1 Adjusted Model based on Experts’ Suggestion ...................................... 123 

4.5.2 Explanation of a Model .......................................................................... 143 

CHAPTER 5 CONCLUSION.................................................................................... 147 

5.1 Introduction ..................................................................................................... 147 

5.2 Summary of Objective 1 .................................................................................. 147 

 



 

 

viii 

5.3 Summary of Objective 2 .................................................................................. 150 

5.4 Summary of Objective 3 .................................................................................. 151 

5.5 Summary of Objective 4 .................................................................................. 152 

5.6 Recommendations ........................................................................................... 154 

5.7 Limitation of Research .................................................................................... 154 

5.8 Research Contribution ..................................................................................... 154 

5.8.1 Academic Contribution .......................................................................... 154 

5.8.2 Business Contribution ............................................................................ 155 

5.9 Conclusion ....................................................................................................... 155 

BIBLIOGRAPHY ...................................................................................................... 157 

APPENDICS .............................................................................................................. 170 

APPENDIX A  Interview Objective 1 ....................................................................... 171 

APPENDIX B  Questionnaire .................................................................................... 179 

APPENDIX C  Interview Objective 2 ....................................................................... 186 

APPENDIX D  Interview Objective 3 ....................................................................... 195 

APPENDIX E  Interview Objective 4 ....................................................................... 196 

APPENDIX F  Reliability’s Result............................................................................ 197 

APPENDIX G  Index of Item Objective Congruence ............................................... 199 

APPENDIX H  Post Hoc Analysis ............................................................................ 201 

BIOGRAPHY ............................................................................................................ 328 

 



 

LIST OF TABLES 

 Page 

 

Table 3.1  Table of Research Methodology ................................................................. 67 

Table 4.1  Showing Quantity and Percentage of the Respondents Based on their 

Genders ...................................................................................................... 86 

Table 4.2  Showing Quantity and Percentage of the Respondents Based on their Ages

.................................................................................................................... 87 

Table 4.3  Showing Quantity and Percentage of the Respondents Based on their 

Educational Level ...................................................................................... 87 

Table 4.4  Showing Quantity and Percentage of the Respondents Based on their 

Occupation ................................................................................................. 88 

Table 4.5  Showing Quantity and Percentage of the Respondents Based on their 

Average Monthly Income .......................................................................... 88 

Table 4.6  Showing Quantity and Percentage of the Respondents Based on the 

Number of Visit at Ban Chak Maew Community ..................................... 89 

Table 4.7  Showing Quantity and Percentage of the Respondents Based on their 

Opinion on Revisiting Ban Chak Maew .................................................... 90 

Table 4.8  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation in 

the Aspect of Marketing Promotion by Advertisement ............................. 90 

Table 4.9  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation in 

the Aspect of Marketing Promotion by Publicizing .................................. 92 

Table 4.10  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation 

in the Aspect of Marketing Promotion by Sale Promotion ...................... 93 

Table 4.11  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation 

in the Aspect of Marketing Promotion by Personal Sale ......................... 94 



 

 

x 

Table 4.12  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation 

in the Aspect of Marketing Promotion by Direct Sale ............................. 95 

Table 4.13  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation 

in the Aspect of Marketing Promotion by Online Marketing .................. 97 

Table 4.14  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation 

in the Aspect of Marketing Promotion ..................................................... 98 

Table 4.15  Marketing Promotion through Advertisement .......................................... 99 

Table 4.16  Marketing Promotion through Publicizing ............................................. 102 

Table 4.17  Marketing Promotion through Sale Promotion ....................................... 105 

Table 4.18  Marketing Promotion through Sale Person ............................................. 108 

Table 4.19  Marketing Promotion through Direct Selling ......................................... 110 

Table 4.20  Marketing Promotion through Online Marketing ................................... 112 

 

 



 

LIST OF FIGURES 

 Page 

 

Figure 1.1  Shows a Map of the Special Governed City Pattaya and the Related 

Area……………………………………………………………. ............... 3 

Figure 4.1  A Current Community’s Potential Reinforcement Method in the Aspect of 

Tourism Marketing Promotion Proceeded by the Related Parties in Baan 

Chak Ngaew ........................................................................................... 116 

Figure 4.2  Showing the Result of the Evaluation of  the Community’s Potential 

Reinforcement Method in the Aspect of Tourism Marketing Promotion in 

the Special Governed City Pattaya and the Related Areas ..................... 121 

Figure 4.3  Showing the Presented Process by Researcher Regarding the 

Community’s Potential Reinforcement Method in the Aspect of Tourism 

Marketing Promotion in the Special Governed City Pattaya and the 

Related Areas ......................................................................................... 122 

Figure 4.4 The Process of the Community’s Potential to Operate Marketing 

Promotion in the Aspect of Online Marketing ....................................... 124 

Figure 4.5  The Process of the Community’s Potential to Operate Marketing 

Promotion in the Aspect of Direct Sale .................................................. 129 

Figure 4.6  The Process of the Community’s Potential to Operate Marketing 

Promotion in the Aspect of Promoting Sale ........................................... 133 

Figure 4.7  The Process of the Community’s Potential to Operate Marketing 

Promotion in the Aspect ......................................................................... 137 

Figure 4.8  Process of Community Enhancement on Tourism Promotion Marketing 

for Community-Based Tourism Destination in Destinated Pattaya and 

Vicinity Areas ......................................................................................... 142 

 

 

file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448306
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448306
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448306
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448307
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448307
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448307
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448308
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448308
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448308
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448308
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448309
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448309
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448310
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448310
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448311
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448311
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448312
file:///E:/e-Thesis-Inprocess/Yukolwat/PROCESS%20OF%20COMMUNITY%20ENHANCEMENT%20ON%20TOURISM%20PROMOTION%20MARKETING%20FOR%20COMMUNITY.docx%23_Toc50448312


 

CHAPTER 1 

 

INTRODUCTION 

1.1 Background and Importance 

The tourism industry has become a driving force for Thailand’s economic and 

social development as it helps generate income for tourism businesses, like hotels and 

restaurants, souvenir shops, transportation, communication, and so on. Due to 

Thailand’s diverse tourism resources, including natural resources, culture, archaeology, 

and history, there is a huge potential to attract numerous Thai and foreign tourists to 

visit the tourist attractions and make use of these tourism resources through various 

kinds of activities. Not only do the tourists gain new experiences and learn new things 

through interesting cultural tourism, tradition, and local lifestyle, the tourism industry 

also brings advancement to local communities along with distributing income to local 

people and other related sectors. Moreover, it brings massive income to the nation as 

well. It is noticeable that new jobs emerged in the local communities and the earned 

income plays an important role in creating tourism activities throughout local areas 

leading to the emergence of community tourism which can be seen widely throughout 

Thailand.  

Community tourism is a type of tourism that will encourage and create tourism 

development in the smaller communities, and will be the key to community 

development as well. To achieve community development, it is essential to raise 

investors’ and stakeholders’ awareness on building the community’s potential in all 

aspects. Tourism development should be able to enhance a community’s prosperity 

sustainably. For example, additional income earned from tourism can be used for the 

community’s needs, like education for example. It should also add value to the 

environment of the community under the ethical framework (Aref & Redzuan, 2008). 

Furthermore, the community’s participation is also key to the community reinforcement 

(Dahl, 1966) members must partly gain basic benefits from the community’s activities 
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along with agreement from the same community experience (Manheim & Wallace, 

1975). 

In Thailand, the government developed a tourism development policy aiming to 

create more income and spread it towards local communities, which can be done by 

organizing and developing local areas for tourism purposes in an integral way. There is 

a central organization that is responsible for setting policies and strategic plans, they 

also coordinate with local communities or tourism areas to support and develop the area 

that have tourism potential to be well-organized and ready for quality tourism. In 

addition, they should be able to gather their human resources, budget, and tools in order 

to manage tourism with unity. They should be able to solve problems rapidly, and the 

use of modern management should be encouraged. In order to achieve this goal, the 

Designated Area for Sustainable Tourism Administration (DASTA) was established in 

2003 (Department of Strategic Management and Department of Community Tourism, 

2015), followed by an announcement of six designated areas: the special governed area 

Koh Chang and the related area, the special governed area Pattaya and the related area, 

the special governed area Sukhothai, Srisatchanalai, and Kampaengpet historical park, 

the special governed area Loei, the special governed area Nan old city, and the special 

governed area U-thong ancient city. 

With support from the DASTA, the special governed area Pattaya and related 

area was upgraded to be a special area for tourism by Pattaya City’s Office, the Office 

of the Special Governed Area Pattaya and the Related Area. It helps raising the 

community’s awareness on the value of the art of the local community’s living, which 

is considered as the community’s identity by arranging activities that allows tourists to 

gain new, local experiences. It also encourages all related sectors to gain benefits 

together by taking part in brainstorming, planning, implementing, and taking 

responsibility together (co-creation). Furthermore, the upgrade of Pattaya city aims to 

create cooperation among related parties and organizations to form integral 

development and solve problems related with basic public utility. It also aims to 

encourage environment preservation and restoration, improve social quality, create 

activities and develop potential tourist attractions that meet global standards, and make 

the area attractive to both Thai and foreign tourists. The upgraded area covers 1) Pattaya 

city (including Koh Lan and Koh Phai), 2) Nong Prue municipality, 3) Bang Lamung 
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municipal district, 4) Takien Tia municipal district, 5) Pong municipal district and, 6) 

Huay Yai municipal district, totaling 949.47 sq.km. or 593,418.75 Rai (Designated 

Area for Sustainable Tourism Administration, 2013). 

 

 

Figure 1.1  Shows a Map of the Special Governed City Pattaya and the Related 

Area……………………………………………………………. 

Source: Designated Area for Sustainable Tourism Administration (Public 

Organization), 2015. 

 

There are various types of tourism activities in designated Pattaya and vicinity 

area, including natural tourist attractions like beaches, islands, and mountains, as well 

as world class nightlife activities, which has become Pattaya city’s uniqueness among 

the tourists (Niramansakul, 2011) There is also another potential area nominated to 

become a community tourism area: Ban Chak Ngaew community, Huay Yai sub district 

and Takien Tia community, Takien Tia district. Both of them are unique and tourism 

resources have emerged from the locals’ way of living. Their uniqueness distinguishes 
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them from the image of Pattaya city tourism. They have also been encouraged to be 

community tourism areas by DASTA. 

According to statistics on the number of tourists visiting Pattaya, it was 

discovered that there were up to 9,849,940 tourists visiting the area in 2015. However, 

not many of them visited the community tourism areas surrounding Pattaya’s major 

tourist attractions. It is questionable as to why these connecting areas receive different 

levels of tourists’ interest. To become a successful, famous, well-accepted tourist 

attraction that the tourists decide to visit, a marketing promotion is considered an 

important factor, which includes advertising and publicizing tourism promotion to 

provide tourism information and knowledge on tourism related products. This is 

expected to help increase tourists’ awareness, impression, acceptance, and credibility 

on community tourism. Concerning the mentioned purposes, tourism promotion 

activities require the assistance of marketing promotion using advertising and 

publicizing to bring a successful tourism transaction. Marketing promotion is a tool for 

promoting sales and making a marketing communication between a producer and target 

customer to give information or persuade the customer to buy a product. It is a 

combination of marketing promotions like advertising, publicizing, promotions, 

personal selling, direct selling, and electronic marketing. Moreover, it is one of 

Thailand’s 2015-2017 tourism strategies which focuses on balancing economic, social, 

and environmental development in order to grow sustainably and is implemented in 

three aspects: marketing promotion, product and service development, and tourism 

management. The vision, duty, and development strategy is “to develop and upgrade 

Thailand to be a quality tourist destination equally and sustainably”. 

Regarding the community tourism area located in Pattaya and related area, they 

are considered as potential tourist destinations with high tourist density. However, they 

are not well-renowned or attractive enough for tourists to visit because the communities 

still lack the knowledge and understanding of marketing promotion. The community 

lacks the ability to create marketing promotion activities including advertising, 

publicizing, direct marketing, and electronic marketing to attract tourists. If related 

parties in the communities can implement these activities, they will be become 

independent and sustainable communities. 
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Concerning the aforementioned issue, it emerges that amongst the researches 

related to the community’s potential reinforcement in the aspect of tourism marketing 

promotion, a community’s potential development process as well as an indicator for the 

community’s potential evaluation have not been mentioned much in this aspect.  

Therefore, the researcher decided to conduct a study on “Process of Community 

Enhancement of Tourism Promotion Marketing for Community–Based Tourism 

Destinations in Designated Pattaya and Vicinity Area” to develop an indicator and 

conduct a community’s potential evaluation in the aspect of tourism marketing 

promotion. This can assist in creating a community’s potential reinforcement process 

in the aspect of tourism marketing promotion for the communities which is suitable, 

efficient, and applicable for other areas in the future. 

 

1.2 Objectives 

1) To create indicators used for evaluating community enhancement of tourism 

promotion marketing for community–based tourism destinations in Pattaya and vicinity 

area. 

2) To evaluate the community enhancement of tourism promotion marketing 

for community–based tourism destinations in Pattaya and vicinity area. 

3) To obtain the current process of the community’s enhancement of tourism 

promotion marketing currently proceeded by the related parties. 

4) To create the process of community enhancement of tourism promotion 

marketing for community–based tourism destinations in Pattaya and vicinity area. 

 

1.3 Research Questions 

1) Objective 1: To create indicators used for evaluating community 

enhancement on tourism promotion marketing for community–based tourism 

destinations in Pattaya and vicinity area. 

What is an indicator used for evaluating the community enhancement on 

tourism promotion marketing for community–based tourism destinations in designated 

Pattaya and vicinity area? 
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2) Objective 2: To evaluate community enhancement of tourism promotion 

marketing for community–based tourism destinations in Pattaya and vicinity area. 

What is the community’s potential in the aspect of tourism marketing promotion 

in the special governed city Pattaya and the related area? 

3) Objective 3: To obtain the current process on the community’s enhancement 

of tourism promotion marketing currently proceeded by the related parties. 

What is the current process of community enhancement of tourism promotion 

marketing for community–based tourism that the related parties currently use to help 

the community? 

4) Objective 4: To create the process of community enhancement for tourism 

promotion marketing for community–based tourism destinations in Pattaya and vicinity 

area. 

How should the process of community enhancement of tourism promotion 

marketing for community–based tourism destinations in Pattaya and vicinity area be? 

 

1.4 Expected Results 

1) To find an indicator used for evaluating the community enhancement of 

tourism promotion marketing for community–based tourism destinations in Pattaya and 

vicinity area. 

2) To evaluate the community enhancement of tourism promotion marketing 

for community–based tourism destinations in Pattaya and vicinity area. 

3) To find the process of community enhancement of tourism promotion 

marketing currently proceeded by the related parties. 

4) To obtain the process of community enhancement of tourism promotion 

marketing for community–based tourism destinations in Pattaya and the vicinity. 
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1.5 Expected Benefits 

1) Both tourism related governmental and private organizations involved in the 

tourism marketing promotion can apply for the research’s findings to set a national 

tourism strategy. 

2) Academic knowledge including the tourism community’s potential 

reinforcement in the aspect of tourism marketing promotion obtained from this study 

can be adapted in other academic aspects. 

3) A suitable community’s potential reinforcement method in the aspect of 

tourism marketing promotion can be adapted for tourism management by communities 

in Thailand, leading to sustainability in the community as well as generating new jobs 

and income for local people. 

4) A way to improve and increase the community’s potential in the aspect of 

tourism marketing promotion is obtained for Thailand to develop community tourism 

in the future. An idea to increase the community’s potential in the aspect of tourism 

marketing promotion is obtained, and it can be adapted for other communities 

throughout Thailand. Moreover, a management method for tourism marketing 

promotion has been obtained which can help the community to achieve tourism 

marketing promotion in the future. 

 

1.6 Scope and Limitation 

Scopes for the study on “Process of Community Enhancement on Tourism 

Promotion Marketing for Community–Based Tourism Destinations in Desiginated 

Pattaya and Vicinity Area” are as follows. 

1) Scope of Area  

In conducting a study on the community’s potential reinforcement method in 

the aspect of tourism marketing for tourist attractions in the special governed city 

Pattaya and related area, the scoped area for this study is a tourism community in the 

special governed city Pattaya and the related area: Ban Chak Ngaew community, Huay 

Yai sub district, Bang Lamung district, Chonburi. 
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2) Scope of Content 

Information related to the community’s potential reinforcement method in the 

aspect of tourism marketing promotion in the special governed city Pattaya and the 

related area is studied in this research.  

3) Scope of Population 

There are two groups studied in this research, which are: 

(1) Parties related to the community’s potential reinforcement in the aspect 

of tourism marketing promotion including, 1) people in the community, 2) a central 

governmental organization, 3) a local governmental organization, 4) the private sector, 

and 5) civil society; and 

(2) Thai tourists visiting Ban Chak Ngaew community are involved in this 

research.  

4) Scope of Duration 

This research took two years to complete. (January 2018-December2019)  

 

1.7 Terms of Definition 

A community’s enhancement refers to the ability or readiness of the community 

to operate tourism marketing promotion. 

Tourism marketing promotion refers to giving information and persuading 

tourists about products and services of the community’s tourist attractions by applying 

marketing promotions, like advertising, personal selling, promotions, publicizing, 

direct selling, and electronic marketing. In this research, a seller refers to a party in the 

community whereas a customer refers to a tourist. 

Community’s enhancement evaluation refers to an evaluation on the 

community’s potential in the aspect of tourism marketing promotion, including 

advertising, publicizing, personal selling, direct selling, promotions, and electronic 

marketing. 

Tourism community refers to a tourism area of which a tourism management 

process is operated by a related sector. In this research, it refers to Ban Chak Ngaew 

community, Hyua Yai sub district, Bang Lamung district, Chonburi. 
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Special governed city Pattaya and the related area refers to a special tourism 

area in the special governed city Pattaya and the related area appointed by Designated 

Area for Sustainable Tourism Administration (DASTA). In this research, it refers to 

Ban Chak Ngaew community, Hyua Yai sub district, Bang Lamung district, Chonburi. 

Community’s enhancement reinforcement method in the aspect of tourism 

marketing promotion refers to a process which is a model for improving the 

community’s potential in the aspect of tourism marketing promotion so that it can be 

applied to the tourism communities in the special governed city Pattaya and the related 

area.    

Community’s enhancement in the aspect of tourism marketing promotion refers 

to the ability of the community to operate marketing promotion activities at their tourist 

attraction area. In this research, it refers to Ban Chak Ngaew community, Hyua Yai sub 

district, Bang Lamung district, Chonburi. 

Community’s enhancement reinforcement method in the aspect of tourism 

marketing promotion refers to a process or method used for increasing the community’s 

ability to operate the marketing promotion activities in their tourist attraction area. 

Indicator for evaluating the community’s potential in the aspect of tourism 

marketing promotion refers to an event showing the community’s ability or readiness 

to operate the tourism marketing promotion. 

Tourist refers to a Thai tourist who travels to a place in Ban Chak Ngaew 

community that is not his/her permanent residence. The purpose of travel must not be 

to earn income from that place. In this research, it refers to a person travelling to Ban 

Chak Ngaew community, Hyua Yai sub district, Bang Lamung district, Chonburi. 

Parties refer to organizations who share the same goals, objectives, gains, and 

losses together. They cooperate with each other to achieve activities. In this research, 

they refer to citizens, central governments, local governments, private sectors, and the 

civil society. 



 

CHAPTER 2 

 

LITERATURE REVIEW 

2.1 Community-Based Tourism  

Pratompon and Therdchai (2012); (Thanasin, 2017) say that community-based 

tourism is one of the tourism types popular among tourists today. It refers to tourism 

with an awareness of environment, social, and cultural sustainability as well as 

maintaining the area. It is achieved by combining tourism with the ecosystem, offering 

the community an opportunity to set their own direction, allowing them to manage their 

community, and allowing them to play a role in introducing the community to visitors. 

However, every sector related to these concerns must gain mutual benefits.  

 

2.1.1 Elements of Community-Based Tourism  

Weerapon (2006) say that community-based tourism consists of the potential 

need for human resources, location, management, and participation. For the need of 

human resources, community’s members must understand their origin well so that they 

can pass on knowledge about their community to others. They should be ready to learn, 

be in unity, and be good team players. The community’s members must adore and be 

aware of the community’s resources. They should be able to manage the resources 

effectively and sustainably. They should be ready to learn while having knowledge and 

understanding of the basic concept of community-based tourism. For the potential need 

of management, they should also be able to manage the area in the most useful and 

sustainable way as well as being balanced among the majority.  

This agrees with Arnstein (1969)’s opinion that a community that can manage 

community-based tourism should be one with a leader who is well accepted, thoughtful, 

has a vision, and understands about community-based tourism. In addition, the 

community should be supported by related governmental organizations. They should 

set guidelines to prepare the community for this type of tourism together. They should 
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know how to create sustainable tourism, what kind of activity they should arrange, and 

how to distribute the income. Meanwhile, (Rocha, 1997)mentioned about the most 

essential part of the community, which is participation in the community including 

participation in every public activity. Participation and communication needs refer to 

conveying an opinion, and discussing and solving problems by brainstorming. 

According to a local researcher’s experience, it becomes clear that there should be a 

discussion platform for planning and collaborating with related organizations. Also, 

there should be community’s regulation covering various aspects for the community’s 

members and visitors to follow.       

The special governed city Pattaya and related area is one area providing 

community-based tourism: Ban Chak Ngaew community. There is a management 

process allowing the community to arrange tourism activities in accordance with the 

elements of community-based tourism. However, the community still lacks the skills 

for tourism marketing promotion.     

Therefore, community-based tourism refers to tourism with an awareness of 

environmental, social, and cultural sustainability. The direction is specified by the 

community as well as the tourism management process and should cover the following 

five aspects: political, economic, social, cultural, and environment. 

 

2.1.2 Community-Based Tourism Management   

Community-based tourism management is a process to strengthen the 

community by allowing them to share the benefits with both the governmental and 

private sector, as well as encouraging them to participate in sharing their ideas and 

decisions. There should be knowledge, skill, and attitude management leading to 

sustainable tourism management (Davenport & Prusak, 1998) (Johns & Saks, 2001) 

(Okazaki, 2008) says that the community’s participation in the tourism planning 

process should be a method leading to a sustainable tourism business. They explain that 

it takes a long time, brings incomplete results, and requires high expense. There are also 

obstacles such as lacking of knowledge, experience in business, funds, and beneficial 

conflicts. (Rocha, 1997) further explains that tourism business depends on several 

external factors. The investment or collaboration must relate to benefits shared among 

investors, the governmental sector, and private sector. Therefore, collaboration among 



 

 

12 

them is considered highly necessary and most importantly, for protecting their benefits 

and solving problems about the related investors.  

 

2.1.3 The Community’s Participation 

Arnstein (1969) proposed a citizen participation ladder concept, which helps 

understanding the condition of community-based tourism community and participation 

status of local people on tourism development. The concept was developed from a 

theory of an 8-step ladder, which is a concept of a ladder of giving authority and right 

to make decisions. This theory is not only about allowing people to participate in 

decision making, it also includes procedures leading local people to feel that they have 

the ability to take charge of the decision making. To relate this theory with tourism, 

means that the community or association should receive the authority and resources 

used for making decisions and managing tourism development. It is essential that the 

community focuses on learning and understanding their current situation. Moreover, 

they should focus on encountering problems.  

The community should have knowledge on the community’s participation as  

it is one of the mechanics to strengthen the community’s power (Lasker, Weiss, & 

Miller, 2001)It can drive support for local culture and tradition as well as people’s 

knowledge and skills. It is a part of democracy building among local people to 

encourage them to participate in, to take responsibility in profit sharing, and to increase 

power on decision making (Lacy, Battig, Moore, & Noakes, 2002) (Levi & Litwin, 

1986). Allowing people to take part in tourism management by presenting their product 

to the tourists will make the reflecting tradition to be in accordance with the 

development of this industry (Finer, Simmons, & Spudich, 1994) 

As far as people’s participation is concerned, (Chompunth & Chomphan, 2012) 

proposed that there are seven levels of participation in ascending order starting from 

informing, information provision, consultation, involvement, partnership, delegated 

power, and citizen power level. The community’s participation aims to improve the 

communication between stakeholders for more sustainable development and decision 

making (Chapman & Kirk, 2001). Major factors for promoting the community’s 

participation in sustainable tourism development, as proposed by Morris and Brandon 

(1993), are making them understand the community’s role; supporting the community’s 
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growth and development; and assisting on a technique for proper decision making, 

receiving enough information, training, and providing time, funds, and experienced 

personnel who can work with the community well. However, the personnel should 

avoid doing anything that impacts the local people’s feelings, which could make the 

personnel appear more powerful and have an influence on the tourism development in 

that area.   

        

2.1.4 Community’s Potential Reinforcement 

A community’s potential reinforcement is a process of managing, promoting, or 

strengthening the community’s potential in various aspects. In this research, the 

community’s potential reinforcement regarding the aspect of tourism marketing 

promotion is the main focus which includes an evaluation of the community’s potential 

leading to potential reinforcement.  

A community’s potential refers to a level of ability and skills necessary for 

setting and achieving related goals: an ability of persons, organizations, and community 

to manage their business and to collaborate with each other in order to support a positive 

change. The community’s competency is at such a level, that they can develop and 

promote their operation to strengthen the community’s wellness, ability, property, and 

expected qualification to improve their living standards (Hounslow, 2002) (Seyfang & 

Smith, 2007),  

To evaluate the community’s potential in tourism marketing promotion, we 

need to consider several contexts. The Indicators used for the evaluation should be 

considered based on a combination of marketing promotion in order to understand their 

potential in each aspect before operating the potential reinforcement process 

respectively. It can be done by considering the factors of the marketing promotion’s 

potential including the community’s potential on advertising, publicizing, promotions, 

personal selling, direct selling, and online marketing (Middleton & Strick, 1994) (Dibb, 

Simkin, Pride, & Ferrell, 2005; P. Kotler & Armstrong, 2010) (Gunn, 1994) (Ubeja & 

Patel, 2014) (Crompton, 1979); (Goeldner, Ritchie, & McIntosh, 2000) 

The community’s potential evaluation is a significant process allowing people 

to understand at which level the potential in each aspect is, which strengths are to be 

supported, and which weaknesses are to be improved. An aspect of people’s enthusiasm 
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or soul as well as perception and consciousness is an analysis of people’s readiness 

which refers to their participation in the development. It is important in that it 

demonstrates the community’s potential, perception, and consciousness on the 

development.  

An aspect of structure and role of the community, community’s leader, and 

community’s power is an analysis of the community’s administration condition, 

leader’s role in the development such as their qualification and characteristic, and 

readiness of the community’s organization and awareness of the importance of the 

development.  

An aspect of development planning and management is an analysis of an ability 

to solve the community’s problems and respond to demands.  

An aspect of human resources development is an analysis of readiness of the 

community’s human resources on how much they can develop the community such as 

the community’s leader, organization, and local people.  

An aspect of technology used for the development is an analysis of how 

technology can help the community achieve the development they expected. An aspect 

of communication, publication, and information system of the community is an analysis 

of the community’s potential in using communication, publication, and information 

systems to raise awareness and cooperate with each other more. An aspect of 

fundraising, workforce, and resources in the community is essential for the 

development in solving the community’s problems and responding to their demands. 

However, without proper funding, workforce, and resources, problems can occur, and 

the projects rarely achieve the goals.  

An aspect of social and cultural structure is also inevitable since each 

community has different social and cultural structures. As a result, obstacles or success 

of the development can be partially considered based on social and cultural structure 

such as people’s social value, attitude towards the development, and dependency. An 

aspect of supporting system from external organization is an analysis of both internal 

and external factors of the community such as support with materials, equipment, and 

service.  

Lastly, an academic aspect which comes from both outside and inside the 

community is to be considered. As communication does not occur only from inside the 
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community, but there is a communication with other organizations and outsiders as well 

It is necessary to know how much support the community receives from the outsiders.  

Local wisdom in information, academic, and research systems should be kept 

up-to-date with the current global situation. It focuses on providing knowledge to 

individuals, families, communities, and social institutes. The learning process in both 

regional and local communities is at such a level, that people can analyze the problems 

and find the solution by themselves through the use of local wisdom, experience, 

lessons learned, adaptation of techniques, and management. The community’s 

organization/ management/ manpower refers to an association of local people, 

organizational management at regional and community levels, development 

administration, and welfare system management to support the community’s members 

such as establishing a saving fund association, participation in the activities and 

supporting networks.    

Furthermore, educating and training local people on tourism business 

administration will draw local people to get involved in the development. They can also 

help creating tourism innovation. Tourism personnel should understand the differences 

of cultural conditions of each tourist attraction along with being knowledgeable on 

culture, language, and quality of service (Tosun, 2000) (Dwyer, Edwards, Mistilis, 

Roman, & Scott, 2009) 

Regarding tourism development, the main problem of the community’s 

potential reinforcement can be found at organizational and community level. There is a 

restriction on accessibility, decision-making, lack of resources, knowledge, academic 

skills, and awareness of ownership related to tourism (Aref & Redzuan, 2008) 

The problems and obstacles with skills and knowledge are the lack of time and 

area to study, language barrier, lack of skills, stakeholders’ attention, support for the 

leader, and proper education. The problems and obstacles with the community’s feeling 

are the tourists’ distrustfulness, competition against other communities, unfriendly 

families, problems in the community’s organization, lack of social trustworthiness and 

cultural acceptance among the tourists.  

There are also problems and obstacles with leadership. There is a lack of 

cooperation with the tourism department and lack of tourism knowledge. Policies of the 
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community’s organizations  are not in agreement. There is still lack of government 

support, financial resources, and centralization of management.        

For the external obstacles, there is the lack of support from tourism department, 

lack of publication, the organization’s ignorance on the community they support, and 

lack of cooperation with local organizations. For the obstacles on gathering resources, 

there is still the lack of a long-term plan, lack of financial resources, insufficient tourism 

service, lack of knowledge on important tourism marketing issues, lack of experience 

in the tourism industry, and lack of government support.   

 

2.2 Tourism Marketing Promotion 

Tourism marketing refers to operation of an activity to respond to the tourists’ 

demands by using a marketing research, forecasting, and marketing mix to understand 

demands, consumption trends, economic trends, and social trends of the target tourists 

as well as to understand a way to convey a product’s or service’s description to potential 

customers through publicizing in order to encourage their perception and interest on a 

tourist attraction  (Kotler & Armstrong, 2010) 

Coltman and Coltman (1989) sees tourism marketing as a philosophy of 

managing to meet the tourists’ demands by conducting research, forecasting, and 

selecting a tourism related product suitable for the market in order to achieve goals and 

obtain the best benefits for the organization. Likewise, (Middleton & Strick, 1994) 

concludes that it is a study of tourists’ demands (demand) and arrangement of the 

tourism industry’s key elements (supply) to match demand. It focuses on marketing mix 

as a tool connecting them both.  

Meanwhile, (Dibb et al., 2005) proposed that it is a marketing promotion 

activity for tourism and a way to convey a product’s or service’s description to potential 

customers through publicizing, campaigning, television advertisement, or free gifts in 

order to encourage their perception and interest in the tourist attractions. (Needham, 

1996) mentions that marketing should focus on a product development strategy to 

attract the tourists’ demands.  

Besides, Girard and Girard (2011) mention that the elements of tourism 

marketing are one of the key factors that can motivate the tourists to visit a tourist 
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attraction as tourism marketing is ready to convince the tourists to visit the tourist 

attraction by using its attractiveness, facilities, and service. It can be done by two 

methods: providing tourism related information and advertising through various media. 

The mentioned elements are major factors for tourism, which related sectors should 

consider in order to make it appropriate with tourism types, as there are many different 

ones. (Girard & Girard, 2011) say that tourism marketing is focusing on people’s 

personal interest and development of countryside tourism more. 

Mihailovic, Radnic, Atanasijevic, and Popovic (2012)conducted a study on the 

role of marketing philosophy on a countryside tourism development process for 

sustainability. The results showed that marketing of countryside tourism businesses 

should be applied as a method to create a strategic goal for the tourist attraction in the 

countryside to be successful. Marketing is not only about creating a brochure, but it is 

about setting objectives and business strategies. Furthermore, it is important to create 

an outstanding tourism product and service that will offer an exceptional experience to 

the tourists and bring profit to the tourist attractions in the countryside.   

Tourism in each system consists of several elements that play different roles but 

relate to each other. They are related to an environment outside the system as well, such 

as the general physical characteristic of the tourist attraction, climate, community and 

other physical activities in the area, ecosystem, forest, water resources, and clean air. 

Also, a management activity for tourism and environment outside the system has both 

direct and indirect influences on tourism. The tourism system should be arranged to suit 

the demand and tourism marketing’s needs based on the tourism development process 

(Gunn, 1994) 

The characteristic of the destination plays a significant role in the tourist 

evaluation in the aspect of attractiveness, image, and satisfaction towards the particular 

destination. According to  existing studies, the tourists’ satisfaction is certainly related 

to major characteristics while determination, expression, analysis, and operation are 

considered useful methods for evaluating different marketing elements.  

It is evaluated for the importance and characteristics before calculating and 

categorizing it into a tourism activity type.  There is a similarity between marketing 

promotion and marketing communication. The definition of marketing communication 

is broader than that of marketing promotion. It requires a tool to communicate with the 
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target customers called marketing mix, which includes four elements: product, price, 

place, and promotion.(Kotler & Armstrong, 2010) 

Needham (1996) demonstrated a relationship between the elements of 

marketing mix used in marketing communication. They are controllable variables that 

have to be used together or combined in order to meet the target market’s demands.  

Marketing mix consists of Product, Price, Place, and Promotion. Promotion is 

considered as the first channel for transferring a product’s information to the market. It 

aims to be a communication channel between the business and target market about the 

product in order to provide information, convince and persuade the customers to buy it. 

Moreover, it aims to build confidence and help them to make a decision on purchasing 

a product. Marketing promotion includes advertising, personal selling, and promotions. 

Marketing promotion refers to a communication between a buyer, seller, and 

person related with the purchase to create an impact on the target group’s beliefs, 

attitudes, feelings, and behaviors. Apart from the factors in the aspect of product, price, 

and place, promotion is also required to communicate with the target group. Marketing 

promotion is a communication or conveyance of the message about a product, price, 

distribution, business’s image, and so on from a producer or distributor to a consumer 

by using several media based on different purposes.     

Marketing mix of the marketing promotion includes advertising, personal 

selling, promotions, publicizing, direct selling, and electronic market (Kotler & 

Armstrong, 1999; Girard & Girard, 2011; Ubeja & Patel, 2014; Pratompon & 

Therdchai, 2012; Goeldner et al., 2000) 

Singh (2012) proposed that the four elements of marketing mix would decline 

together with the distribution channel if its price were raised. Promotion, like 

advertising on various types of media, publicizing, arranging a marketing promotional 

event, and so on, is considered to be a factor that plays the most influential role in 

marketing. It usually aims to support individual selling, advertising, and publicizing 

because the product will be interestingly presented to customers, and the promotion will 

help persuade them to buy it.  In addition, a company will not be able to reach their 

goals in marketing dimensions without promotion, which comprises of several 

elements.  
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Pomering, Noble, and Johnson (2011) points that marketing mix becomes most 

of the tourism companies’ criteria for observing their current operation and improving 

to gain more customer demand.  As a result, it is widely found as a key value for many 

companies. It also shows how their relationship with dealers, staff, customers, 

communities surrounding the company, and environment is as well as how 

sustainability-oriented the company is.    

Saranya (2016) adds that important marketing mix in marketing promotion are 

publicizing, advertising through different types of media and giving information. 

(Dittachai & Thanatpong, 2018) proposed that there are eight significant marketing mix 

strategies called 8Ps: product/service strategy, price strategy, promotion strategy, 

process strategy, physical evidence strategy, people strategy, and productivity and 

quality strategy. (Nattawat, 2019) indicates that the most essential element is product 

followed by price, marketing promotion, and distribution.  

On the other hand, (Sunan, 2019) saw that the most important part of the 

marketing mix playing the most important role is in the physical aspect: readiness of 

the location for arranging an activity and service. Marketing mix factors that are less 

important are price, human resources, promotion, product, procedure, and distribution.   

Siwapon (2015) proposed that marketing mix factors influencing customers’ 

decision to use a service are product, price, distribution channel, and distribution 

promotion.  Key marketing mix in Sirinan Nimsanae’s perspective consists of three 

main aspects: promotion, product, price, and distribution channel, respectively.  

Kanittha (2017) adds that marketing mix factor focused by tourists the most are product 

and service which product and service diversity is considered to be their main focus.  

The second on is human resources, especially the issues regarding a seller’s 

attention, promptness of the service which should be remained, and additional service 

development. (Udomdat, Jaroenchai, & Sansom, 2019) proposes that there are four key 

aspects of marketing mix that can create compatibility: product, personnel, physical 

aspect, and procedure. However, product is the most important aspect among the four 

of them, followed by personnel and promotion. 

Marketing mix in human resources aspect are interpersonal skills of personnel, 

personnel’s sufficiency, and personnel’s personality. Meanwhile, marketing mix in 

physical presentation are landscape and location planning, space allocation, location’s 
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atmosphere, direction signs, and document. Lastly, marketing mix in procedure aspect 

are promptness in problem solving, service procedures, and problem solving measure.    

Marketing promotions on the website recognized as necessary as normal 

commerce, such as offering prizes, providing special discounts on various festivals, as 

well as creating advertisement for customers to be able to select products on the website 

using a form of advertising called banner ads on websites. The last factor is process - 

an operating system that applies technology and software services such as Point of Sale 

system, ordering, product and service delivery system, payment and customer service 

system, and various risk prevention systems (Maneerat, 2014) 

Marketing Mix serves as a tool to fulfil the needs of consumers  (Adul 

Jaturongkakul, 2008) It includes (1) Products (2) Price (3) Distributing channels, and 

(4) Marketing promotion (Ake Phattarathanakul, 2013 ) of which details are as follows 

(Chanipha, 2018) 

Product affects the decision of the customers whether to buy it. New products 

should be introduced to customers so they realize that there is a choice to make, but if 

the product is what the consumers are already accustomed to, it is easier for the 

customers to only look at the appearance. When the product is outstanding, it will lead 

to a decision of the customers to buy. Good quality also affects the decision of the 

customers. Price affects the buying behavior of the customers.  Cost reduction will lead 

to buying decision. If the price is high, it will result in less purchase. The price also 

affects the customers’ awareness of a product’s value. 

Kotler and Keller (2012) revealed that product means an object presented to 

customers in order to meet their demand. Comparing to tourism business, a product can 

be relevant to destination either owned by a private or public sector. It can also be a 

commercial element like a tourist attraction, hospitality business, or tour agency.  

Lawton and Weaver (2010) seemed to play a minor role in the environment 

surrounding their company such as landscape, dwellers in the area, and climate. 

However, these undesirable impacts can be reduced with the help of marketing mix. 

Kotler and Keller (2012) further suggest that price is another significant element 

of marketing mix that takes an impact on the customers’ attitude towards a product or 

brand. An eco-friendly tourism product usually found in a niche market might have a 
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superior price, but its total cost does not include all of the undesirable external factors 

yet. 

The aforementioned case can be seen in the airlines business, a study of 

(Gössling & Buckley, 2016) demonstrated that carbon released from airlines is 

compensated for by including the costs of damages in the ticket price, but this kind of 

scheme actually has a lower subscription rate. This means that customers do not fully 

pay for just the physical components. 

The next element is promotion, which (Kotler & Keller, 2012) said that it is a 

tool for introducing a product and brand to the customers as well as convincing them to 

buy it either in the direct or indirect way.  It is also considered as another form of 

communication the company uses to connect with customers and presenting the brand. 

The next element is participant, which is defined by Zeithaml, Bitner, & 

Gremler as a person who provides service to the customers and has impact on their 

decision. It focuses on the company’s staff management and importance of customer 

mix in the company’s service delivery. 

The next one is physical evidence, which Zeithaml et al. refers to in their 2006’s 

study as a location where a company provides their service to customers and deals with 

them as well as a concrete element assisting their service operation. 

On the other hand, (Bastakis, Buhalis, & Butler, 2004) sees differently that 

sustainability is one of the key components building an image of the destination. 

However, many tourist attractions are still not ready for excessive development and are 

diverse to other areas developed to be more eco-friendly. 

Process is defined by (Gupta & Zeithaml, 2006) as the way a company operates 

its service or activities step by step.  

Bohdanowicz, Zientara, and Novotna (2011) demonstrated some examples of 

environmental-oriented devices in their study such as a lighting system in the 

accommodation using key-activated method, or a sensor which can reduce energy 

consumption. They also demonstrated the use of signs that raise tourists environmental 

awareness like encouraging them to reuse towels, use less water, and so on. These are 

considered as marketing promotion that helps raising customers’ awareness on the 

environment. 
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In addition, (Pitfield & Morrison, 2009) whose study focused on tourism 

services proposes three other marketing mix elements, which are packaging, 

programming and partnership. 

(Pitfield & Morrison, 2009) defines the term packaging as a set of related 

traveling services introduced to customers at a special price.  Programming refers to a 

schedule containing exceptional activities or events arranged for the customers aiming 

to help saving their travel cost or to make the package become more attractive (Pitfield 

& Morrison, 2009). Superior events make tourism to become more interesting to 

customers; however, environmental issues can become a challenge for many tourism 

businesses as well. For example, how a company manages the waste and builds 

relationships with local communities when they are faced with excessive amounts of 

tourists.  

McCool and Lime (2001) further suggest about the carrying capacity issue that 

programming usually links to packaging because it can help balancing the tourism 

demand and customers’ unpredictable needs caused by travelling season. This gives 

other parties like suppliers and staff more certainty.  

Pitfield and Morrison (2009)’s perspective is collaboration between tourism 

related companies to operate promotions or other marketing activities. Besides being a 

significant factor that helps packaging and programming to be successful, it helps them 

meet the overall goal as well. The mentioned goal is undesirable concept regarding 

environment and sociocultural issues in the tourism field.  

Bastakis et al. (2004) additionally showed in their studies that tour operators, 

who are considered to be powerful sector in tourism business, sometimes break the 

partnership concept as they want to increase the costs to destinations. 

Distributing channels (Place)- the channels that are easy for the customers to 

approach lead to customers’ purchase decisions and affect the brand image.  

Promotion-when customers make a decision to purchase, they will be 

influenced by marketing promotion. Such as when they receive the response after 

buying the product, they know that it assures the authenticity of the product, which 

results in a higher confidence in the service. This will help encourage consumers make 

decisions to try or purchase the product/ services easier (Janejira, 2017)  
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The concept of marketing mix by Kotler and Armstrong (2010) mentioned the 

4Ps concept saying that marketers must make decisions about the product and its 

specific characteristics, set the price, decide about how to distribute the product, and 

choose the appropriate promotion.  

Therefore, marketing mix is considered as an important factor in the business. 

Marketing mix is a tool to fulfil the needs of the customers or target groups. The 

researcher believes that it is essential to focus on this tool in planning the strategy and 

increasing the satisfaction of customers on purchases. If the marketing mix is not 

appropriate for the target groups, the opportunity to compete in the business can be 

missed. In this research, the marketing mix has been taken into account to be a part in 

measuring consumers’ decisions about products purchase to see which marketing mix 

is the most important for the customers allowing customers to learn about that product 

and service more. 

 

2.2.1 Advertising 

Advertising is a communication by a seller through a media to provide 

information about a product, which an advertiser is responsible for the advertising 

expense. It is a presentation of a concept of a product or service through non-human 

media with unveiled payment and identification of the advertiser.  

Prasanphanich (2019) mentions that marketing promotion by advertising and 

publicizing through several types of media refers to publication and internet such as 

online advertising, social media marketing (SMM), blog marketing, search engine 

optimization (SEO), Google Adwords usage, or search engine marketing (SEM), and 

online travel agency (OTA). Likewise, marketing mix that impacts on customers’ 

decision that most in Supatchaya, Montachula, and Nuttawut (2017)’s opinion is 

product, followed by physical aspect, personnel, service procedure, price, promotion, 

and distribution channel. Different advertising purposes will specify a form, content, 

and media usage. Moreover, it is essential to indicate a person who creates the 

advertisement openly. It is an impersonal communication which is a one-way 

communication towards the public. An advertising company will be hired or receive 

payment. Advertising methods can be transferring information through several media 

either at the same or different time such as radio, television, radio broadcast, newspaper, 
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document, journal, and magazine. On the other hand, it can be done by sending 

information via post, billboard, and electronic media. 

Advertising is the most efficient way to raise people’s awareness or introduce 

them to a particular subject at the beginning state of their perception on a product. It is 

also the most efficient tool to inform and raise customers’ awareness about a new 

product or service.     

As being recognized by the majority, advertising is considered as the major 

expense of most companies. Since advertising is the most noticeable company’s 

activity, it cannot be denied that the majority of recipients relate marketing with 

advertising, competitions and leaflets informing new promotions delivered to their 

houses or offices. One of the most effective and fastest marketing promotion methods 

in the business field is online marketing.  

As time pasts, several new communication channels have constantly evolved 

such as the Internet, digital television, mobile phone, and other new methods like the 

so-called ambient media. Moreover, the success of sciences in various fields, like 

psychology, sociology, statistics, medicine and economics, helps support advertising. 

It can be said that it derives from a combination of sciences and arts requiring both 

knowledge and intuition. In modern times, although there are different forms and areas 

of advertising, it is still associated with the company’s operation which is considered 

as one of the marketing communication forms (Kozielski, 2017). 

In an international market, an advertiser does not have to use the same 

advertising method although there is an advertising standard. However, some 

companies might create a universal advertisement or campaign for using in the 

countries where their products are sold. Differences in product line, market’s size, 

media availability, and degree of ownership might be factors influencing on how much 

the standard advertising should be adopted even though creating a standard advertising 

model is an objective of home office management. Practically, it would be 

overemphasized to say that few companies whose products are consumer goods would 

agree that using a standard advertising model is practical.  

On the other hand, these conditions might not affect the use of a standard 

advertising model among industrial goods businesses, which tends to be effective. In 

case that the specification of the product is the main concern for buyers, mostly 
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engineers, and they purchase them exactly based on a rational basis, using a standard 

advertising model is inevitable. Initially, the first example of a standard advertising 

model usage originated from some companies, probably in the US, who were satisfied 

with the feedback of their domestic campaign, so they believed that it would be equally 

successful in the international markets. So, an identical slogan, advertisement, or 

campaign is expected to be created and used during the development stage of the 

advertising. Moreover, it is not expected to be just like a second thought (Peebles Dean, 

1977). 

Belz and Peattie (2009) see that online channels have played a bigger role in 

marketing promotion activities. Moreover, they help a brand to bond with the customers 

which can be seen from the growth of social media usage. For example, the brands 

nowadays persuade their customers to download brochures to their smartphone or tablet 

by offering them a discount in return. This shows that not only can they build customer 

relationship, but social media can help them to be more environmentally conscious as 

well.  

Tourists’ eco-friendly travel concept might be reduced by convincing them to 

travel to or within a destination by an alternative form of transportation. (Serdane, 2020) 

also mention about ‘slow travel’ can become an important issue. 

 

2.2.2 Personal Selling  

Personal selling is one of the marketing mix’s elements that refers to verbal 

demonstration by using conversation with one target customer or more aiming to sell 

them a product. It is a process of informing the target customers and convincing them 

to buy the product through personal communication. It can be done verbally by making 

conversation with the customers to convince them to buy it. It is considered as a direct, 

one-to-one communication between a seller and target customer in order to introduce 

them to the product and answer their questions so as to create their demands and decide 

to buy it.   

Personal selling is a communication requiring a person or staff who gradually 

approaches the target customers. As a result, their perception does not emerge 

immediately, but whenever the staff becomes familiar with the customers enough that 

they can become the customers’ memory and can impress them, it cannot be denied that 
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personal selling will become more effective than advertising methods. The customers 

will develop their impression towards the product through a seller which can bring more 

acceptance than advertising. 

Personal selling is different from advertising and publicizing in that it is an 

active activity with two-way communication while others are one-way communication 

through a specific media. In addition, it is also flexible as a seller can adjust the 

information based on each target customer’s characteristic and demand. A seller can 

also perceive their feelings and reaction towards the information. This allows a seller 

to adjust the information to make the target customers understand, be satisfied, and 

decide to buy a product.  

On the other hand, advertising and publicizing can convey the information only 

to the specified target group. Plus, it is also a one-way communication. Personal selling 

encourages an interaction between a company and target customers directly. A 

company can meet their target customers and have a conversation to inform about the 

product’s information along with convincing them to buy a product or service. It is 

considered as another important element of the promotion marketing’s marketing mix 

because a company always has to pay for the personal selling activity’s expense which 

is higher than the other marketing mix factors, making it double the expense of an 

advertising activity by average.           

Personal selling refers to activities leading to an accomplishment of marketing 

goals, which can be done by using personal communication to build and maintain  

a direct relationship between a buyer and seller. It is a key principle for selling 

commodities which require explanation or demonstration for customers because of their 

complication. Other businesses requiring personal selling are industrial marketing and 

the marketing of services. Unlike the old-fashioned marketing promotion methods like 

advertising, personal selling can encourage exchange of communication with one-way 

communication. Concerning its efficiency, (Peter, 2007)showed that communicative 

interchange could help to reduce losses. 

Personal selling is considered the best strategy to gain target consumers. For 

this method, a company uses “sales force” for face-to-face encountering buyers 

aggressively and directly. It is a method requiring a salesperson with great motivation, 

approaches, and good grooming to persuade and convince customers to buy a product 
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or use a service (Garcia & Villanueva, 2009). According to (Helbig, 2011), the most 

challenging part of this method is that the salesperson’s personal approach to the 

customers needs tactics of a skillful marketing. 

Arante and Gomez (2000) said that in the aspect of sales and marketing, 

personal selling focuses on values of communication and attitudes. Meanwhile, 

(Gilleland, 2004) explains that personal selling strategies include reaching the sales 

quota, understanding the sales presentation by addressing obstacles, and reassuring 

sales voucher. Since a key to successful strategy is conveying a motivational message, 

the salesperson is required to convey an impressive story to the customers in order to 

encourage their interest and desire (Helbig, 2011), This strategy can be found in a group 

selling which the most complicated activity done by a salesperson is to create a 

connection with the customers by effective communication.  Moreover, (Phopal, 2009)  

also adds that initiating sale requires a strategy that takes persistence, energy, and focus. 

 

2.2.3 Sales Promotion 

Sales promotion is a communication method to motivate consumers to decide 

to buy a product within a specific period. A sales promotion is a short-term convincing 

tool for motivating a salesperson and agent to drive the sales as well as motivating the 

consumers to ask for and buy the product. It aims to drive the sales in short term. 

Sales promotion uses a motivational object with a purpose to draw attention 

from those who have never used the service or product before and to reward regular 

users. It can drive the sales within a short period, but it cannot remain for long term. 

However, if it is done correctly in the right time and situation, it can help supporting 

marketing promotion activities to be successful quicker. It is also a key element of the 

marketing mix consisting of various kinds of motivational tools. Mostly, the mentioned 

motivation method is considered to be short-term motivation designed to motivate the 

consumers’ decision to buy the product or use the service, or to motivate the agent to 

expand wider.  

Sales promotion can be used with three target groups: a sales department, agent, 

or consumer. Sales promotion tools for the sales department include a meeting of the 

sales department, competition, motivational program for the department, and 

equipment for sales promotion.        
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Sales promotion tools for the agent include a meeting of agents, competition 

among the agents, product exhibitions, special offers, incentives, products, and gifts. 

Meanwhile, sales promotion tools for the consumers include a sale promotion tool for 

the consumers through a retail store and a direct sales promotion tool for the consumers. 

 

2.2.4 Publicizing 

Pulicizing is a communication method focusing on creating a good image and 

attitude for the product, brand, or product’s owner. It is specified to promote a 

company’s image and product. People will cooperate and support the company when it 

can create an impressive image and gain popularity from the majority. Their image 

comes from the consumers’ perception, which can either be positive or negative. The 

most important and necessary thing for the company’s operation is a good image 

because it can bring friendliness, trust and acceptance. On the other hand, a negative 

image of the company can create unreliability among people leading them not to trust 

and cooperate with the company.   

A good public relation will help creating a good image of the company on 

people’s minds. It will make them trust in the company and their product and service. 

It is different from the sales promotion method as it is not an introduction of the product 

or service directly. Also, it is different from advertising which focuses on convincing 

the target customers by showing their product’s qualification is better than the rivals.  

Instead, publicizing focuses on building a good impression and customer 

relationship. It aims to encourage marketers to build a good image and value to the 

company and product since a good image of the company and product can bring higher 

sales, which allows the company to maintain their market share.   

Publicizing is the most effective way to raise people’s awareness or perception 

about a company, product, or service. For example, Siam Cement Group built the 

company’s image as a company caring about society.        

Different definitions are given to a term publicizing. In PR aspect, public 

relations related activities tend to be seen as having strategic and corporate impact. On 

the other hand, as a sector using PR activity a lot, many marketers consider it as a 

strategic element of the promotion mix.  
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According to Hazleton and Botan (1989), they refer to public relations (PR) as 

an “emerging” social science discipline, which still lacks diverse models and subjects  

Moreover, it receives a vast impact from practice (Pasadeos, Renfro, & Hanily, 

1999) (Morton & Lin, 1995). According to (Hazleton & Botan, 1989) and Hallahan 

(Hallahan, 1993), the lack of public relations models is partially caused by the lack of 

major agreements on the origin of public relations, which was originally caused by its 

variety and adaptation to the global current condition (Mathur et al., 1997).      

According to Morton and Lin (1995), they add that measurement development is still 

required for public relations since it can help evaluating each dimension based on 

experiences and indicating its driving forces.  

As a result, it is necessary to make their major elements practical along with 

improving the measurement scales for these elements so as to obtain experience-based 

findings related to public relations.  

A concept of public relations from the academics’ perspective has been changed 

from a communication activity to management discipline. According to a study by 

Grunig and Hunt (1984), which focused on the relevance of public relations and 

communication management, it is considered as communication management between 

an organization and people. Likewise, Cutlip, Center, and Broom (1999) saw public 

relations as managing communication to indicate, create, and keep relationships and 

benefits between an organization and its related sectors.  

In conclusion, it can be said that public relations is a “relationship management” 

(Ledingham & Bruning, 1998) 

Publicizing is one of the important communication channels in creating a better 

understanding between organizations, the shareholders, and the public. Publicizing 

deals with communication tools. Public relation personnel must be always aware of 

appropriate and accurate communication topics and communication tools in order to 

truly reach the target groups.  

At present, publicizing has been greatly adjusted, which is currently in the age 

of information technology and communication due to the rapid development of 

technology, to the growth of the number of Internet users around the world, and the 

growth of the smartphone business market.  
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As a result, today's online social media communication behavior of consumers 

has expanded and affects the mechanisms of information recognition, behavioral 

stimulation, participation, and creating a bond between the organization and the 

shareholders (Poj, 2010). 

Therefore, public relations operation has changed from the past, which mainly 

disseminated information through radio, television, newspapers and magazines. Due to 

the fact that the online community is considered as a place to express opinions and a 

tool that creates the bond of love and good relationship between an organization and its 

shareholders, one of the key problems that obstructs the public relations personnel from 

planning to use social media effectively is their knowledge in communication 

technology.  

Public relations personnel must always keep in mind that building knowledge 

and understanding, and building good relationships is the main goal of public relations.  

Communication technology serves as an important tool for a public relations career. To 

obtain the effective public relations operations requires knowledge and understanding 

in its operation and the awareness of how to use the media effectively as well. 

Publicizing operations- Gilmore, Carson, and Ascenção (2007) compared the 

change of the publicizing operations after the growth of social media in the past, the 

present and the future. In the past, the publicizing operations 1) Public relations 

personnel disseminated their information about the organization through mass media. 

Therefore, consumers received information from the presentation of the mass media 

only. In public relations operations in the past, no one could see the press released that 

the organization wanted to publicize, except journalists or editors. 2) In sending public 

relations news in the past, the organization must first have their own topics then the 

public relations personnel would write the news and send it to the mass media. 3) 

Dissemination of news often used specific terminology that could be understood by 

only journalists or editors. The public relations personnel wound not be able to 

publicize the news without the opinions of the third parties, such as customers, analysts 

and experts, etc. 4) The effectiveness of publicizing could only be measured by the 

news that the mass media published (clipping). 5) The work of the public relations 

department with the marketing department was completely separated. Each department 

had different strategies, goals, techniques, and evaluations. 
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Public relations can present information about the organization and products 

directly to the target groups on a suitable channel to publicize information using online 

social media without having to rely on the main media. The topics presented through 

various media, especially online community, reflect the image of the entire organization 

whether it's news releases, interviews, and activities or stories that the organization 

publishes. 

News and information presented to various target groups must be reliable since 

nowadays there are various ways to receive information. Publicizing must not contain 

propaganda, as the recipients want to get involved more with the organization. 

Therefore, to present the information, it requires 2-way communication in order to hear 

the opinions from various groups of people who give feedback that reflects the 

organization.  

Social media allows public relations information to be distributed, such as 

corporate information and vision, etc. If the information is distributed through the same 

media as in the past such as radio, television or books, there is limited time period for 

the information to be broadcasted and it cannot be redistributed. 

The company can convince consumers to be interested in the product or trust 

the company and lead the customers to purchasing decision process by presenting 

wholesome news and information via social media because currently most of the 

consumers often use social media to search for information about products or services. 

In addition, publicizing through social media can present the information immediately. 

The communication procedures using social media - most of the successful 

organizations pay attention to framing strategies to create strong communication, clear 

communication, and the ability to present their content and topics that reveal the 

identity of the organization.  The growth of social media, which has developed into 

channels and networks that have a rapid growth rate of users compared to other media, 

is more effective in terms of the perception of the consumers. It also encourages the 

customers’ consuming behavior and participation in expressing opinions in various 

topics.  It can help the organization be able to seek for communication development in 

order to directly and effectively reach more target groups. Using social media to 

publicize, the organization needs to use the whole communication process as the main 

process of communication, which includes the following factors. 
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Sender-each organization sends messages to the target groups and the public 

constantly. Therefore, the organization must be clear on the characteristics of the 

organization, the image, the strengths / weaknesses, the opportunities / threats, the 

factors that will maintain the strong image, plans and solutions to deal with unexpected 

situations, and short-term and long-term organizational planning strategies.  

Message-the news and the information that the organization presents have an 

effect on its image, as well as the perception of target groups. Therefore, the content in 

social media must be concise, easy to understand, and be able to promote the image of 

the organization.  

Furthermore, it must not serve as an advertisement. The information that is 

commonly publicized through social media can be in the direction of organization 

management, service-related information, marketing promotion, sales promotion, 

organization activities, and social roles. 

Media and channels-in communication process, the process and pattern of 

transferring content or news from the sender to the receiver, both in direct and indirect 

communication through publicizing on social media often focuses on building new 

customer bases and maintaining existing customers, as well as increasing the frequency, 

creating acceptance and participation of the society, creating and improving image, and 

accepting public opinions via two-way communication.  

Receiver-the receivers can be considered influential to the communication 

process because they lead to the decision-making process. The receivers can be 

classified into many groups such as current customers, target customers, and the target 

group that the organization wants to communicate to. In publicizing, the organization 

must adhere to the credibility and sincerity, which will lead to the customers’ assurance, 

as well as the decision to purchase the products and services, or their cooperation with 

the organization. The whole communication process is absolutely necessary to help the 

organization to see the feedback of the receivers to the sender. Aside from reflecting 

the organization's communication strategy, it also reflects the image of the organization 

which serves as a sender clearly. The reflection from social media will be another factor 

to be used to analyze the content and techniques of the communication before 

publicizing through online social media. 
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2.2.5 Direct Sale 

Direct sale is a communication method requiring the use of company’s tools 

specifically with target customers in form of two-way communication. Recipients can 

order products directly from their home, office, or other places that are not retail stores. 

It is a communication method using tools like a letter, telephone, email, and impersonal 

communication tools in order to motivate the customers’ response directly. Direct sale 

refers to a marketing system deriving from a combination of techniques to allow the 

customers to be able to buy products directly from their home, office, or other places 

apart from retail stores.  

Direct sale focuses on offering a deal to the consumers directly. By 

understanding the needs of both company and consumers directly, direct sale is 

considered as one of the most effective tools used with consumers who work in the 

same field and need the same product and service such as a lawyer, dentist, and 

professor.   

Also, it focuses on the consistency of a product and service’s information 

transfer without short-term business benefits and aims to create long-term relationships.   

It focuses on consumers’ benefits directly. Direct sale media brings the consumers’ 

response, which is different from common advertisement. For example, a seminar, 

exhibition, letter, selling at a counter, telephone, post, advertisement in a catalogue, 

coupon, brochure, leaflet, product description, and participation in activities.  

Therefore, direct sale is marketing using the media to the individuals directly.  

It aims to encourage consumers’ reaction which is related with direct sale because there 

is a direct information exchange between both sides, and direct sale also uses 

customers’ database. It grows rapidly due to various factors like a change of people’s 

lifestyle which can be a husband and wife working outside, widespread use of credit 

card, consumers’ boredom of buying a product at the shopping mall, higher customers’ 

buying power, and customers’ demands for higher quality of products and services than 

other common retail stores.  

 

2.2.6 Online Marketing 

Online marketing refers to a modern communication using computer 

technology to communicate with consumers to convince them to behave as a marketer 



 

 

34 

wants. A marketing promotion method using variety of communication methods and 

advanced technology allows the consumers to be able to communicate through both 

original media including newspaper, radio, telephone, and television and more modern 

media such as computer, fax, and mobile phone. This new technology can motivate 

companies to use a communication method focusing on a specific target group as well 

as in-person communication instead of mass media.   

In conveying information to the target group, marketing promotion mainly aims 

to convey information about the product to the customers in order to convince them to 

buy the product and remind them about the product’s logo. This increases their demands 

for a company’s product. To specify a ratio of the marketing mix usage, it can be done 

by considering factors about the target market’s characteristics, customers’ objectives, 

product user, market geography, and customers’ interest level on the product.  

Meanwhile, factors about the product include characteristics of the product, 

value of the product per unit, and product life cycle including introduction stage 

requiring the use of an advertisement to motivate customers’ interest; growth stage 

requiring the use of the advertisement to create knowledge and difference for the brand; 

maturity stage requiring the use of sales promotion to motivate customers’ decision; 

and decline stage requiring the reduction of the sales promotion budget.      

Marketing channels are constantly evolving which can be noticed from the 

emerging new marketing channels in the technology market through mobile phones and 

personal computers. Meanwhile, when a product fully expands in a particular 

marketplace, it can move to other marketing channels as well. For example, it would 

sound impossible for people to simply buy a computer at an electronic store ten years 

ago; however, in 1997, an estimated 33 million computers were sold at retail stores.  

Regarding door-to-door (D2D) or direct sale marketing channel,  (Kotler & 

Armstrong, 1999) said that it began with a method of selling a product at different 

places until it became a huge industry. Coughlan (2002) emphasizes that the door-to-

door sale method is varied based on a company’s other types of channels. It is applied 

to a product with a high personal sale cost and margin and can be sold in small orders.  

Minor purchasers in the market are the main focus in order to minimize cost of 

sales and supply as well as to offer customers an exceptional experience. The pro of 

this method is that it provides convenience to the customers and builds their relationship 
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with the company. However, the product cost tends to be high due to high expenses on 

employment, training, paying, and motivating a sale team (Cônsoli & Neves, 2008; 

Cônsoli Matheus, 2008). 

Amidst a more competitive environment and advanced technology around the 

world, marketing channels emerge.  Due to this advancement, many companies began 

to develop their marketing channel systems by cooperating with their partners 

throughout the nation (Johnson, Cullen, Sakano, & Takenouchi, 1996) Moreover, due 

to a strong competitiveness in the domestic market, a lot of companies seek further 

opportunities in the international market instead (Cateora & Graham, 1999) Therefore, 

it is significant to pay attention to the influence of the cross-cultural issue on customers’ 

response to the companies’ marketing channels (Mehta, 2001). 

Aspects of online marketing have been widely influenced by the tourism 

industry (Gossling, 2015) and it becomes particular in areas of marketing promotion. 

Many issues related to these mentioned areas in the present time have come into fruition 

such as co-creation, effective use of the marketing mix, upstream versus downstream 

targeting, and de-marketing. (Gossling, 2015) (Borden, Coles, & Shaw, 2017) (Barr, 

Shaw, & Coles, 2011) 

It cannot be denied that online marketing communication has become a major 

factor in the last decade because of the expansion of information and communication 

technologies (ICT) among the general public due to its accessibility and lower cost. 

Due to intense influences of information and communication technologies usage on 

how a company runs its business, the way its information is exchanges with other 

business partners, the way it organizes the communication within the company, and the 

way it communicates with customers, targeting a customer group by genders becomes 

a requirement for online environment. Content sharing methods should be redesigned 

in order to support empirical research on information systems (IS) while a study on 

consumers’ interaction with different marketing motivations should be investigated 

further. 

As far as the commercial aspect is concerned, a successful online business 

mainly requires an understanding of the size, features, and demands of market. As a 

result, it is necessary for businesses to understand people using the Internet, their 
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demands, and their behaviors in an online context in order to create an effective online 

presence. 

As the consumers are involved with marketing communication differently 

depending on the characteristics of online media, it is essential to conduct an evaluation 

on similarities and differences between old-fashioned advertising media and web 

advertising. 

Ahmed and Gray (1996) said that solely outstanding tourism resources are not 

enough to promote and convince tourists to visit tourist attractions. Therefore, a tourism 

promotion activity plays a major role in enhancing competitiveness of the area because 

the tourists’ attitudes and opinions are the most important factors influencing their 

decision to visit the area. 

Promoting a tourist attraction’s activities can enhance its competitiveness and 

increase the number of people who are interested in visiting the area. Setting a strategy 

to promote the activities for tourism promotion can be varied based on the tourist 

attraction’s condition and environment. Similarly, Dibb et al. (2005) further proposed 

that a tourism promotion activity as well as conveying a product or service description 

to potential customers by using publicizing, campaign, television advertisement, or free 

gifts can motivate their perception and interest in the tourist attraction. Fridgen (1996). 

also adds that tourism emerges from both internal and external motivation (intrinsic and 

extrinsic motivation). Some tourists travel for their satisfaction and excitement whereas 

some travel for business purpose. 

Pearce and Phillips (1988) proposed that a marketer who studies tourism and 

the factors influencing the tourists’ needs will be able to develop and design a product 

or service that meets the tourists’ demands. As the tourists’ demands are varied, a 

marketer who can design a product or service that meets demands in several aspects at 

the same time in the same market share will be successful in selling the product or 

service. Not only do major characteristics and tourist attractions of the destination city 

attract tourists, but the ability of the destination city to respond to their physical 

demands also matters.    

Hafner et al. (2012) concluded that an adaptation of tourism marketing by using 

a concept of the “nature” of tourists’ service usage includes the following attributes 
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which are having seasonal demand, require high cost, relevance of a product and service 

in the tourism business, and success of the tourism business.   

This type of marketing channel is considered as regarding the levels of the 

distribution channel, which are the number of intermediaries and products and (or) the 

ownership of the product’s manufacturer to the consumers. The sale excluding the 

intermediary is called Direct Distribution Channel. The sale including the intermediary 

is called Indirect Distribution Channel (Suwanate & Peerakran, 2018) 

 

2.3 Tourism Marketer Skills 

In order to drive and support tourism products, professional marketers are 

needed. There are three basic characteristics of a marketer which are as follows. They 

should have experience in technology related to the product and international markets; 

have experience in training and education; and have communication skills and foreign 

language ability.  

 

2.3.1 Experience Profile 

“Profile of competence” or marketing skills among the marketers are considered 

as an essential element for both task and non-task experience. (Payne and Pugh) 

proposed the concept of marketing skills as key characteristics including flexibility, 

innovativeness, and quality of performance. They argue that experience allows the 

educational component of competence to be evaluated and realized. Marketers should 

at least reach a minimum level of experience before operating any marketing activities 

at reasonable levels of efficiency.  

To operate a marketing activity in the international markets at their best 

performance level, one must be able to gather all related experience about the products, 

technology, people, markets, companies and cultures. Regarding experience aspect, 

there are several key elements, according to Turnbull and Welham (1985)’s study, in 

which the IMP project attempted to measure.  

The duration of time spent in each category is used as a measure which includes: 

total work experience; experience in present marketing job; experience in the product 

technology; and experience of living and travelling in foreign markets. 
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2.3.2 Overseas Work Experience 

Turnbull and Welham (1985) explained that experience in living and/or working 

abroad is considered to be a significant qualification as it is necessary for connecting 

with foreign customers and host countries. There should be valuable inputs for 

developing marketing staff’s competence. Cross-cultural experience as well as business 

practices are especially useful for improving customer orientation and reduce psychic 

distance. 

 

2.3.3 Training and Qualification Profiles  

Obviously, professional training and educational background can be a key that 

makes a marketer successful. According to (Turnbull Peter, 1985), he showed that they 

are useful for understanding and satisfying customers’ needs and problems along with 

seeking for solutions to their problems. Training and education are essential in both 

technical and commercial dimensions. For example, training and educational 

background related to the product, production technology, organization, negotiation, 

and business management. However, some argue that staff performance has nothing to 

do with their educational background since training can be done during one’s work 

operation as well as through formal learning programs. Although it might not be 

necessary to evaluate one’s effectiveness solely based on these formal qualifications, it 

is still reasonable to use educational qualifications as an alternative measurement for 

certain acquired skills and competence.  

 

2.3.4 Marketers’ Social and Emotional Competencies 

Although social and emotional competencies play an important part for 

marketers’ role, they are mentioned differently in various aspects in several 

undergraduate curriculum such as in psychology, human resource management, etc. 

Rausch, Hess, and Bacigalupo (2011) state that using emotional intelligence skills 

practically can improve the individual and group when making a decision as well as its 

outcome.   

There are a number of researchers studying social and emotional competencies 

(SEC), and they are mixed (Boyatzis, Boyatzis, & Ratti, 2009) (Ramo, Saris, & 

Boyatzis, 2009) (Emmerling, Boyatzis, Araujo, & Taylor, 2012) (May & Carter, 2012) 
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(Carter & Yeo, 2017) (Manna & Smith, 2004)suggested that it is extremely vital for a 

sales trainee to have a combination of different skills like communication skills, 

creative skills, negotiating skills, emotional intelligence, and presentation skills 

together with the need to differentiate personality types.  

On the other hand, (Yildirim, 2007) discovered that to be a successful marketer, 

one must have a combination of several competencies as well, such as the SEC clusters 

like self-management, self-awareness, social awareness, and relationship skills, rather 

than specific characteristics (Carter, 2017). 

According to the study (Bharti, Sharma, Agrawal, & Sengar, 2014), regarding 

the bottom of the pyramid (BOP) market, marketers these days play a major role in 

developing and bringing advancement by raising consumers’ awareness on meaningful 

consumption, need-based consumption, preferential and purposeful spending on the 

utility products and services, and community’s promotion for production and 

production related activities.  

As far as this major task is concerned, changing the marketers’ mindset as well 

as policy and decision makers’ is expected to be able to help making changes in the 

ideology and perception of the change makers. Therefore, the significance of mindset 

changing among the marketers is the main proposal of this study. The change aims to 

pave them to be ready for entering emerging markets in order to develop and serve the 

market. 

 

2.3.5 Marketer’s Mindset: Enabler for Desired Changes 

Economic development, long-term profitability, and sustainability are also 

known as society’s holistic development, which is expected to be developed from the 

desired changes. The marketers’ behavior and organization’s culture change is an 

influence of changing the marketer’s mindset. However, Bharti et al. (2014) adds that 

making changes of their mindset requires the development in certain aspects. Also, 

there should be a study on whether mindset change can be made or not. 

Concerning community tourism management, it is necessary to place 

importance on human resources, especially local people who are regarded as key 

persons in providing creativity and driving the tourism development and management 

towards the goal, together with the help of the community’s members and related 
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parties for setting a tourism development plan, tourism management procedure, and 

tourism evaluation. Human resources should be developed in three aspects: knowledge, 

skill, and attributes (Nattinee & Kanok, 2017) 

Knowledge refers to essential knowledge including technical knowledge and 

customer focus and tourism knowledge. Skill refers to communication and teamwork 

skills. Attribute refers to attributes related to innovation, flexibility, motivation, 

relationship building, and leadership. 

Meanwhile, key strategies for human resources development are looking 

clearly, listening carefully, taking action, and discussion (Nattinee & Kanok, 2017) 

which looking clearly means to take local people to a field trip to learn from other 

communities. Listening comprehensibly means to take a training course and listen to 

the content and techniques about community tourism.  Taking action means to give the 

community’s members an opportunity to perform and show their competency.  

Discussion means to arrange a meeting every time the community takes tourists on a 

field trip or after they attend a training course. This step encourages everyone to share 

their knowledge with each other and evaluate the community’s human resource 

management. 

Sukhum (2018) proposes that a community with potential in tourism marketing 

promotion requires experience, expertise, creativity, skill, participation, cognition, and 

opportunity.  

Experience refers to experience in arranging tourism activities, welcoming 

tourists, encountering problems related to tourism management, achievement from 

community tourism management, distributing tourism benefits, tourism effects, and so 

on. The experience of each community can be used to analyze in order to create a 

principle experience for each community’s tourist attractions.  

Expertise refers to expertise in any operation applicable to tourism marketing, 

which can create competitiveness in the recent time. To connect tourism community to 

tourism marketing requires several expertises such as SWOT analysis of the tourism 

marketing, product and service production that can respond to the needs of a specific 

tourist group, tourism management in the area, and coordination with the members.   

Creativity means to think out of the box and try new things in order to generate 

unique tourism related products and services for each community which can become 



 

 

41 

the community’s selling point. It can help the community to develop their tourism 

management process to be more efficient. 

Skill means to continuously practice one’s skill which can lead to an effective 

work performance. For example, a skill in producing a tourism related product and 

service, in providing tourism experience to the tourists, and in collaborating with other 

networks to develop a proficient marketing promotion as well as to be able to approach 

the target tourist more. Cooperation means to collaborate with other community’s 

members and related parties from planning, implementing, examining, to evaluating 

work procedures. All members should pay attention to the participation for successful 

work. 

Learning means to seek for more knowledge related to one’s skill. It should be 

related to tourism management so as to make the area be more efficient. Learning can 

be done by studying from a successful model, experimenting, and attending a training 

course to improve skills.  

Patience means to attempt to accomplish the community’s goal. Due to 

uncontrollable factors in the tourism industry, which can intimidate the community’s 

members any time, patience is extremely important. 

Opportunity refers to controllably external factors, which can bring an 

opportunity to an area, especially a marketing opportunity that can help the community 

achieve their goal. Therefore, an opportunity is regarded as a factor everyone should 

understand and adapt to their work immediately in order to use it to create successful 

tourism marketing.  

Potential reinforcement is associated with human resources and organization 

development because human resources development, personal capability extraction and 

strengthening, educating, preparing personal skills, accessing knowledge, and training 

can help creating the efficient potential reinforcement. Moreover, it helps creating the 

overall environment. It is mostly used for developing community cooperation and 

management at different levels. As being an owner of the community, process, and 

cooperation in supporting the development, people focus on personal potential 

development process.  
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Community capacity building consists of the following principles:  

1) Community domain consists of community’ s power, background, 

conflict, leadership, and participation. 

2) Institutional domain consists of an institute’ s influence, role, 

resources, policy, discourse, and response. 

3) Linking domain consists of networks between organizations both 

inside and outside a system, interaction, participation, response to the community’ s 

demand.     

4) Knowledge domain consists of critical reaction, awareness of power, 

a process leading to knowledge adaptation to meet the community’s demand. 

5) Skills and abilities domain consist of leadership, reliability, and 

problem-solving skill. 

6) Resource transfer domain consists of resource movement. 

Hence, the community’s potential is an interaction among human capital, 

organizational resources, and social capital in the community. It is used for solving the 

majority’s problem and improving the community’s way of living. It can be proceeded 

through an informal social procedure and/or be an organization’s attempt as well as 

community empowerment (Thanunsak, 2014) 

Operating tourism marketing requires personnel who are knowledgeable in 

marketing, understand the current condition of tourism marketing and market share, 

able to plan a new marketing development plan, able to build good relationships with 

tourism related organizations in tourist attractions, and importantly able to use 

computer and technology for data analysis (Cobb, Samuels, & Sexton, 1998)  

includes knowledge, ability, skills, and personal experience. A human being is 

considered as “capital” that can always create “additional value”. Meanwhile, tourism 

related business owners in the Northeastern region are focusing on human capital 

development.  They achieve this by attending tourism related training courses in both 

lecture and practice sessions, other organizations’ support and service on marketing to 

improve tourism, and create a demand for support on know-how and experience to 

improve their potential on tourism marketing and publicizing. However, most of the 

business owners’ problems are related to language and culture barrier, followed by 

management, service, and technology, respectively. Essentially, they need to be 
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developed in order to increase the efficiency of human capital management for a 

tourism marketing’s purpose. 

Nowadays, recruitment emphasizes on 3R x 7C learning skills. 3R refers to 

(R)eading, (W)riting, a(R)ithmetics while 7C refers to Critical Thinking & Problem 

Solving, Creativity & Innovation, Cross-Culture Understanding, Collaboration 

Teamwork & Leadership, Communication Information & Media Literacy, Computing 

& ICT Literacy, Career & Learning Skills. However, the development should be an 

active learning transfer process for “human capital” that plays a major role and factor 

impacting on the organization’s achievement as well as competitiveness. In addition, 

the skills are knowledge referring to the ability to explain a subject accurately and clear, 

ability to do something productively and efficiently, and attribute referring to a person’s 

behavior accordant with his role.(Butsakorn, 2019) 

According to a study on the Development of Personnel Production Program of 

Tourism Industry Association’s Front Office Department to Increase Competitiveness 

in ASEN conducted by Thanasin (2017) it was discovered that an academic institute 

should use ASEAN tourism professional standard framework for developing graduated 

students’ competency in order to reassure that their qualifications meet a company’s 

requirement, especially ASEAN’s, including 14 competencies covering core 

competency and generic competency.  

Core Competency includes working effectively with colleagues and customers, 

working in a socially diverse environment, maintain and develop hospitality related 

knowledge, conform to safety and sanitation regulations and conform to sanitation 

regulations in the workplace. On the other hand, generic competency covers 

communication via telephone efficiently, use general business tools and technology, 

use and search for information in the computer system, provide support and suggestion 

on a product and service as well as welcome a customer, communicate with basic 

English language, perform general administrative tasks, proceed financial transactions 

with the bank or financial institute, manage and solve conflict situations and nurse or 

provide basic assistance to patients. 

The development of knowledge, ability to communicate with English language, 

ability to think critically, and seek for knowledge and information related to the work 
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should be focused on, whereas the main qualifications include morality and being a 

good Thai citizen. 

These qualifications can help marketers build relationships with potential 

customers and interact with them successfully. In addition, they can help them to 

understand their problems and needs, solve their problems, and finally sell or transfer 

these solutions to the customer. However, other qualifications are also essential for the 

marketers. Individual personality, intelligence, perception, cognition and beliefs most 

readily come to mind.  

 

2.4 Human Resources Development in Tourism Marketing Promotion  

 

Human resources is considered as the most significant factor for successful 

management. To achieve a goal efficiently and effectively, an organization or company 

must rely on human resources’ quality and potential. They must be knowledgeable and 

skillful with a positive attitude towards their roles. Therefore, it is necessary to upgrade 

their knowledge, skill, and attitude to perform their best for the prosperity and 

continuous progress of the organization (Pimluck, 2014) 

Likewise, a community’s potential reinforcement process in the aspect of 

community tourism marketing promotion also requires higher quality human resources 

so that it becomes efficient and successful while being able to respond to the tourists’ 

demand. However, human resources development is more than just a training: it covers 

an education, orientation, seminar, follow-up and evaluation, and career management. 

It must create an answer leading to an easier and clearer objective (Prawet, 1999)  

The human resources development can be done as follows. 

Orientation is an activity allowing an organization to introduce their business, 

role, supervisor, and team to new employees so that they are familiar with the 

organization, regulation, procedure, and existing personnel. Moreover, it will make 

them understand the organizational culture and help them to be adaptable to their role 

and team.  

This can be done by giving them basic information about the organization as 

well as essential information for their roles. An orientation is one of socialization’s 
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elements which is a continuous process that help shaping employees’ attitudes, 

standards, values, and patterns of behavior to meet the organization’s and department’s 

expectation (Kuntida, 2011) 

Comparing to the community’s potential reinforcement, an orientation can refer 

to making the community’s members whose jobs are related to tourism to understand 

their role, tourist attractions, tourism marketing, tourism related products, and to be a 

good host for the tourists. 

Coaching is a job learned through instructions given by a supervisor or expert 

step by step whereas a trainee follows the instruction. There is a follow-up and 

evaluation for the trainee to improve their performance, develop their working skills, 

solve problems related to their work, and to be confident in their works. 

Coaching is not only teaching or giving work instruction, but it also includes 

giving assistance, suggestion, support, and opportunity to improve one’s performance 

which can help an employee or trainee to achieve their task independently and 

efficiently (Waiwit, 2016; Sirirat, 2016b) (The 3rd Office of Agricultural Support and 

Development of Rayong, 2017) The community’s members whose jobs are related to 

tourism get to learn about tourism marketing from real situations.  

Meeting is gathering people in the same organization or area to discuss an 

important issue that needs cooperation from everyone in order to resolve it. A meeting 

is to discuss and exchange ideas, information, point of view, and attitude and there will 

be a person recording the minutes of the meeting. It is considered as a cooperative 

communication allowing every tourism management related sector to discuss and 

collaborate with each other (Watchara, 2008; Sirirat, 2016a)  

Education is giving knowledge, understanding, skills, attitude, motivation, and 

opportunity to personnel in order to use them effectively and to develop their 

competency. It can be done by giving a scholarship, allowing them to further study in 

a short-term or medium-term course, and sending them to study in a bachelor’s degree 

or higher. As a result, education is regarded as a major investment for both organization 

and personnel (Pimluck, 2014; Sirirat, 2016b) 

Training is a systematic process managed by an organization to increase 

knowledge, skills, experience, and working competency for their personnel. It helps 

changing employees’ inappropriate behaviors and attitudes so that their qualification 
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and ability meet the organization’s expectation. Moreover, it helps motivating the 

employees as well. Regardless of the knowledge and competency, if one does not have 

passion for their work, they might not give their best.  

Therefore, it is important to give them motivation to work so that they can work 

efficiently and accomplish the organization’s goal. Hence, local personnel should be 

trained, especially on both formal and informal interpretation including one-way and 

two-way communication as well as cooperative communication between a tourism 

communication network and tourists, for developing human resources to meet the 

standards and principles of sustainable tourism management so as to communicate with 

the tourists productively (Dusit, 2011; Watchara, 2008; Sirirat, 2016a)  

Seminar is inviting a knowledgeable or expert instructor to pass on their 

knowledge to audiences so that they can improve themselves. There will be an area for 

people to attend the seminar and share their opinions or ask questions to the instructor. 

A material with the related content might be provided to audiences so that they can 

catch up with the seminar and apply it to their work such as generating new things, 

improving their performance, or resolving their mistakes. In conclusion, a seminar is 

listening to a particular subject instructed by an expert in order to gain knowledge and 

use it to develop one’s potential (Seminar, 2018; Sirirat, 2016b)  

Observation is allowing employees to see and learn from work similar to theirs. 

They get to see different working procedures or ideas from other organizations that 

might be adaptable to theirs. Besides, joining a field trip allows them to relax from 

work. Observing management procedures of other similar communities can be an 

example or lesson for the community to consider the effects that can occur and plan for 

preventive measures from the beginning. It also helps employees to be experts in their 

field so that they can generate new innovation to help developing their community by 

focusing on a physical survey; outer circle map (showing natural resources and land); 

community map (showing residence location, artificial resources, and natural 

resources); a study on community’s background, wisdom, culture, and tradition; a study 

on a relationship between the community and the use of natural resources and tourism 

resources; a study on groups of local people in the community they visit to learn their 

potential, limitation, and problems. Observation also helps attendees to learn and 

understand more allowing them to adapt the obtained techniques to their community 
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tourism marketing promotion (Dechchart & Maneewan, 2015; Pimluck, 2014; 

Weerapon, 2006; Sirirat, 2016b; Autjima, Paiboon, Chantat, & Mantana, 2015) 

Offering to study abroad is offering an employee an opportunity to further study 

a particular subject because an organization emphasizes on improving or expanding 

their work, especially work requiring advanced technology or more efficient 

management. It is necessary to consider an employee with suitable education for 

attending a higher level academic institute renowned for that particular subject. They 

should also specify commitment for the selected employee to come back to work for 

the organization after graduating (Kuntida, 2011; Pimluck, 2014)  

On-the-job training is learning along with working. An employee is trained 

before getting to practice in the real situation. They are assigned more tasks to motivate 

them to learn from the situation, or there could be a work rotation to allow the employee 

to learn new tasks. Instead of theoretical learning, on-the-job training focuses on 

practical knowledge; therefore, it can create knowledge and understanding among the 

employees who are suitable for performing their task as it can clearly show results 

within a short period at low cost. However, there should not be too many on-the-job 

trainees as the trainer might not be able to pay attention to everyone consistently leading 

to mistakes while working (Kuntida, 2011; Pimluck, 2014)  

Creating a network is gathering local people with the same goal together as a 

network to help drive a concrete mechanism. A network helps a working system to 

expand rapidly by supporting cooperation among the governmental sector, citizens, and 

tourism resources management organization. It focuses on creating and developing 

tourism management mechanisms to create a unity operation, reduce complexity of 

tasks, and offer an opportunity for every sector to participate in the management at all 

levels. (Autjima et al., 2015) 

Tourism marketing reinforcement provided by the governmental sector should 

be able to offer an opportunity to the community and strengthen their potential. An 

academic institute should educate local people while tour agencies should also find 

target tourists that are suitable with the community’s activity. To strengthen tourism 

marketing of the community, the development of tourism products and activities is 

necessary which can be done by adapting the community’s resources, way of living, 
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and culture for tourism purposes such as local foods, local wisdom, the community’s 

forest, and local costumes.  (Sukhum, 2018)  

Human resource reinforcement is also essential for tourism promotion so that 

they are ready for tourism management, which can be done by educating the 

community’s members as well as providing training on tourism products, tourism 

management, sustainable tourism development, tourist’s regulation, financial 

management, accounting, basic marketing, marketing strategy, tourism marketing 

promotion, and publicizing channel and media (Department of Tourism, 2015; 

Sukhum, 2018)  

Regarding a selection of tourism marketing personnel, it can be seen from 

(Grenčíková, Vojtovič, & Gullerová, 2013)’s study, which demonstrates that tourism 

related personnel need to be well-trained, skillful, and knowledgeable on tourism. 

Moreover, they must have a positive attitude towards their work, self-esteem, and 

willingness to help other people. The study emphasizes that creating people’s potential 

should start from tourism related educational system. 

Communication with tourists and within the community is necessary for the 

community’s potential reinforcement process in the aspect of tourism marketing 

promotion. There should be an information center providing information about the 

community to the tourists including all the activities, festivals, and other services in the 

community that are essential for the tourists. Moreover, information shared to local 

people can help to encourage them to participate in the tourism development process 

and create significance between the tourism related organization and local people. 

There should also be an education and training course to help the local people to be 

well-prepared for providing service to the tourists.  

The tourism organization in the community should educate and train tourism 

personnel in the community to be knowledgeable in their field so that they can provide 

a quality and friendly service to the tourists. Research and collecting data are important 

and useful in helping people to make decisions in advance and predict trends that might 

impact their tourism and marketing promotion.  

This can be done by direct advertising, communication via mass media, and 

connection between people. Arranging a special activity should also be done to promote 

tourism in the community to target tourists and increase market share. Sustainable 
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knowledge management should be focused on by preparing human resources to be 

ready for sustainable community tourism development.  

In addition, the organization should raise the community’s and business owner’s 

awareness and participation on tourism; develop a course related to community tourism; 

train the community’s members, local staff, and organizations in the community to be 

knowledgeable in sustainable tourism management; manage local wisdom with a help 

of local philosopher and other related organizations; and support local people to be 

tourism researchers to drive and learn about their own community along with relating  

them to other aspects (Gartner, 1996; Orathai, Wasan, Woraphot, & Warisa, 2018)  

A training course on tourism promotion is a key to make the community 

understand about Marketing Mix or 4Ps: product, price, place, and promotion 

(Charongsri, 2014) of which the details are as follows. 

Product refers to a product, service, or concept presented to tourists in order to 

respond to their needs, to satisfy, and to impress them while being able to compete with 

competitors.  

Price refers to an amount of money the tourists pay for a product’s value and 

benefit. In the tourism field, the product’s price tends to change according to tourism 

season and tourist’s demand or purchasing behavior.  

Place refers to a process and method to distribute a product to the tourists 

including direct selling or selling by an agent. Nowadays, information technology is 

widely used to approach target tourists faster.  

Promotion refers to a way to convince the tourists to buy a tourism related 

product. Publicizing the product through media like television, radio, newspapers, 

magazines, advertisement signs, brochures, tourism manuals, tourism websites, and 

social media is considered a popular way to promote the product. 

Creating a marketing network is also necessary for promoting tourism in the 

community, which can be done by arranging activities, like a fair to present the 

community’s tourism activities and creating an agreement with various parties such as 

Memorandum of Understanding (MOU) or project’s agreement. Furthermore, it is 

important to select a suitable marketing promotion method for the community by 

seeking for the right target tourist (Board of Directors of the National Tourism Policy, 

2016) 
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The community should develop media used for promoting their tourism 

attractions such as creating a brochure, tourism manual, community’s radio, and 

website in order to publicize tourism in the area. They should create a tourism calendar 

as well as a map and route to the community. They should collect statistics of tourists 

visiting the community. Moreover, they should try to be interpreters to promote their 

community tourism efficiently (Board of Directors of the National Tourism Policy, 

2016) 

There should be a meeting among local people and organizations related to 

community tourism management from both governmental and private sectors to find 

the right marketing promotion method for the community. The community should learn 

from a successful tourism community as an example to manage their own tourist 

attractions and marketing promotion, especially about the development of tourism 

related product, marketing, and tourist attraction management. After learning from 

them, the community’s members should understand their tourist attractions’ context 

and conduct a SWOT analysis to consider their strength, weakness, opportunity, and 

threat for their tourism marketing promotion.(Sukhum, 2018) 

In the aspect of business, planning a marketing strategy requires a target 

customer, positioning the tourist attraction and product’s branding to make it 

recognizable and understandable. The community should analyze their target customers 

on who they are, where they are from, which region and country, which language they 

use to communicate, how their culture is, how they traveled to the area, how many 

people visited the destination with them, how long they stayed at the tourist attraction, 

what their favorite activity was, and so on so that they can present the right content, 

media, and activity for the tourists.   

In positioning the tourist attraction, it is similar to market positioning: creating 

a unique identity for the tourist attraction from the tourists’ thought by understanding 

what they think and talk about the place. It depends on the tourist attraction’s ability to 

build the tourists’ perception, so it is essential that the community understands 1) the 

tourist attraction’s uniqueness, 2) a target group’s perception, and 3) comparison with 

competitors. Meanwhile, destination branding refers to creating a name, symbol, logo, 

color, and slogan to create a unique identity for the tourist attraction (Department of 

Tourism, 2016) 
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The keys to elevate the quality of human resources development to strengthen 

the community’s potential in the aspect of tourism marketing promotion are: on-the-job 

training, meeting, education, training, seminar, and assigning for observation or 

studying aboard .(Sirirat, 2016a) 

Observing a community achieving the tourism development helps other 

communities develop their own communities in the future. After the observation, there 

should be a workshop for attendees to practice planning a trip or propose a project 

developed from the basic resources they have. In addition, they should pass the 

knowledge they have gained to others and summarize the result of problems, 

suggestions, and guidelines for related organizations to solve the problems (Ministry of 

Tourism and Sports, 2016)  

Readiness of human resources is necessary for operating tourism marketing at 

the tourist attractions. It can be done by arranging activities that help increasing 

personnel’s knowledge and skills such as a workshop, seminar, training, and site visit; 

visiting local people; offering an opportunity to cooperate with other related parties in 

the tourist attraction; and interacting with the tourists to understand their needs and to 

create the right marketing promotion method for the tourists and area (Thorndal-Debes, 

2013)  

 

2.5 Related Research Topic 

Pattaraporn (2017) conveys that human capital is an essence of the community’s 

potential reinforcement in the aspect of tourism marketing promotion. It emphasizes 

that humans are the most significant resource in the community. The more efficient the 

community members are, the more benefits they will receive from loyalty, creativity, 

attempt, and determination for success. Therefore, knowledge strengthening is 

necessary for the development of human capital, which can be done by providing a 

training course on tourism management organized by a governmental sector or 

academic institute along with creating a network among the community’s members and 

external organizations to build a cognitive process and exchange knowledge with each 

other. 
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Apart from a major key for human capital development, which is sharing the 

same goal in helping each other on tourism management, the community should have 

a mutual driving force and focus on mutual benefits in order to help upgrading their 

ways of living while maintaining the community’s uniqueness and identity. 

Integrating Innovation Tourism Marketing refers to a new procedure that can 

gather tourism networks to take part in defining tourism marketing components 

including tourism products, pricing, sale channels, and marketing promotion. They 

should participate in defining a mutual selling point in order to create innovative 

tourism marketing purely driven by the community (Sukhum, 2018). 

Jenjira (2017) demonstrated that one of the community’s leader had the 

potential to be an instructor and an expert of the Department of Tourism’s working 

group. Furthermore, he had the chance to observe tourism related work aboard and 

could adapt that experience with his community’s tourism activities. He also focused 

on participation among the community’s members in arranging the community tourism 

activity. 

Meanwhile, a study on marketing and publicizing shows that the tourism 

communities use various kinds of media to promote their activities: 1) online channel 

such as website and Facebook which are the easiest and most economical way of 

publicizing, 2) television, and 3) radio. They focus on word-of-mouth publicizing as 

well. 

Information and knowledge both inside and outside the tourist attraction are 

required for sustainable tourism marketing which can be done through variety of media 

usage including clear proactive communication, opening for the tourists to ask for 

additional information at the tourist attraction, and, most importantly, building 

participation among tourism marketing personnel (Gilmore et al., 2007) 

Nattapat (2017) proposed that tourism management operated by the community 

requires human resources development in the community to be professional with 

exceptional hospitality. The community’s members whose roles are related to tourists 

should be trained to be deeply knowledgeable on the community’s background, 

tradition, and wisdom. A field trip to other tourism communities with similar context 

should be provided so that the local people can exchange ideas and experiences with 

each other. Moreover, it helps creating a tourism community network as well.  
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There should also be a marketing promotion program, interpretation of 

community tourism, and follow-up along with continuous assessment. To complete the 

community tourism management, there should be a collaboration between 

organizations inside the community together with complete cooperation with related 

persons, parties, and organizations outside the community. 

According to a study by (Vichutha & Pathida, 2017) about Human Capital 

Development for Developing Sustainable Tourism in Koh Pangan, it is apparent that 

foreign language skill is essential for human capital development. A training course on 

basic English language should be provided to local people who need to communicate 

in English along with giving information and service to tourists. 

According to a study on Lesson Plan and Syllabus Development for Creating 

4.0 Marketers in Thailand by (Wittawat, Krisadarat, & Surat, 2019), it proposes 8 major 

qualifications of a good graduated marketer adaptable to 4.0 era in the marketing field 

which are ability on critical thinking, understand the use of digital technology as a 

marketing tool, keep up with the world and situations along with being adaptable 

constantly, creative and think out of the box, able to work with other people and be a 

team builder, communication and presentation skill, business ethic, and qualifications 

which are the university’s identity.  

Moreover, there should be a field trip and Learning-by-Doing based teaching 

method to allow them to try in a real situation and see the real result (Wittawat et al., 

2019)  

Suree and Anothai (2018) noticed that human resources development is highly 

necessary for the hotel business which can be done by providing a training course, 

especially in three aspects: knowledge on hospitality, English language, law, and 

information technology; skills on communication and psychology for service; and 

attitude towards service career as well as work ethics.  

The training course should integrate several teaching methods such as lecture, 

discussion, and observation. The course should provide learning material for attendees 

as well as a certificate in order to motivate them to keep attending the course. 

Importantly, there should be attendee assessment after completing the course to 

encourage personnel to attend the training course and evaluate their success after 
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attending. This can be adapted to the community’s potential reinforcement process in 

the aspect of tourism marketing promotion. 

Sirirat (2016a) says that activities suitable with employees’ work can increase 

their knowledge, skills, and competency and worth the investment. For instance, 

training such as on-the-job training, orientation, specialized training, and observation 

by assigning personnel to attend a development activity with other organizations from 

both the governmental and private sector with a mission to educate the locals. 

Jolliffe and Farnsworth (2003) said that training employees is significant for a 

tourism career. Employees are assigned to attend training courses during low season in 

order to develop skills in the tourism field to meet the standards or to receive 

certificates. 

Nattinee and Kanok (2017) discovered that tourism marketing management 

mechanism refers to a factor that drives or maintains the community’s tourism 

marketing management system. It consists of resources management, organizational 

management, and organizations or groups related to community tourism management 

focusing on marketing management in a sufficient way and suitable with the 

community’s ability to support the tourists. 

As a result, potential tourism personnel are required. Therefore, the community 

upgraded its competitiveness and marketing mechanism in the Northeastern region. It 

helps developing members of the tourism community network in two aspects: 

marketing mechanism network and marketing potential development. Moreover, it 

creates a tourism network in the Northeastern region along with a concrete work plan, 

especially in the aspect of collaboration on tourism marketing management for 

Northeastern tourism.  

The vision of the network is “a collaboration to create and upgrade sustainable 

community tourism and tourism marketing” of which a key strategy is developing 

human resources to be knowledgeable in tourism management and tourism marketing.  

It is suggested that a community’s members should be developed to become cluster 

agents, or a people truly knowledgeable in marketing field to act as a coordinator for 

the network to work systematically and seamlessly.  

The network should also learn more about various forms of tourism marketing 

through the internet, website, and social media to approach an international market 
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together with proactive marketing mainly for publicizing each network’s tourism by 

focusing on tourists who like learning-based tourism in particular more than mass 

tourists.  

According to Peebles Dean (1977), using a standard advertising model can help 

support a company to present their image internationally, minimize production and 

creative costs, and to reduce consumers’ confusion about a company’s message in 

different areas where there is media overlap, or consumers who move from country to 

another.  

It is undeniable that the increasing cost of creative work and production makes 

the standard advertising model approach become more attractive. Instead of locally 

making 25 different commercials for each market, the cost of television commercial 

production, has increased so much that it would be very close to the cost of filming one 

commercial that could be used in 25 markets worldwide. As a result, this could help the 

company save about a million dollars in television production costs as well as overall 

advertising. 

According to the standard advertising approach, a TV commercial can either be 

fully or partially used by local subsidiaries as well as artwork for print media, and so 

on. They might also modify the media only necessary for their market that could help 

reducing their creative work and production costs (Peebles Dean, 1977) The particular 

influencers and their ability to motivate the consumers’ willingness to further inform 

themselves, share marketing information, or become loyal to the brand depends on the 

male and female consumers’ online relationship with a particular brand. They are 

factors influencing brand positioning and online marketing communication efforts in 

online activities, according to Luna-Nevarez and Torres (2015)   

It appears that each consumer might react differently when interacting with 

other users, viewing photos and videos, following people and events, posting or 

forwarding information, playing online games, reading and sharing promotional 

information. 

For example, there are many reasons for someone to become loyal to a brand 

due to an influence of trust on loyalty towards Internet service providers as proposed 

by Sanchez-Franco, Ramos, and Velicia (2009) that effects men’s satisfaction towards 

commitment and trust on loyalty are stronger than that of women. In addition, according 
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to Riegner (2007), it was discovered that emotional and practical benefits could be 

perceived by consumers when they spread their word of mouth on online platforms, 

then later realize that they have just made a great impact for the product and brand while 

making a decision to purchase it. 

Wolin and Korgaonkar (2003) proposed that although men tend to make more 

online purchases than women, women prefer to choose shopping sites more than men. 

This might be because women aim to seek for more information for themselves as well 

as the sake of their enjoyment before making a purchase on a more traditional platform. 

Hence, due to the variation of these issues based on each gender, there should be further 

studies on the consumers’ intentions to transfer information through the online 

platform.  

Intentions to seek for more information for themselves which can be done by 

visiting a company’s website or searching for more details, and intention to become a 

company’s loyal customer on the online platform are caused by the influence of 

advertisement.  

According to a study by Kreijns, Kirschner, Jochems, and Van Buuren (2007) 

it proposes that in the future, there will be a tendency that interpersonal relationships 

will become an element marketers want to promote on the online platform in order to 

build reliability for the company’s website. Also, the consumers’ word of mouth might 

also be promoted on social media. The study also suggests that the company’s website 

improvement to look more approachable can help building reliability among 

consumers, encouraging their ownership, and raising their sense of community. 

Likewise, Animesh, Pinsonneault, and Yang (2011) also further suggests that an 

experience of flow plays an important role in the consumers’ perception on the 

accessibility on the online platform.  

Regarding online communication, interpersonal relationships can be improved 

by using haptic-enabling technologies as touching is a key to building secure 

attachments and people’s interpersonal connections see (Gallace & Spence, 2014), for 

a review; Guerrero and Andersen (1994). Crusco and Wetzel (1984) related an idea of 

the impact of touch of the interpersonal relationship with the “Midas touch effect” 

phenomenon or prosocial behavior. They give an instance that a customer tends to give 

more tips to a server when he physically touches a customer. Similarly,  Hornik (1992) 
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also gave an example that a customer can also sense a feeling of social attachment when 

a salesperson touches him which will convince him to rate a product or service higher.  

It can be noticed that social touch is a powerful non-verbal communication tool 

to express specific emotions. So, (Hertenstein, Keltner, App, Bulleit, & Jaskolka, 2006) 

adds that one can express their anger by hitting, squeezing, or shaking someone’s 

forearm, while stroking, finger interlocking, and rubbing can show a love for someone. 

According to literature review together with other research related to 

community-based tourism, tourism marketing promotions, human development, and 

other related fields, it appears that developing indicators for evaluating a community’s 

potential to operate tourism marketing promotion requires general skills, specific skills, 

attributes, and knowledge aspect assessment. 

The aforementioned assessment is applied to an evaluation of six marketing 

promotion tools.  

Marketing promotion by advertising refers to providing product or service 

information through various types of advertisement in order to convince and persuade 

customers to buy a product or use service.  Marketing promotion by publicizing refers 

to sharing opinions, news, and facts to people; marketing promotion by promoting sales 

refers to a marketing activity that can motivate sales immediately; marketing promotion 

by individual selling refers to selling a product by using one-to-one communication in 

order to present a product or service to customers; marketing promotion by direct 

selling refers to using various media channels to operate marketing and to present a 

product to customers; and marketing promotion by internet marketing refers to using 

the internet as a medium to operate marketing activities as well as combining electronic 

media with marketing methods. Therefore, there are 24 aspects of elements used for the 

community’s potential evaluation: 1) Marketing promotion by advertising in the aspect 

of general skills, specific skills, attributes, and knowledge, 2) marketing promotion by 

publicizing in the aspect of general skills, specific skills, attributes, and knowledge,  

3) marketing promotion by promoting sales in the aspect of general skills, specific 

skills, attributes, and knowledge, 4) marketing promotion by individual selling in the 

aspect of general skills, specific skills, attributes, and knowledge, 5) marketing 

promotion by direct selling in the aspect of general skills, specific skills, attributes, and 
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knowledge, 6) marketing promotion by internet marketing in the aspect of general 

skills, specific skills, attributes, and knowledge. 



 

 

 

CHAPTER 3 

 

RESEARCH METHODOLOGY 

3.1 Introduction 

“Process of Community Enhancement on Tourism Promotion Marketing for 

Community–Based Tourism Destinations in Designated Pattaya and Vicinity Area” is 

a quantitative and qualitative research that analyses data from the questionnaire and 

interview in which the process of choosing the population, data collecting, research 

tools, data analysis, and statistics used have been described. 

 

3.2 Quantitative Research 

Quantitative research is research that aims to study concrete concepts in order 

to analyze the relationship between variations by using numerical measurement and 

statistical analysis techniques (Saunders, Lewis, & Thornhill, 2007) Moreover, it aims 

to collect numerical data from the population or a sample and do the report regarding 

the data collected using the systematic operational processes in which the situations and 

environment are controlled .In conducting the quantitative research, the reliability and 

the validity of the tools and data must be tested. 

The population used in this quantitative research are Thai tourists who came to 

visit the tourist attractions in Ban Chak Ngaew community, Huay Yai sub district, Bang 

Lamung district, Chonburi.  In order to follow the research objective number 2, which 

is to evaluate the community potential to promote tourism marketing of tourist 

attractions by the community in the special governed city Pattaya and the related area, 

the research methodology contains 6 areas which are the population, size of the sample, 

the sampling techniques, tools and tool creating, and data analysis. 

Thai Tourist Visiting Ban Chak Ngaew Community, Huay Yai Sub District, 

Bang Lamung District, Chonburi 
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1) The Population 

The population in the research "The processes of building community 

potential to promote tourism marketing of tourist attractions by the community in the 

special governed city Pattaya and the related area" is 9,849,940 tourists who came to 

visit the tourist attractions in the local area in the special governed city Pattaya and the 

related area in 2015 (Department of Tourism, 2016). However, the number of tourists 

visiting Ban Chak Ngaew community is approximately 5,000 tourists per week. So, 

there would be around 20,000 tourists per month, 240,000 tourists per annum.  

2) Size of the Sample 

The sample used in this research are tourists who came to Ban Chak 

Ngaew community. To determine the sample, it has been calculated by Yamane's 

equation (1967) with 95% reliability and 5% errors. The sample size equals 400 

tourists. The equation is as shown below. 

 

                   𝑛      =         
𝑁

1 + 𝑁𝑒2
 

 

n means the size of the sample calculated from the equation   

N means the number of the population that has been known  

e means the acceptable errors 

 

Therefore, it is as follow. 

    𝑛       =     
240,000

1+(240,000×(0.052))
 

  

    n = 400 

  

3) Sampling Techniques 

The researcher has chosen the sample by using non-probability sampling 

method, which is a method where the chance or the possibility are not considered. The 

researcher has chosen the purposive sampling method and chose Thai tourists visiting 

Ban Chak Ngaew community, Huay Yai sub district, Bang Lamung district, Chonburi. 

Before collecting the questionnaire, the researcher asked tourists whether they had 
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experienced all activities occurred at the settings. They visited only on Saturday and 

they were willing to be a part of the research.  

4) Tools and Tool Creating 

The tools used to collect data is the questionnaire which contains the 

questions regarding the evaluation of the community potential to promote tourism 

marketing of tourist attractions by the community in the special governed city Pattaya 

and the related area. 

5) Data Analysis  

Descriptive statistic is the statistic used for describing the sample, such 

as frequency, percentage, average, and standard deviation in order to create data 

description that is easy to understand.  Inferential statistic is the statistic used for 

describing the calculated results from the sample to describe or refer to the whole 

population. 

 

3.3 Qualitative Research 

Qualitative research is the research that relates to the philosophy of explanation 

and interpretation in which the researchers attempt to explain the phenomenon using 

interpretations from the study with an in-depth focus on the details of what is 

happening. This type of research is research that does not focus on the use of numerical 

data for analysis, but focuses on data collection that is content-oriented, such as 

unstructured interviews, observing actual behavior, and using the results from data 

collection to conduct critique analysis to find a conclusion (Waiwit, 2016). Therefore, 

qualitative research is “the pursuit of knowledge and truth by considering the social 

phenomenon of the environment as a reality in every dimension”. 

The population used in this qualitative research are the associations related to 

the process of community enhancement for tourism promotion marketing for 

community–based tourism destinations in designated Pattaya and vicinity area to fulfil 

the objective 1) to create indicators used for evaluating community enhancement for 

tourism promotion marketing for community–based tourism destinations in Pattaya and 

vicinity area objective 3) to obtain the current process of the community’s enhancement 

of tourism promotion marketing currently proceeded by the related parties, and 



 

 

62 

objective 4) to create the process of community enhancement of tourism promotion 

marketing for community–based tourism destinations in Pattaya and vicinity area. 

 

3.4 Explanation of Research Methods 

The objective-related research process is classified according to the research 

objectives as follows. 

1) Objective 1: to create indicators used for evaluating community 

enhancement of tourism promotion marketing for community–based tourism 

destinations in Pattaya and vicinity area. 

 (1) Population  

The associations that are related to the promotion of tourism marketing of 

tourist attractions by the community in the special governed city Pattaya and the related 

area contains 5 main sectors, which are considered as a major part in the operation and 

driving potential in the tourism community. They consists of 1) Central government, 

such as the Designated Area for Sustainable Tourism Administration (Public 

Organization) Tourism and Sports, Chonburi province. 2) Local government such as 

the office of Designated Pattaya and Vicinity Area, Chonburi Provincial Administration 

Organization, Banglamung Subdistrict Administrative Organization etc. 3) Private 

sector such as the Chonburi Chamber of Commerce, tourism business and hotels in 

Pattaya. 4) The public sector, which is involved in the way of life and living in the 

tourist area, and 5) Civil society, which is a group of people or organizations that gather 

to create activities or intent on tourism destinations. 

 (2) Sample Size 

The sample used in the research are the 5 associations that are related to the 

development of community potential indicators in promoting tourism marketing in 

Pattaya and vicinity area. These 5 associations are divided into groups which consists 

of 2 people per group, altogether 10 people. 

(3) Sampling Techniques 

The researcher has used purposive sampling using non-probability sampling 

technique, which is a method where the chance or the possibility are not considered. 

The researcher has chosen purposive sampling to make the data from the samples 
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consistent with the research objectives. In order to participate in the research, the key 

informants should have experience related to community enhancement for community-

based tourism and should have knowledge regarding promotion marketing. Also, their 

main responsibility should involve community-based tourism, as well as willing to be 

part of the research. 

(4) Tools and Tool Creating 

The tools used for data collection were semi-structured interviews, in which 

the researcher prepared the main and important questions in the interview (Saunders et 

al., 2007). The interview is about indicators of community potential in promoting 

tourism marketing. 

(5) Data analysis. 

Data analysis uses content analysis, which means to analyze data by 

distinguishing content or phenomena from the data collection process. It can be done 

by using both the quantitative and qualitative. This is a way of identifying and 

organizing the content of the data to carry out explanation and interpretation from the 

data studied without any prejudgment or feelings of the researcher involved. The 

researcher has used knowledge from theories, related literature, as well as previous 

research to analyze the content of the data to get a reliable interpretation. 

2) Objective 2) to evaluate the community enhancement of tourism promotion 

marketing for community–based tourism destinations in Pattaya and vicinity area. 

(1) Population 

Thai Tourists visiting Ban Chak Ngaew community, Huay Yai sub district, 

Bang Lamung district, Chonburi were included in the research. 

(2) Sample Size 

The number of tourists is 400. 

(3) Sampling Techniques 

The researcher has used random sampling using non- probability sampling 

technique, which is a method where the chance or the possibility are not considered. 

The researcher has chosen the purposive sampling to make the data from the samples 

consistent with the research objectives. 
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(4) Tools and Tool Creating 

A questionnaire was used to collect data from Thai tourists and was 

developed from the research objective I. It was corrected after advice and suggestions 

from the experts and advisor. After that, it was sent to five experts in order to verify the 

validity of the questions and the result of the index item-objective congruence was at 

0.935. After that the researcher adjusted to the suggestions provided by the experts. The 

next step was to verify the reliability and the result was 0.923.   

In order to verify the results from the questionnaire gathered from Thai 

tourists, the researcher also conducted an interview after questionnaire completion. A 

semi-structured interview was used, in which the researcher prepared the main and 

important questions in the interview. The interview related to the questions used for 

“Process of Community Enhancement of Tourism Promotion Marketing for 

Community–Based Tourism Destination in Designated Pattaya and Vicinity Area.” 

3) Objective 3) to obtain current process on the community’s enhancement of 

tourism promotion marketing currently proceeded by the related parties. 

(1) Population 

The associations that are related to the process of community enhancement 

on tourism promotion marketing for community–based tourism destinations in Pattaya 

and vicinity area, contain 5 main sectors that are considered a major part in the 

operation and driving potential in the tourism community. These 5 sectors consist of  

1) Central government, such as the Designated Area for Sustainable Tourism 

Administration (Public Organization) Tourism and Sports, Chonburi province. 2) Local 

government, such as the office of Designated Pattaya and Vicinity Area, Chonburi 

Provincial Administration Organization, Banglamung Subdistrict Administrative 

Organization etc. 3) Private sector, such as the Chonburi Chamber of Commerce, 

tourism business and hotels in Pattaya. 4) The public sector, which is involved in the 

way of life in the tourist area, and 5) Civil society, which is a group of people or 

organizations that gather to create activities or intent on tourism destinations. 

(2) Sample Size 

The sample used in the research are the 5 associations that are related to 

“process of community enhancement on tourism promotion marketing for community–
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based tourism destination in designated Pattaya and vicinity area.” These 5 associations 

consist of 10 people. 

(3) Sampling Techniques 

The researcher has used random sampling using non-probability sampling 

technique, which is a method where the chance or the possibility are not considered. 

The researcher has chosen the purposive sampling to make the data from the samples 

consistent with the research objectives. In order to participate in the research, the key 

informants should have experience related to community enhancement for community-

based tourism and should have knowledge regarding promotion marketing. Also, their 

main responsibility should involve community-based tourism as well as willing to be 

part of the research.  

(4) Tools and Tool Creating 

The tool used for data collection was a semi-structure interview in order to 

understand the process of community enhancement on tourism promotion marketing 

for community–based tourism destinations in Pattaya and vicinity area. That means the 

answers gathered from the interview were extracted and formed the conclusion, 

guidelines, processes on topics and subjects of interest. 

(5) Data Analysis 

Data analysis uses content analysis. This is a mean of identifying and 

organizing the content of the data to create explanation and interpretation from the data 

studied using knowledge from the theories, related literature, as well as from previous 

researches to analyze the content of the data to get a reliable interpretation. 

4)  Objective 4) to create a process of community enhancement for tourism 

promotion marketing for community–based tourism destinations in Pattaya and vicinity 

area. 

 (1) Population 

The associations that are related to the promotion on tourism marketing of 

tourist attractions by the community in the designated Pattaya and vicinity area contains 

5 main sectors, 1) Central government, 2) Local government, 3) Private sector, 4) 

Public sector, and 5) Civil society. 
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(2) Sample Size 

The sample used in the research consist of the 5 associations that are related 

to the development of community potential indicators in promoting tourism marketing 

in the designated Pattaya and vicinity area. These 5 associations consist of 10 people. 

In order to participate in the research, the key informants should have experience related 

to community enhancement for community-based tourism and should have knowledge 

regarding promotion marketing. Also, their main responsibility should involve 

community-based tourism as well as willing to be part of the research. 

(3) Sampling Techniques 

The researcher has used non-probability sampling technique, which is a 

method where the chance or the possibility are not considered. The researcher has 

chosen the purposive sampling to make the data from the samples consistent with the 

research objectives. 

(4) Tools and Tool Creating 

The tool used for data collection was a semi-structure interview to gain the 

opinions on the processes of promoting tourism marketing of tourist attractions by the 

community from the associations that are currently involved in the designated Pattaya 

and vicinity area. 

(5) Data Analysis 

Data analysis uses content analysis, which is to interpret then draw 

conclusions on various issues using the inductive method for creating the processes of 

promoting tourism marketing of tourist attractions by the community. 
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Table 3.1  Table of Research Methodology 

Objectives Research 

Methods 

Populations Sample 

Size 

Sampling 

Techniques 

Tools Data 

Analysis 

1. To create indicators used for 

evaluating community 

enhancement on tourism promotion 

marketing for community-based 

tourism destination in designated 

Pattaya and vicinity areas 

Qualitative CBT Related 

Stakeholders  

10 Non-Probability 

(Purposive 

Sampling) 

Semi-structured 

interview 

Content 

Analysis 

2. To evaluate the community 

enhancement on tourism promotion 

marketing for community-based 

tourism destination in designated 

Pattaya and vicinity areas. 

Quantitative Thai Tourists 400 Non-Probability 

(Purposive 

Sampling) 

Questionnaire Descriptive 

Statistic 

(Inferential 

Statistics) 

Qualitative Thai Tourists 30 Non-Probability 

(Purposive 

Sampling) 

Semi-structured 

interview 

 Content 

Analysis 
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Objectives Research 

Methods 

Populations Sample 

Size 

Sampling 

Techniques 

Tools Data 

Analysis 

3. To obtain current process on the 

community’s enhancement on 

tourism promotion marketing 

currently proceeded by the related 

parties. 

Qualitative CBT Related 

Stakeholders  

10 Non-Probability 

(Purposive 

Sampling) 

Semi-structured 

interview 

Content 

Analysis 

4. To create the process of 

community enhancement on 

tourism promotion marketing for 

community-based tourism 

destination in designated Pattaya 

and vicinity areas. 

Qualitative CBT Related 

Stakeholders  

10 Non-Probability 

(Purposive 

Sampling) 

Semi-structured 

interview 

Content 

Analysis 

 

 



 

 

 

CHAPTER 4 

 

DATA ANALYSIS 

4.1 Introduction 

This chapter presents the results based on the objectives. It provides both the 

qualitative and quantitative results.  

 

4.2 In Respond to Objective 1: Qualitative Research Result 

The researcher asked the related stakeholders to share the community’s 

potential based on the following general skills.  

General skills refers to personal skills related to emotional intelligence and 

social skills including communication skills, problem solving skills, persuasion skills, 

emotional management, negotiation skills, strategic thinking skills, and so on.   

It is essential for the evaluation of the community’s potential in the aspect of 

tourism marketing promotion as personal skills related to emotional intelligence and 

social skills including communication skills, problem solving skills, persuasion skills, 

emotional management, negotiation skills, and strategic thinking skills can represent 

the community’s potential. General skills that should be applied to the evaluation of the 

community’s potential are oral communication skills, written communication skills, 

interpersonal communications skills, sales management skills, customer service focus, 

and negotiation skills. Each of them are necessary for the potential of marketing 

promotion tool usage in the different ways. The community’s potential evaluation in 

the aspect of tourism marketing promotion in each tool should be done by selecting a 

skill that is suitable with the aspect. To evaluate this aspect of the community’s 

potential, general skills, like oral and written communication skills as well as 

negotiation skills, should be considered whether it is possible to apply.      
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Negotiation skills is considered as a basic skill for every marketing promotion 

personnel, so it is unnecessary to evaluate this skill in every aspects with every tools 

because some tools do not need all of them. Problem solving skills like a conflict as 

well as emotional management skills are also the skills that should be considered in the 

evaluation. Moreover, sales management skills is important for selling a product as 

well, so it should also be considered as general skills aspect which is personal skills. It 

is believed that people have different skills and potential level, but they can be 

improved.  

Specific skills refers to a specific marketing ability focusing on a process of 

analysis, planning, problem solving, and marketing implementation.  

In this research, it specifically refers to marketing skills focusing on a process 

of analysis, planning, problem solving, and marketing implementation. The skills 

required for evaluating the potential to operate tourism marketing promotion through 

various marketing promotion tools in the specific skills aspect are organization’s 

marketing environment analysis, creative and critical thinking in branding, design and 

implemented marketing plan, customer behavior analysis, perform channel 

management functions, and overall technological knowledge. To evaluate the 

community’s potential in the aspect of marketing promotion, it is necessary to adapt the 

skills in the evaluation appropriately based on the contexts of the community’s location 

and product. 

The specific skills that every marketing promotion personnel should have are 

related knowledge and ability such as analytic thinking skills, design skills, and 

technology related with marketing promotion procedure. Creativity is one of the skills 

to be evaluated because it can show the level of competitiveness and attractiveness. In 

addition, they should be able to analyze the market’s condition and environmental 

condition along with evaluating and analyzing target customers.    

Due to more important role of technology, overall technological knowledge 

should be included in the marketing promotion operation skills. A skill to implement a 

marketing plan is also necessary. They should be able to choose a suitable marketing 

channel or tool because each of them have different strengths and weaknesses. The 

evaluated specific skills can help the community to know which one should be 

improved.    
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Furthermore, the specific skills that are necessary for the tourism marketing 

promotion evaluation can be linked to tourism marketing promotion tools as well.   

Attributes of a marketing promotion personnel including personality, attitude, 

and motivation to operate marketing promotion for the community based tourism are 

qualification that will make the tourism marketing promotion to be successful. 

Attributes to be considered and evaluated include ability to be creative, being initiative 

or able to build motivation, ability to think strategically, and attention to detail. Each of 

them are excellent qualification for marketing promotion tool usage. They can be 

developed by various processes such as being shaped by a society and social context 

which need some times for the development. The attributes that a marketer should have 

are creativity because it helps the marketer to be able to create outstanding and new 

marketing promotion methods. Having positive motivation can also encourage the 

marketer to operate the marketing promotion efficiently; however, each marketer has 

different level of motivation, or they can find a mutual ground to build motivation 

altogether. Moreover, an ability to think strategically is another important attribute for 

operating tourism marketing promotion as a marketer who can think strategically will 

be able to see an overview of the marketing promotion implementation and plan. The 

last attribute is attention to detail which helps marketing promotion operation through 

various tools to be completed and to bring a positive result. It also helps the marketer 

to thoroughly understand the implementation and notice a detail used as a data for 

operating the marketing promotion. A good marketer should be creative so that he can 

present a product to customer in a unique and interesting way. A motivational behavior 

can help co-workers to see the same direction 

Knowledge refers to general knowledge on marketing promotion methods 

including advertising, publicizing, sales promotion, personal selling, direct selling, and 

online marketing.   

The general knowledge on marketing promotion methods including advertising, 

publicizing, sales promotion, personal selling, direct selling, and online marketing is a 

key factor to be evaluated for operating tourism marketing promotion for community 

based tourism. Each marketing promotion tool is different from each other which is 

suitable for different purposes. Therefore, it is important that a tourism marketer should 
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have knowledge on media usage, experience, and database in order to operate 

marketing promotion successfully.    

The tourism marketer should know which type of media to use in different 

situations and how. They should have experience in choosing media and marketing 

promotion channel in order to communicate to customers effectively. Meanwhile, 

database will help them to operate marketing promotion easier; however, it should be 

managed systematically. Since each type of media have different purposes of usage, 

they should know which type to use and how to use it. For community based tourism, 

marketing promotion tool should be adapted appropriated in order to suit the 

community’s product. Obviously, knowledge is another key element that helps the 

community operates marketing promotion in the right direction.   

1) Regarding Marketing Promotion by Advertising, what do you Think about 

Asking Tourists to Evaluate the Potential Based on the Following General Skills, 

Specific Skills, Attributes, and Knowledge?  

General skills: Oral and written communication skills  

Question focus: The marketing personnel (the community) has oral and 

written communication skills for advertising to persuade and convince customers to 

buy products/use services.  

Specific skills: Analyze the organization's marketing environment  

Question focus: The marketing personnel (the community) advertises about 

products/services that can compete with other competitors in the same product/service 

line.  

Attribute: Creativity  

Question focus: The marketing personnel (the community) has creativity on 

the marketing promotion by advertising, such as creativity on communicating with text, 

images, sounds and colors.  

Knowledge: Media usage  

Question focus: The marketing personnel (the community) selects 

appropriate media/advertising channels related to products / services which are suitable 

for the target tourists.  
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Description: Marketing promotion by advertising means providing 

information about products or services as persuasion through various forms of 

advertisements. 

To operate marketing promotion by advertising like giving information 

about the product or service in order to convince customers through advertisement, it 

should be done by evaluating the community’s potential in all aspects including general 

skills, specific skills, attribute, and knowledge. For general skills aspect, oral/written 

communication skills should be evaluated whether a marketer can use oral/written 

communication in advertising to convince and persuade the customers to buy a 

product/service. For specific skills aspect, an ability to analyze the organization's 

marketing environment should be evaluated whether a marketer can advertise about 

product/ service that can compete with other competitors in the same product/service 

line. For attributes aspect, creativity should be evaluated whether a marketer has 

creativity on the marketing promotion by advertising, such as creativity on 

communicating with text, images, sounds and colors. Lastly, for knowledge aspect, 

media usage should be evaluated whether a marketer can select appropriate 

media/advertising channels related to products/services which are suitable for the target 

tourists. 

General skills  

Advertising requires oral and written communication skills to persuade 

customers to buy the product/ service. (A4) 

Oral and written communication skills for advertisement is an important 

skill a marketer needs to have. (A8) 

The customers will recognize a marketer’s oral and written communication 

skills through their ability to convince them to buy the product or visit the place by 

using advertisement efficiently. (A12) 

Specific Skills  

To create an effective advertisement, a marketer should be able to analyze 

the organization's marketing environment. (A7)  

A marketer should consider the advertisement’s potential whether it can 

compete with other competitors in the same product / service line. (A15) 
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Attributes  

Creativity in the advertisement is a key factor influencing customers’ 

decision whether to buy it or not. (A5) 

Creativity on communicating with text, images, sounds and colors makes 

the advertisement to be attractive. (A9) 

A marketer should be evaluated how creative he is in advertising. (A7) 

Knowledge  

A marketer should be able to select appropriate media/advertising channels 

related to products/services. (A3) 

A marketer should have knowledge on which media channel should be used 

in order to create an effective advertisement. (A11) 

2) Regarding marketing promotion by publicizing, what do you think about 

asking tourists to evaluate the potential based on the following general skills, specific 

skills, attributes, and knowledge?  

General skills: Oral and written communication skills  

Question focus: The marketing personnel (the community) has oral and 

written communication skills to publicize information of products/ services to tourists.  

Specific skills: Creative and critical thinking with the branding  

Question focus: The marketing personnel (the community) has creativity 

and critical thinking skill for publicizing to create a good image and reliability for the 

brand of the community.  

Attribute: Initiative/motivation  

Question focus: The marketing personnel (the community) creates inspiring 

publicizing for the target tourists to buy the community’s products or services.  

Knowledge: Media usage  

Question focus: The marketing personnel (the community) collaborates with 

the media agencies and organizations involving with product and service.  

Description: Marketing promotion by publicizing means conveying 

opinions, news, facts to the public. 

To operate marketing promotion by publicizing like conveying opinions, 

news, and facts to the majority, it should be done by evaluating the community’s 

potential in all aspects including general skills, specific skills, attribute, and knowledge. 
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For general skills, oral/ written communication skills should be evaluated whether a 

marketer has oral and written communication skills to publicize information of 

products/services. For specific skills, creativity and critical thinking skills of a marketer 

should be evaluated whether he has creativity and critical thinking skill for publicizing 

to create a good image and reliability for the brand of the community. For attributes, an 

ability to build customers’ motivation should be evaluated whether a marketer can 

create inspiring publicizing for the target tourists to buy the community’s products or 

services. For knowledge, media usage should be evaluated whether a marketer receives 

cooperation from media agencies and organizations involving with product and service.  

General skills  

A marketer should know oral and written communication techniques in 

order to publicize information of products/ services to customers. (A1)  

Oral and written communication is the simplest channel a marketer should 

be capable of as a basic skill. A marketer should write with quality and speak with 

understanding. (A6)  

Specific skills  

A marketer should have creativity and critical thinking skills to build 

credibility and good image for the community. (A13) 

Creativity is a specific skill a marketer needs for publicizing. (A14) 

Attributes 

Publicizing should be able to motivate and draw customers’ attention 

through various ways of publicizing. (A2) 

Sellers’ and community members’ behavior are one of publicizing that can 

draw customers’ attention. (A6) 

Knowledge 

Using appropriate media can increase the efficiency of publicizing; 

however, a network and cooperation from related organizations and departments are 

required. (A12) 

3) Regarding marketing promotion by promoting sale, what do you think about 

asking tourists to evaluate the potential based on the following general skills, specific 

skills, attributes, and knowledge 

General skills: Sales management skills  
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Question focus: The marketing personnel (community) promote sales that 

can encourage tourists to buy/sell products or use the services immediately.  

Specific skills: Design and implement a marketing plan  

Question focus: The marketing personnel (community) interestingly 

promote sales using various methods, such as giving discounts, giving away coupons, 

distributing sample products, giving complimentary samples etc.   

Attributes: Ability to think strategically   

Question focus: The marketing personnel (community) create interesting 

promotional methods to compete with other competitors, such as managing a 

competition for prizes and sweepstakes etc.  

Knowledge: Media usage  

Question focus: The marketing personnel (community) create a sales 

promotion that is suitable for the target group of tourists.  

Description: Marketing promotion by promoting sales means marketing 

activities that can encourage sales immediately.     

To operate marketing promotion by promoting sale like a marketing activity 

that can encourage tourists to buy /sell products or use the services immediately, it 

should be done by evaluating the community’s potential in all aspects including general 

skills, specific skills, attribute, and knowledge. For general skills aspect, sale 

management skills should be evaluated whether a marketer can promote sales that can 

encourage tourists to buy /sell products or use the services immediately. For specific 

skills, a marketer’s ability to design and implement a marketing plan should be 

evaluated whether he can promote sale by using a method suitable for the product/ 

service such as giving discounts, giving away coupons, distributing sample products, 

giving complimentary samples, etc. For attributes aspect, ability to think strategically 

should be evaluated whether a marketer can create interesting promotional methods to 

compete with other competitors. Lastly, for knowledge aspect, media usage should be 

evaluated whether a marketer can create a sales promotion that is suitable for the target 

group. 

General skills  

A marketer’s ability to encourage tourists to buy /sell products or use the 

services immediately should be considered. (A4) 
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Sale promotion activities should be attractive in order to increase sales. (A9) 

Specific skills 

A marketer should be able to use appropriate sale promotion method for 

each situation.  (A5) 

A marketer should be able to plan and implement it as planned, and sales 

increases. (A11) 

Attributes 

A marketer should know which method and strategy the competitor use to 

encourage the customers to buy their product rather than that of the community. (A13) 

Attractive sale promotion methods are varied, so a marketer should be able 

to plan strategically in order to compete with others. (A15) 

Knowledge 

A marketer should know about media usage for arranging sale promotion 

activities in order to make them to be interesting, attractive, and effective as planned. 

(A2) 

A marketer understands which sale promotion method suits the product and 

can convey to the customers. (A8) 

4) Regarding marketing promotion by personal selling, what do you think 

about asking tourists to evaluate the potential based on the following general skills, 

specific skills, attributes, and knowledge? 

General skills: Interpersonal communication skills, customer service focus, 

negotiation Skills   

Question focus: The marketing personnel (the community) have 

interpersonal skill to communicate with customers and provide a good service, as well 

as to persuade and convince the customers using wise and gentle negotiations aiming 

at closing sales.  

Specific skills: Customer behavior analysis  

Question focus: The marketing personnel (community) can assess the needs 

of the tourists when they ask for information or want to buy products or services.  

Attributes: Attention to detail   
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Question focus: The marketing personnel (community) are concerned with 

details of various aspects of customers and tourists, such as details of their needs as 

well as solving product and service problems for customers.  

Knowledge: Expertise  

Question focus: The marketing personnel (community) are knowledgeable, 

understanding and have expertize on products and services.  

Description: Marketing promotion by selling by an individual means selling 

by using the processes of interpersonal communication between two persons, of which 

the objective is to offer products or services or sale. 

To operate marketing promotion by using personal selling like using 

interpersonal communication processes to introduce the product or service to the 

customers, it should be done by evaluating the community’s potential in all aspects 

including general skills, specific skills, attribute, and knowledge. For general skills 

aspect, interpersonal communication skills, customer service, and negotiation skills 

should be evaluated whether a marketer has interpersonal skills to communicate with 

customers and provide a good service as well as to persuade and convince the customers 

using wise and gentle negotiations to close sales. For specific skills aspect, an ability 

of customer behavior analysis should be evaluated whether a marketer can assess the 

needs of the customers when they ask for information or want to buy products or 

services. For attributes aspect, attention to detail should be evaluated whether a 

marketer pays attention to detail, like details of the customers’ needs as well as solving 

product and service problems for them. Lastly, for knowledge aspect, a marketer’s 

expertise should be evaluated whether he has knowledge, understanding, and expertise 

on the product and service.       

General skills  

Interpersonal skills is a good qualification for personal selling which will 

lead to sale closing. (A3)  

Gentle negotiation is beginning of building good customer relationship 

which will make them feel the friendliness. (A14) 

Specific skills  

A marketer should be able to assess the tourists/ customers’ needs when 

communicating with them. (A1) 
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Assessing customers’ demand is a key to respond to their demand in the 

right way. (A10) 

Attributes  

Paying attention to detail allows a marketer to understand the customers’ 

demand and respond to them correctly. (A12) 

Knowledge 

A marketer should be clear and understand the product well. (A6)         

5) Regarding marketing promotion by direct selling, what do you think about 

asking tourists to evaluate the potential based on the following general skills, specific 

skills, attributes, and knowledge? 

General skills: Oral communication skills and written communication skills  

Question focus: The marketing personnel (community) have oral and 

written communication skills in Direct sale to persuade and convince tourists and 

customers to buy products / services by offering contact channels to customers.  

Specific skills: Perform channel management functions  

Question focus: The marketing personnel (community) determine and 

manage direct sale channels appropriately, such as operating direct sales via telephone, 

television, print media (letters, brochures, flyers) etc.  

Attributes: Ability to be creative 

Question focus: The marketing personnel (community) sell directly without 

using salespeople by applying other technologies, such as automatic answering 

systems.  

Knowledge: Databases  

Question focus: The marketing personnel (community) have clear 

information of customers in direct sales.  

Description: Marketing promotion by direct sale means the marketing 

methods that use various media channels as a tool for offering sales between sellers and 

buyers. 

To operate marketing promotion by direct selling like using various media 

channels as a tool for offering sales between sellers and buyers, it should be done by 

evaluating the community’s potential in all aspects including general skills, specific 

skills, attribute, and knowledge. For general skills aspect, oral and written 
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communication skills should be evaluated whether a marketer has oral and written 

communication skills in direct sale to persuade and convince customers to buy 

products/ services by offering contact channels to customers. For specific skills aspect, 

a marketer’s ability to specify and manage marketing promotion channels should be 

evaluated whether he can do it appropriately such as operating direct sales via 

telephone, television, print media, etc. For attributes aspect, creativity should be 

evaluated whether a marketer can sell directly without using salespeople by applying 

other technologies, such as automatic answering systems. Lastly, for knowledge aspect, 

a marketer should have clear database of customers in direct sales. 

General skills 

A marketer can persuade and convince customers to buy products / services 

by offering contact channels to customers. (A5) 

Specific skills  

A marketer can specify and manage marketing promotion channels while 

being able to decide which method is appropriate. (A11) 

Attributes 

Paying attention to detail allows a marketer to know the customers’ demand 

and respond to them correctly. (A4) 

Knowledge 

A marketer should clearly understand about the product. (A2) 

6) Regarding marketing promotion by online marketing, what do you think 

about asking tourists to evaluate the potential based on the following general skills, 

specific skills, attributes, and knowledge? 

General skills: Oral communication skills, written communication skills, 

and interpersonal communication skills  

Question focus: The marketing personnel (community) have 

communication skills in online marketing (such as advertising, publicizing, operating 

direct sale, etc.) and have the ability to create and manage good relationships with 

customers (such as providing information, giving feedback and offering assistance, 

etc.)  
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Specific skills: Technological knowledge / overview  

Question focus: The marketing personnel (community) can use the internet 

to do marketing well, such as marketing in websites and on social media.  

Attributes: Ability to be creative and have initiative / motivation  

Question focus: The marketing personnel (community) are creative in order 

to communicate using messages, images, sounds and colors that inspire consumers / 

target customers to purchase products or use services via online marketing.  

Knowledge: Expertise          

Question focus: The market personnel (community) create information that 

can be downloaded quickly as well as operate the marketing through various media 

appropriately, such as focusing on video presentation via YouTube, focusing on 

presenting information as images via Instagram etc.  

Description: Marketing promotion by online marketing means the 

marketing activities that are operated using the internet as a tool as well as other 

electronic media combined with other marketing methods and marketing activities. 

To operate marketing promotion by online marketing like marketing 

activities that are operated using the internet as a tool as well as other electronic media 

combined with other marketing methods and marketing activities, it should be done by 

evaluating the community’s potential in all aspects including general skills, specific 

skills, attribute, and knowledge. For general skills aspect, oral communication skills, 

written communication skills, and interpersonal communication skills should be 

evaluated whether a marketer has oral/written communication skills to operate 

marketing promotion on the internet such as advertising, publicizing, and direct selling. 

Moreover, they should be evaluated whether a marketer have the ability to create and 

manage good relationships with customers such as providing information, giving 

feedback and offering assistance. For specific skills aspect, a marketer’s technological 

knowledge should be evaluated whether he can use the internet to operate marketing 

activities efficiently such as marketing on the website and social media. For attributes 

aspect, creativity and ability to motivate others should be evaluated whether a marketer 

is creative when communicating through messages, images, sounds and colors that can 

inspire consumers/target customers to purchase products or use services via online 

marketing. For knowledge aspect, a marketer can create information that can be 
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downloaded quickly as well as operate the marketing through various media 

appropriately, such as focusing on video presentation via YouTube and presenting 

information as images via Instagram, etc. 

General skills 

Written communication via the internet is different from other 

communication channels in that it requires conciseness, attraction, and creativity. (A10) 

In two-way communication, a marketer should respond and interact to the 

customers’ inquiries consistently and promptly. (A13) 

Specific skills 

A website is considered as a useful tool for online marketing which a 

marketer should be able to use it correctly. (A3) 

A community should have online marketing skills in various channels. (A8) 

Attributes 

Creativity for presentation helps making a product to be interesting when 

being sold on the online selling.  (A9) 

Communication via images, colors, and sounds can be used in online 

marketing which will help it to become interesting and creative. (A15) 

Knowledge 

A marketer should know how to create data that is quickly accessible which 

takes not much time to download. (A14) 

Online channels are varied, so a marketer should be able to use it 

appropriately with their presentation such as a video on YouTube and an image on 

Instagram. (A7) 

Conclusion 

After the interview, it can be summarized into the following issues. In 

evaluating the community’s potential in the aspect of tourism marketing promotion for 

community-based tourism, it can be done by evaluating the potential in four aspects 

including general skills, specific skills, attributes, and knowledge. They reflect the 

potential of a tourism marketing personnel through six types of marketing promotion 

tools: advertising, publicizing, sale promotion, personal selling, direct selling, and 

online marketing. Different indicators are applied to each tool based on appropriateness 

and necessity for each marketing promotion which are as follows. 
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General skills are necessary for evaluating the community’s potential in the 

aspect of tourism marketing promotion because personal skills related to emotional 

intelligence and social competency including communication skills, conflict solving 

skills, persuasion, self-emotion management, negotiation skills, and strategic thinking 

skills can reflect the community’s potential. The general skills that should be used in 

the community’s potential evaluation are oral communication skills, written 

communication skills, interpersonal communication skills, sales management skills, 

customer service focus, and negotiation skills. Each of them is differently essential for 

their potential of marketing promotion tool usage. For the evaluation of each tool, it 

should be done by evaluating the skills suitable for that aspect.   

Specific skills refer to specific marketing skills focusing on processes of 

analysis, planning, problem solving, and marketing operation. The skills necessary for 

evaluating the potential in specific skills aspect of tourism marketing promotion 

through various marketing promotion tools are an ability to analyze the organization’s 

marketing environment), creativity and critical thinking skills in branding, design and 

implementation of marketing plan, customer behavior analysis, marketing promotion 

channel specification and management, and overview of technological knowledge.  To 

evaluating the potential in specific skills, the skills to be evaluated should be adapted 

appropriately to the context of the community’s area and product.   

The specific skills that a marketer should have are knowledge and other related 

skills such as technology analysis and design in the aspects related to marketing 

promotion. Creativity is one of the skills to be evaluated as it shows whether the product 

can compete with others or how attractive it is. A marketer should be able to analyze 

the market’s condition and environment. Also, an ability to evaluate and analyze the 

target consumers is highly essential for the marketer. As technologies play more 

important role in the market, a marketer should also understand the overview of 

technology aspect. They should be able to implement a marketing plan they have 

planned. They should be able to use marketing promotion tool appropriately as each of 

them has different strength and weakness. The specific skills to be evaluated can help 

the marketer to realize which skills or knowledge they need to improve. The specific 

skills to be evaluated in the aspect of tourism marketing promotion can be applied to 

tourism marketing promotion tools as well.  
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Attributes of the tourism marketing personnel refer to personalities, attitudes, 

and motivation to operate tourism marketing promotion for the community-based 

tourism which help the tourism marketing promotion to be successful. The attributes to 

be considered and evaluated are creativity, ability to be initiative or to build motivation, 

ability to think strategically, and attention to detail. Each of them is a good qualification 

for marketing promotion tool usage which can be developed by several methods. Some 

can be done by instillation and social environment which take some times. The 

attributes the marketer should have are creativity as it will help creating uniqueness and 

new marketing promotion methods. Having positive motivation will encourage the 

marketer to operate marketing promotion efficiently; however, each person has 

different level of motivation. People can find the mutual ground to build the same level 

of motivation. Strategic thinking is another important qualification for a successful 

marketing promotion because the marketer who can think strategically will be able to 

see the outline, what to implement, and what to plan. Paying attention to detail allows 

the marketer to profoundly understand and notice detail that can be used as data for 

other process. A good marketer should also have creativity to present the product in a 

unique and interesting way. Behaviors that can inspire the marketer will help their 

colleagues have the same vision. 

Overall knowledge about marketing promotion by advertising, publicizing, 

direct selling, personal selling, sale promotion, and online marketing is a key basic 

factor to be evaluated in order to operate marketing promotion for the community-based 

tourism. Each tool is distinctive and can be applied differently. Having knowledge on 

media usage, expertise, and database is also important for the marketer to operate 

marketing promotion successfully.      

A tourism marketing personnel should know which media to use and how to use 

it in different situation. Their experience allows them to communicate with the 

customers effectively. Knowledge on database along with systematic management will 

help operating marketing promotion easier. Each media channel can be used differently, 

so a marketer should know which media to use and how to use it. For community-based 

tourism, marketing promotion tool usage should be adjusted to match with the product. 

Knowledge is inevitable for leading the marketing promotion to the right direction. 
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4.3 In Respond to Objective 2, Quantitative Research Result  

A study of “Process of Community Enhancement on Tourism Promotion 

Marketing for Community-Based Tourism Destination in Destinated Pattaya and 

Vicinity Areas” is considered as both a quantitative and qualitative research of which 

the data assessment is done by a questionnaire and interview.  

1) Symbols Used for the Data Analysis 

Researcher sets symbols used for the data analysis as follows. 

n refers to a number of people in the sample group 

X  refers to Mean 

S.D. refers to Standard Deviation 

Df refers to Degree of Freedom 

SS refers to Sum of Squares 

MS refers to Mean Squares 

t refers to t-distribution 

F refers to F-distribution 

p refers to probability that the test statistic will fall in the rejection 

region 

* refers to .05 level of statistical significance  

2) A Presentation of the Data Analysis’ Result 

To present the result of the data analysis, Researcher divides the presentation 

into four parts as follows. 

Part 1 A result of the data analysis in terms of respondents’  personal factors 

include gender, age, educational level, occupation, average monthly income, a number 

of visit, and opinion on the revisit. The statistic used for the analysis are frequency and 

percentage which is presented through a table and descriptive result explanation. 

Part 2 An analysis’  result of the community’ s potential evaluation on the 

marketing promotion consists of a marketing promotion by 1) advertisement 2) public 

relation 3) sale promotion 4) personal sale 5) direct sale and 6) online marketing. The 

statistic used for the analysis are Arithmetic Mean and Standard Division which is 

presented through a table and descriptive result explanation. 
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However, a comparative analysis’  result of the community’ s potential 

evaluation on the marketing promotion which is shown in the appendix consisting of a 

marketing promotion by 1)  advertisement 2)  public relation 3)  sale promotion 4) 

personal sale 5)  direct sale and 6)  online marketing.  The result is divided based on 

personal factors:  gender, age, educational level, occupation, average monthly income, 

a number of visit, and opinion on the revisit.  The statistic used for the analysis are 

Arithmetic Mean and Standard Division as well as t-test and one-way ANOVA. In case 

of the statistically significant difference of the sample groups, LSD method ( Fisher’ s 

Least Significant Difference)  is used to test the difference by pairs which will be 

presented through a table and descriptive result explanation. 

3) Result of the Data Analysis 

Part 1 A result of the data analysis in terms of respondents’  personal factors 

include gender, age, educational level, occupation, average monthly income, a number 

of visit, and opinion on the revisit. The statistic used for the analysis are frequency and 

percentage. 

Table 4.1  Showing Quantity and Percentage of the Respondents Based on their 

Genders 

Personal Factor Personal Factor Percentage 

Gender   

Male 171 42.75 

Female 229 57.25 

Total 400 100.00 

 

According to Table 4.1, most of the respondents are female which are 229 

people, or 57.25% while there are 171 male respondents which is 42.57%. 
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Table 4.2  Showing Quantity and Percentage of the Respondents Based on their Ages 

Personal Factor Personal Factor Percentage 

Age   

below 25 years old 76 19.00 

25 – 34 years old 80 20.00 

35 – 44 years old 89 22.25 

45 – 54 years old 49 12.25 

55 – 64 years old 57 14.25 

Over 65 years old 49 12.25 

Total 400 100.00 

 

According to Table 4.2, most of the respondents are between 35 – 44 years old 

which are 89 people or 22.25%, followed by the age between 25 – 34 years old which 

are 80 people or 20. 00% ; the age below 25 years old which are 76 people or 19. 00% ; 

the age between 55 - 64 years old which are 57 people or 14.25%; and the age between 

45 –  54 years old which are 49 people or 12. 25%  which are also equal to the number 

of the respondents who are over 65 years old. 

Table 4.3  Showing Quantity and Percentage of the Respondents Based on their 

Educational Level 

Personal Factor Personal Factor Percentage 

Educational Level   

Less than Bachelor’s degree 123 30.75 

Bachelor’s degree 230 57.50 

Higher than Bachelor’s degree 47 11.75 

Total 400 100.00 

 

According to Table 4.3, most of the respondents have a Bachelor’s degree which 

are 230 people or 57. 50% , followed by 123 people or 30. 75%  who have less than 

Bachelor’s degree, and 47 people or 11.75% who have higher than Bachelor’s degree. 
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Table 4.4  Showing Quantity and Percentage of the Respondents Based on their 

Occupation 

Personal Factor Personal Factor Percentage 

Occupation   

Specialist 50 12.50 

Administration/ management  33 8.25 

Staff/ clerk/ secretary  91 22.75 

Government/ state enterprise officer  51 12.75 

Housewife 39 9.75 

Retiree  32 8.00 

School/ University student  35 8.75 

Business owner  39 9.75 

Others 30 7.50 

Total 400 100.00 

 

According to Table 4.4, top three occupations among the respondents are 

staff/clerks/secretaries which are 91 people or 22.75% , followed by government/state 

enterprise officers which are 51 people or 12.75%, and specialists which are 50 people 

or 12.50%, respectively.  

Table 4.5  Showing Quantity and Percentage of the Respondents Based on their 

Average Monthly Income 

Personal Factor Personal Factor Percentage 

Average Monthly Income   

Less than 15,000 THB 86 21.50 

15,000 – 24,999 THB 177 44.25 

25,000 – 24,999 THB 53 13.25 

35,000 – 44,999 THB 48 12.00 

Higher than 45,000 THB 36 9.00 

Total 400 100.00 
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According to Table 4.5, the respondents mostly have 15,000 – 24,999 THB of 

the average monthly income which are 177 people or 44. 25% .  The second one is less 

than 15,000 THB which are 86 people or 21.50%, followed by 25,000 – 24,999 THB 

which are 53 people or 13.25%; 35,000 – 44,999 THB which are 48 people or 12.00%; 

and higher than 45,000 THB which are 48 THB or 9.00%, respectively.  

Table 4.6  Showing Quantity and Percentage of the Respondents Based on the 

Number of Visit at Ban Chak Maew Community 

Personal Factor Personal Factor Percentage 

Number of Visit   

1 time/year 185 46.25 

2 times/year 49 12.25 

3 times/year 34 8.50 

4 times/year 51 12.75 

5 times/year 38 9.50 

More than 5 times/year 43 10.75 

Total 400 100.00 

 

According to Table 4.6, the majority of the respondents visits Ban Chak Maew 

once a year which is 185 people or 46.25%, followed by those who visit the community 

4 times per year which is 51 people or 12.75% and twice a year which is 49 people or 

12.25%. On the other hand, there are 43 people or 10.75% who visit here more than 5 

times per year, followed by 5 times per year which is 38 people or 9. 50%  and 3 times 

per year which is 34 people or 8.50%, respectively. 
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Table 4.7  Showing Quantity and Percentage of the Respondents Based on their 

Opinion on Revisiting Ban Chak Maew 

Personal Factor Personal Factor Percentage 

Opinion on Revisiting Ban Chak Maew   

Revisit 298 74.50 

Not Sure 102 25.50 

Total 400 100.00 

 

According to Table 4.7, most of the respondents say that they will revisit the 

community which is 298 people or 74.50% while other 102 people or 25.50% are not 

sure about revisiting Ban Chak Maew. 

Part 2 An analysis’  result of the community’ s potential evaluation on the 

marketing promotion consists of a marketing promotion by 1) advertisement 2) public 

relation 3) sale promotion 4) personal sale 5) direct sale and 6) online marketing. The 

statistic used for the analysis are Arithmetic Mean and Standard Division. 

Table 4.8  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation in 

the Aspect of Marketing Promotion by Advertisement 

Marketing Promotion by 

Advertisement 

Potential Level 

(n = 400) 

 

 

X  S.D. Interpretation Ranking 

Common skill aspect: Marketer 

(Community) has communication/ 

writing skill for advertisement to 

persuade customers or tourists to buy a 

product / use a service.  

3.71 1.09 High 2 

Particular skill aspect: Marketer 

(Community) can advertise the 

community’s product/ service which is 

3.55 .98 High 4 
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Marketing Promotion by 

Advertisement 

Potential Level 

(n = 400) 

 

 

X  S.D. Interpretation Ranking 

competitive against the competitor of the 

same type of product/ service.  

Qualification aspect: Marketer 

(Community) has creativity for 

marketing promotion by advertisement 

such as creativity on the communication 

through various kind of message, image, 

sound, and color.  

3.72 .96 High 1 

Knowledge aspect: Marketer 

(Community) selects media/ 

advertisement channel for a product/ 

service suitably for the target tourists.  

3.60 .92 High 3 

Total 3.65 .76 High  

 

According to Table 4.8, it is found that the respondents’  opinion on the 

community’ s potential evaluation in the aspect of marketing promotion by 

advertisement is overall in a high level of which the mean is 3. 65.  When sorting by a 

descending order, the first rank is qualification aspect which is in the high level with 

3.72 of mean, followed by common skill aspect which is in the high level with 3.71 of 

mean, and knowledge aspect which is in the high level with 3.60 of mean. The last one 

is particular skill aspect which is in the high level with 3.55 of mean. 
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Table 4.9  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation in 

the Aspect of Marketing Promotion by Publicizing 

Marketing Promotion by Publicizing 

Potential Level 

(n = 400) 

 

 

X  S.D. Interpretation Ranking 

Common skill aspect: Marketer 

(Community) has communication/ 

writing skill for the publicizing in order 

to introduce the community’s product/ 

service to the tourists.  

3.68 .99 High 1 

Particular skill aspect: Marketer 

(Community) has creativity as well as 

critical thinking on publicizing in order 

to promote an impressive and reliable 

image for the community’s brand. 

3.63 1.02 HIgh 2 

Qualification aspect: Marketer 

(Community) provides inspiring 

publicizing that attracts the target tourists 

to buy the community’s product/ service 

3.50 1.02 Medium 3 

Knowledge aspect: Marketer 

(Community) has knowledge on building 

cooperation with mass media/ 

organization related to product and 

service publicizing  

3.18 1.08 Medium 4 

Total 3.50 .87 Medium  

 

According to Table 4.9, it is noticeable that the respondents’  opinion on the 

community’ s potential evaluation in the aspect of marketing promotion by publicizing 

is overall in a medium level of which the mean is 3.50. When sorting by a descending 

order, the first rank is common skill aspect which is in the high level with 3.68 of mean, 
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followed by particular skill aspect which is in the high level with 3. 63 of mean, and 

qualification aspect which is in the medium level with 3. 50 of mean, respectively. 

Lastly, the forth rank is knowledge aspect which is also in the medium level with 3. 18 

of mean. 

Table 4.10  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation in 

the Aspect of Marketing Promotion by Sale Promotion 

Marketing Promotion by Sale 

Promotion 

Potential Level 

(n = 400) 

 

X  S.D. Interpretation  Ranking 

Common skill aspect:  Marketer 

(Community) provides attractive 

sale promotion which can encourage 

transaction among the tourists 

promptly. 

3.35 1.31 Medium 2 

Particular skill aspect: Marketer 

(Community) provides various kind 

of interesting sale promotions such 

as offering discount, coupon, sample 

product, giveaway, etc.   

2.81 1.31 Medium 3 

Qualification aspect: Marketer 

(Community) provides an interesting 

sale promotion which can compete 

with other competitors such as a 

competition for reward. 

2.73 1.39 Medium 4 

Knowledge aspect: Marketer 

(Community) provides sale 

promotion that is suitable for the 

target tourists. 

3.46 1.29 Medium 1 

Total 3.09 1.15 Medium  
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Table 4.10 demonstrates the respondents’ opinion on the community’s potential 

evaluation in the aspect of marketing promotion by sale promotion which is overall in 

a medium level of which the mean is 3. 09.  When sorting by a descending order, the 

first rank is knowledge skill aspect which is in the medium level with 3. 46 of mean, 

followed by common skill aspect which is in the medium level with 3.35 of mean, and 

particular skill aspect which is in the medium level with 2.81 of mean. Meanwhile, the 

last one is qualification aspect which is in the medium level with 2.73 of mean. 

 

Table 4.11  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation in 

the Aspect of Marketing Promotion by Personal Sale 

Marketing Promotion by Personal 

Sale 

Potential Level 

(n = 400) 

 

X  S.D. Interpretation  Ranking 

Common skill aspect: Marketer 

(Community) has a good relationship 

with the customers and offer good 

service. Marketer can persuade the 

customers by using soft negotiation 

rather than sale-close method.    

4.25 .81 High 1 

Particular skill aspect: Marketer 

(Community) can evaluate the 

tourists’ demand when they ask for 

information or product/ service.  

4.02 .90 High 4 

Qualification aspect: Marketer 

(Community) pays attention to the 

customers/ tourists’ detail such as 

their demand as well as helps solving 

their problems about the product/ 

service. 

4.08 .86 High 3 
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Marketing Promotion by Personal 

Sale 

Potential Level 

(n = 400) 

 

X  S.D. Interpretation  Ranking 

Knowledge aspect: Marketer 

(Community) has good knowledge, 

understanding, and experience about 

the product/ service. 

4.12 .87 High 2 

Total 4.12 .77 High  

 

Table 4.11 shows the respondents’  opinion on the community’ s potential 

evaluation in the aspect of marketing promotion by personal sale which is overall in a 

high level of which the mean is 4.12. When sorting by a descending order, the first rank 

is common skill aspect which is in the high level with 4. 25 of mean, followed by 

knowledge aspect which is in the high level with 4.12 of mean, and qualification aspect 

which is in the high level with 4. 08 of mean.  The forth rank is particular skill aspect 

which is in the high level with 4.02 of mean. 

Table 4.12  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation in 

the Aspect of Marketing Promotion by Direct Sale 

Marketing Promotion by Direct Sale 

Potential Level 

(n = 400) 

 

X  S.D. Interpretation  Ranking 

Common skill aspect: Marketer 

(Community) has communication/ 

writing skill for direct sale in order to 

encourage the tourists/ customers to 

buy the product/ use the service by 

introducing the contact channel to 

them. 

3.19 1.33 Medium 1 
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Marketing Promotion by Direct Sale 

Potential Level 

(n = 400) 

 

X  S.D. Interpretation  Ranking 

Particular skill aspect: Marketer 

(Community) sets and manages direct 

sale channel properly such as direct sale 

through telephone, television, and 

media (letter, brochure, or poster), etc. 

2.62 1.26 Medium 2 

Qualification aspect: Marketer 

(Community) use direct sale method 

without sale staff by employing 

technology aid such as automatic 

response system  

2.05 1.30 Low 4 

Knowledge aspect: Marketer 

(Community) has precise customer 

information for the direct sale method  

2.39 1.20 Low 3 

Total 2.56 1.00 Medium  

 

Table 4.12 demonstrates the respondents’ opinion on the community’s potential 

evaluation in the aspect of marketing promotion by direct sale which is overall in a 

medium level of which the mean is 2.56. When sorting by a descending order, the first 

rank is common skill aspect which is in the medium level with 3.19 of mean, followed 

by particular skill aspect which is in the high level with 2. 62 of mean, and knowledge 

aspect which is in the low level with 2.39 of mean. The forth rank is qualification aspect 

which is also in the low level with 2.05 of mean. 
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Table 4.13  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation in 

the Aspect of Marketing Promotion by Online Marketing 

Marketing Promotion by Online 

Marketing  

Potential Level 

(n = 400) 

 

X  S.D. Interpretation  Ranking 

Common skill aspect: Marketer 

(Community) has online marketing skill 

(e.g. advertisement, publicizing, and 

direct sale) as well as good customer 

relationship building and maintaining  

(e.g. providing information, responding to 

customer’s inquiry, and assisting 

customers) 

2.47 1.34 Low 2 

Particular skill aspect: Marketer 

(Community) can apply internet for 

online marketing well such as marketing 

building on the website and social media.   

2.44 1.29 Low 3 

Qualification aspect: Marketer 

(Community) has creativity in 

communication with consumers via 

message, image, sound, and color to 

inspire them to buy the product or use the 

service by using online marketing. 

2.52 1.22 Medium 1 

Knowledge aspect: Marketer 

(Community) can create information 

which can be downloaded quickly as well 

as suitable marketing tool on various 

media such as presenting the information 

by a video on Youtube or image on 

Instragram.   

2.33 1.23 Low 4 

Total 2.44 1.19 Low  
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According to Table 4.13, the respondents’ opinion on the community’s potential 

evaluation in the aspect of marketing promotion by online marketing is overall in a low 

level of which the mean is 2. 44.  When sorting by a descending order, the first rank is 

qualification aspect which is in the medium level with 2. 52 of mean, followed by 

common skill aspect which is in the low level with 2. 47 of mean, and particular skill 

aspect which is in the low level with 2.44 of mean. The forth rank is knowledge aspect 

which is also in the low level with 2.33 of mean. 

Table 4.14  Showing Mean, Standard Deviation, Interpretation, and Ranking of the 

Respondents’ Opinion Levels on the Community’s Potential Evaluation in 

the Aspect of Marketing Promotion 

The Community’s Potential 

Evaluation in the Aspect of 

Marketing Promotion 

Potential Level 

(n = 400) 

 

X  S.D. Interpretation  Ranking 

Marketing Promotion by 

Advertisement 

3.65 .76 High 2 

Marketing Promotion by Publicizing 3.50 .87 Medium 3 

Marketing Promotion by Sale 

Promotion 

3.09 1.15 Medium 4 

Marketing Promotion by Personal 

Sale 

4.12 .77 High 1 

Marketing Promotion by Direct Sale 2.56 1.00 Medium 5 

Marketing Promotion by Online 

Marketing 

2.44 1.19 Low 6 

Total 3.22 .55 Medium  

 

According to Table 4.14, it is discovered that the respondents’  opinion on the 

community’ s potential evaluation in the aspect of marketing promotion is overall in a 

medium level of which the mean is 3.22. When sorting by a descending order, the first 

rank is the marketing promotion by personal sale which is in the high level with 4. 12 

of mean.  The second one is by advertisement which is in the high level with 3. 65 of 
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mean. The third one is by publicizing which is in the medium level with 3.50 of mean, 

followed by the marketing promotion by sale promotion which is in the medium level 

with 3. 09 of mean, and by direct sale which is also in the medium level with 2. 56 of 

mean.  Lastly, the marketing promotion method having the least potential is online 

marketing which is in the low level with 2.44 of mean 

In Respond to Objective II: Qualitative Result  

Assessment of Potential in General Skills, Specific Skills, Characteristics and 

Knowledge of the Community Marketers 

1) Marketing Promotion through Advertisement 

Marketing promotion through advertisement refers to providing 

information about products or services for motivational communication through 

various types of advertising media. 

Table 4.15  Marketing Promotion through Advertisement 

 
Potential in General Skill, Specific Skill, Characteristics and Knowledge 

of the Community Marketers in Marketing Promotion through 

Advertisement 

1.1 The community marketers’ speaking or writing skill in advertisement 

for persuading and convincing customers/ tourists to buy the 

products/services 

The community marketers have certain level of advertising skills to 

persuade and convince customers/ tourists to buy products/ services.  Despite 

choosing certain words to represent the Chinese sense as their identity, the 

community still lack of marketing strategies to make advertisement more 

appealing. Therefore, tourists may not tend buy products/services immediately 

but need other factors such as pricing or traveling duration to make decisions to 

travel in the community. 

“ I was about to go somewhere else but rather end up here because of the 

word Chinese Market that intrigues me to explore.” ( T7) 

“The vendors here are really good at convincing especially the foods that 

they claim as original, so I had them and they’re quite delicious.” (T11)  
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Potential in General Skill, Specific Skill, Characteristics and Knowledge 

of the Community Marketers in Marketing Promotion through 

Advertisement 

“ I know this place from the advertisement, a road banner along the way. 

At first I didn’t think it would be this big. It’s the word “Chinese Market” that 

convinces me to come.” ( T14)  

“ I like the label with the local name and how they casually persuade me 

to try.” (T16)  

“ There’ s a lot of similar advertisements and products.  It take a while to 

make decision.” (T18) 

1.2 The community marketers’  skill to create advertisement for 

competing with other products or services 

In terms of creating advertisement, the community marketers should more 

focus on finding the strength of their identity to compete other communities. A 

sense of Chinese market can attract some tourists in community level. However, 

it is necessary to bring out other strength to convince customers to enter or 

revisit.  In shop level, the advertisement cannot compete one another because 

they are all similar without prominent difference which is considered as one 

factor in determining competitiveness. 

“Comparing to other communities, this market is interesting with lots of 

Chinese culture but I’m not sure if I will get bored for further visits. I might go 

to other place perhaps.” (T2)  

“ In Pattaya, I think this market is different. Even this place is competitive 

with other places, it is needed to find difference to persuade customers. Chinese 

culture is interesting but may be boring in a long run.  There should be other 

things to be promoted for advertisement.” ( T22) 

“Each shop is decorated in a similar way. Despite the uniqueness, they’re 

all look alike with no difference.” (T4)  

“ I feel like they do not look like a banner but rather a direction sign.  I 

almost go to other places because I thought the sign is supposed to direct us to 



101 

 

 

 
Potential in General Skill, Specific Skill, Characteristics and Knowledge 

of the Community Marketers in Marketing Promotion through 

Advertisement 

the shrine.  They should add more convincing word otherwise we will go to 

another place.” (T18) 

“ I saw an advertisement shared in Facebook so I bring family here.  I 

totally mean to come here because I have been to almost every place in Pattaya 

and this place is different.” (T25) 

1.3 The community marketers’ creativity to promote marketing through 

advertising such as communication with text, picture, audio, or color  

The creativity in communication through text, picture, audio, or color is 

rarely seen in the advertisement.  It could not make the tourists feel much 

intrigued or distinguished.  Even though there is the use of Chinese letters and 

red color to represent the identity of the community, there is still the lack in 

motivating or making to memorable in an effective way.  Using pictures in 

advertisement can help attracting tourists.  

“ The red color and Chinese font represent Chinese culture but I cannot 

imagine of anything because there are only texts.”(T1)  

“ There are literally other Chinese things that can be brought out and 

promoted. Here you have to visit then you will see that it’s good.” (T6)  

“ More creative advertisement would surely convince more tourists to 

come visiting here.” (T11) 

“Pictures can convince those who have never visited to come here.” (T14) 

1.4 The community marketers’  media/ channel selection for advertising 

the products/services to proper target tourists  

The community has chosen proper advertisement channels for the target 

tourists, mostly are road banners and online media.  The advertisement can be 

reached by the target group which are Thai tourists travelling to Pattaya and 

vicinity areas who can see banners along the way as well as those who are not 

tourists who can see the ads online. Nevertheless, channels are adequate to reach 
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Potential in General Skill, Specific Skill, Characteristics and Knowledge 

of the Community Marketers in Marketing Promotion through 

Advertisement 

the target.  Other optional channels to promote are banners in the bus passing 

the route, pamphlets, local radios which are not practically used.  

“I knew this place from the road banners, so I surfed it on the internet and 

decided to come here.” (T6)  

“ I followed the signs along the main road in front of the alley.  There are 

many of them, so I did not get lost.” (T8) 

“ It was shared on Facebook, so I come here and it is impressive just like 

in the review. (T15)  

“ I have never seen any advertisement, just followed the road banners. ” 

(T23) 

“I prefer the pamphlets or information so that I can invite my friends and 

they can come to see a clear picture of a place but now I have not found any of 

them.” (T25) 

 

2) Marketing Promotion through Publicizing  

Marketing promotion through publicizing refers to the communication of 

opinions, news, various facts to the people 

Table 4.16  Marketing Promotion through Publicizing 

 
Potential in General Skill, Specific Skill, Characteristics and Knowledge 

of the Community Marketers in Marketing Promotion through 

Publicizing 

1.5 The community marketers’  speaking/ writing skill in publicizing 

knowledge of community products/services to tourists  

Community marketers have publicizing skills through speaking and 

writing to provide knowledge about community products and services to 

tourists.  Having full knowledge and understanding about their community and 
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Potential in General Skill, Specific Skill, Characteristics and Knowledge 

of the Community Marketers in Marketing Promotion through 

Publicizing 

products, the locals are capable to communicate accurate and reliable 

information and facts to the tourists both in speaking and writing forms.  

“The locals can answer all questions with a smiley face. They have lived 

since their ancestors settled here for decades.” (T5) 

“ You can ask everything from the vendors.  They can proudly tell all the 

stories.” (T10)  

“ Children have barely seen or eaten some foods here.  The vendors can 

explain all. Impressive.” (T13)  

“The community here is not big. They all know one another. We can ask 

anyone anything.” (T17)  

“ Publicizing signs in the community are easy to understand, you will not 

be lost.” (T20) 

1.6 The community marketers’  creativity and critical thinking in 

publicizing to build a good reputation and credibility for the community 

brand  

Community marketers have creativity and critical thinking in publicizing 

by using the Chinese identity to promote good reputation for the community. 

Their publicizing can be seen as using informational banners with Chinese 

designs or using Chinese characters in making shop signs or various information 

signs to provide information about the history of the community.  In a result, 

there is the credibility that can enhance a good reputation for the community. 

“ I like how everybody here creates the Chinese atmosphere which is 

different from other places.” (T2) 

“ They use Chinese style letters in writing shop name in Thai.  It creates 

local atmosphere.” (T9) 

“ The community name and information signs are presented in an 

interesting way.” (T13) 



104 

 

 

 
Potential in General Skill, Specific Skill, Characteristics and Knowledge 

of the Community Marketers in Marketing Promotion through 

Publicizing 

“ The resting area has the pond in the front.  I can take my kids to learn 

information here. It’s great.” (T15) 

1.7 The community marketer’  skill to generate publicizing that inspire 

target tourists to buy products/services of the community  

Publicizing to persuade tourists to buy products/ services of the 

community are seen from vendor’ s invitation together with the product 

decoration, placement, and providing information in interesting ways.  In a 

result, publicizing can help convincing tourists to support the community 

products because of their quality and attractiveness. 

“ There are many interesting products and the vendors can give full 

information, so I bought them.” (T1) 

“Some foods look appetizing.  The vendors’ words are also inviting, so I 

finally bought it.” (T12) 

“ It’ s charming that they provide information with sincerity, making me 

want to support by buying it.” (T17) 

“ Some items are sold in many stores, but  some vendors provide more 

interesting information and even recommend additional places to travel.” (T24) 

1.8 The community marketers’  knowledge for creating media 

cooperation from agencies/ organizations associated in their 

products/services publicizing  

To create media cooperation from the media or associated 

agencies/ organizations, the community has to coordinate with government 

agencies, private sectors, as well as various media that can support, educate, 

study, and promote relations through various channels.  This leads to 

participation and local pride. 

“ The TV shows are always filmed here.  Two shows are filming today. 

The locals can answer questions.” (T4) 
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Potential in General Skill, Specific Skill, Characteristics and Knowledge 

of the Community Marketers in Marketing Promotion through 

Publicizing 

“The vendors asked me how I know the store. We said we once saw it on 

TV, then they asked ‘ That program, right?’  They seems to appear on media 

quite often.” (T11) 

“The community is supported by various government agencies as seen on 

the logo. The vendors said the government came to help a lot.” (T12) 

 

3) Marketing Promotion through Sale Promotion  

Marketing promotion through sale promotion refers to marketing 

activities that can immediately drive sales. 

Table 4.17  Marketing Promotion through Sale Promotion 

 
Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Sale 

Promotion 

1.9 The community marketers’  skill to create sale promotion that can 

immediately drive sales   

Sales promotion models, widely used in the community, are trial products, 

price reduction, and product giveaway to buyers.  These are simple forms of 

sale promotion can be done immediately without the need for tools or 

equipment. It can also encourage tourists to purchase more easily. 

“ We can ask to try whatever we like.  They always give us.  Some have 

special trials offering.” (T9) 

“ Sometimes the giveaways are offered to us for free without saying that 

it’s a promotion.” (T16) 

“I wanted to buy only 2 but finally got 3 because I want the free giveaway 

from the promotion.” (T19) 
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Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Sale 

Promotion 

1.10 The community marketers’  skill to create interesting sale promotion 

such as price reductions, coupon giveaways, product giveaways, or free 

giveaways 

The sales promotion model chosen by community marketers are in normal 

form without creativity, complexity, or special methods that are widely seen 

in forms of price reduction, product trial, product promotion. More creative or 

different sales promotion would help increasing sales or interest.  

“As I know there’re only giveaway and discount. Other promotions would 

be more interesting.” (T7)  

“ Something more fun would attract teenagers.  Discount, exchange, and 

giveaway are too normal.” (T21) 

“ A discounted coupon or lucky draw would be good.  I’ m buying it 

anyway without any promotion.” (T23) 

“ Everybody would love good promotion but it should not be too 

complicated.” (T25) 

1.11 The community marketers’ skill to create interesting and competitive 

sale promotions such as award competition or draw lots 

Currently, there are no interesting and competitive forms of sale 

promotions.  However, there are special events from the central community 

such as annual festivals held throughout the year.  This creates traveling 

experience to tourists that goes beyond the sole products selling.  Hosting 

special events can increase sales since the number of visitors are rising during 

the annual events. In addition, there are more photo spots increased in various 

areas of the community which is considered a promotion because they can 

attract tourists to visit, do activities, or buy more products. 

“ I choose to come here during the goddess birthday event and the moon 

worship festival.  Regularly I come for travelling and joining the tradition. ” 

(T5) 
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Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Sale 

Promotion 

“I choose to come here because of the shrines in this market that they are 

different from somewhere else. There will be a lot of people during the shrine 

event. Everyone wants to come.” (T9) 

“ This place can be competitive with others because there are activities 

throughout the year and many spots to take photos.” (T24) 

1.12 The community marketers’  skill to create sale promotions that are 

suitable for target tourists 

For the target group of Thai tourists, the sale promotion runs well in terms 

of attracting visitors to come joining special events, annual festivals, or photo 

spots.  The sale promotion in forms of discount, exchange, and giveaway are 

also suitable for Thai tourists’ behaviors. 

“ The activities are appropriate.  They are not excessive and not bother 

other visitors.” (T10) 

“ Thai people love good and cheap things.  Here, you can try without 

buying it or you can get discount. They are very friendly.” (T15) 

“My kid likes to take photos, post online, and invite me to buy things and 

take photos here.” (T21) 

“ I planned to come here every moon worship festival.  Also we go to 

Pattaya and drop by here to buy things.” (T25) 
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4) Marketing Promotion through Sale Person 

Marketing promotion through sale person refers to a sale by means of 

person-to-person communication with the aim of selling products/services. 

Table 4.18  Marketing Promotion through Sale Person 

 
Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Sale 

Person 

1.13 The community marketers’  skill to interact with customers in an 

impressive way and can convince or persuade through gentle negotiation 

rather than focusing on closing sales 

Community marketer especially the vendors who directly contact with 

tourists have a friendly personality resulting in impressive relationship.  With 

friendly words, tourists will feel relaxed and comfortable.  One contributing 

factor is that the vendors are the locals who want to maintain good reputation 

of the community by using gentle persuasion for inviting to buy 

products/ services because they know that it will affect the living of the 

community in a long run. 

“ The vendors always have a smiley face.  Like they’ re all know one 

another. No rush and friendly.” (T2) 

“He said the shop is his own house. There’s no rental costs and he wants 

not much profit. We can try and no need to buy it. It's alright for him.” (T12) 

“ When I ask for the price or information of the product, they answer 

clearly in a friendly way.” (T13) 

“Some vendors have the strategy to make a loud noise and speak Chinese 

to call customers. They seem very happy to sell things” (T24) 

1.14 The community marketers’  skill to assess the needs of tourists who 

come to ask for information or desire to buy products/services 

To assessing the needs of tourists when they come to ask for information 

or want to purchase, it relies on the experience to respond them with clear 

answers in which the locals can do it perfectly.  
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Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Sale 

Person 

“You can ask anything to the vendors. The locals here know everything.” 

(T9) 

“When I asked where is the shrine they let their son send me off. He said 

he is the young guide.” (T15) 

“ People live here for a long time.  They can facilitate the tourists.  You 

can ask them anything.” (T19) 

1.15 The community marketers’  skill to pay attention in details of 

customers/tourist such as the need or solution about products/services 

Being the locals, the community marketers have full attention in various 

details of customers/tourists where they can help solving problems far beyond 

only the product marketing.  There is a center that provides information for 

tourists.  The local tourism club has document and person to facilitate tourist 

as well as the community committee that they can help managing things for 

tourists with impressive services. 

“ The community committee can help managing things for tourists.  It’ s 

helpful.” (T6) 

“ You can tell all the problem to the vendors or those at the shrine. 

There’re always people to help.” (T8) 

“At the parking lot and the street are personals to take care of you. They 

care the tourists.” (T20) 

1.16 The community marketers’  knowledge, understanding, and 

expertise in products/ services  

Being the locals, the community marketers have full knowledge, 

understanding, and expertise in products/ services. Also, they familiar with the 

products because most of them are made in the community. 

“ There is a variety of products here.  Each house sells its own products 

especially delicious foods.” (T11) 
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Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Sale 

Person 

“ People can explain everything about what they sell that their products 

are different from others.” (T22) 

“The locals are so proud of their community. They always welcome lots 

of visitors with a smile.” (T24) 

 

5) Marketing Promotion through Direct Selling  

Marketing promotion through direct sale refers to methods of marketing 

using various media channels as a tool for selling products between sellers and buyers. 

Table 4.19  Marketing Promotion through Direct Selling 

 
Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Direct 

Selling 

1.17 The community marketers’  skill to conduct a direct sale for 

persuading customers/tourists to buy products/services 

Despite having certain skill to persuade customers/ tourists to buy 

products/services, community marketers do not offer contact information that 

are not appear on the packaging or brochures to customers because the 

products/ services themselves require no advance reservations or pre- order 

options. 

“I have no idea how to contact the shop except visiting here again to buy 

the product.” (T4) 

“Only the shop’s telephone number and address found on the packaging. 

Not all of them have it.” (T10) 

“I follow the community Facebook. I think I can ask about the shop from 

the page.” (T19) 
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Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Direct 

Selling 

1.18 The community marketers’ skill to define and manage direct selling 

channels appropriately such as direct selling via telephone, television, 

print media (letters, brochures, flyers) etc. 

The community marketers do not use direct selling methods through 

telephone, television because they do not correspond to the product/ service 

model. Instead, they use to introduce the community.  

“ The leaflets from help us know more about the community but there is 

no detail about the shop.” (T8) 

“ The leaflets with product detail or contact would encourage customers 

to buy or spread words.” (T13) 

“ I believe that a direct selling through phone is not necessary because 

customers should come and choose the product directly at the shop.  It’ s a 

traveling not like buying daily products.” (T20)  

1.19 The community marketers’ skill to perform a direct selling through 

technology such as auto responder without sale persons  

In aspect of community tourism, community marketers use sales 

communication method and various tools that can interact directly with 

customers. This can encourage customers/tourists to understand products and 

could lead to more purchasing decisions.  Example of technology used is the 

social media. 

“ As for the community travelling, I prefer buying products from a 

person.” (T5) 

“ Using technology could help increasing the sale but it may not suitable 

or practical for some cases.” (T7) 

“ There is no other options of technology seen in this community sale. ” 

(T19)  
 

1.20 The community marketers’  skill to collect information about 

customers from the direct selling  



112 

 

 

 
Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Direct 

Selling 

Even though the community marketers do not collect customers’  data 

such as contact or personal information, they count the visitor numbers as the 

overall statistics to use in planning, managing, and other tourism promotions. 

“ There are many of visitors.  I guess they use the general assessment. ” 

(T10) 

“ There is no inquiry of visitor’ s background or contact information. ” 

(T14) 

“ There is the book at the tourism club for us to write down where or 

organization we are from.” (T16) 

 

6) Marketing Promotion through Online Marketing  

Marketing promotion through online marketing refers to conducting 

marketing activities using the internet as an intermediate and electronic media 

combined with marketing methods and activities. 

Table 4.20  Marketing Promotion through Online Marketing 

 
Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Online 

Marketing 

1.21 The community marketers’ skill to communicate, conduct an online 

marketing such as advertising, publicizing, direct selling, and create or 

manage positive relationship with customers including giving 

information, responding, and facilitating them 

In terms of online marketing communication, there is an interaction to 

provide information or responding for tourists. There are also publicizing and 

advertisement for those who are interested to visit.  

“I asked how to come here on Facebook and they sent me the map.” (T8) 

“There are online admins who always reply all answers.” (T16) 
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Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Online 

Marketing 

1.22 The community marketers’ skill to manage online marketing such as 

creating online market or producing online media 

The community runs a Facebook page named “Chank Ngao Community 

I Pattaya”  ( Baan Chak Ngaeo Chinese Community I Pattaya)  as an online 

marketing platform which they can always promote their activities and 

relevant pictures. 

“I’ve been following on Facebook and see the atmosphere. So I told my 

kid to tbring me here. Many people talk about this place.” (T17) 

“ Pictures and information are always updated in the page and it makes 

me want to take a visit.” (T23) 

1.23 The community marketers’  creativity in communicating text, 

pictures, and color to inspire customers/ tourists to consume 

products/services through the online marketing  

Community marketers do no create content by themselves. Instead, they 

play a role as a sponsor to facilitate the producers. Most of the content are the 

outside links that are relevant to the community.  The content that community 

make and distribute on the internet are only the atmosphere of the community, 

photos, and general publicizing messages which are not in creative forms. 

“ The content are mostly seen as outside shared links both the pictures 

and videos.” (T6) 

“I’ve been following the page Baan Chak Ngaew Pattaya”. They always 

keep updating pictures.” (T14) 

“ This community is famous.  I always see it on Facebook.  The page 

always share stories.” (T21) 

“There are always shows filming here. Also, there are the rerun tapes on 

YouTube. The community’s page always share videos.” (T25) 
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Potential in General Skill, Specific Skill, Characteristics and Knowledge  

of the Community Marketers in Marketing Promotion through Online 

Marketing 

1.24 The communities marketers’  skill to create information that can be 

quickly downloaded and choose proper marketing media channels such 

as presenting content via YouTube, or presenting images via Instagram 

Community marketers create and present online content via Facebook 

which is appropriate because it is easy to access and widely popular.  This 

social media can present content in many forms such as text, images, and 

videos.  Moreover, it can interact with visitors in the form of texts and replying 

comments which the duration of downloading data is quickly accessible 

because it is run by the standard platform.  It is important to choose proper 

number of images and appropriate lengths of the video to present. 

“I’ve been following the news and pictures mostly on Facebook where I 

can check special events.” (T1) 

“It is not slow. It depends on the individual’s internet speed. You do not 

have to wait for long to download video clips.” (T18) 

“There is no need to have many channels because people will get 

confused, the Facebook can cover all both pictures and videos.” (T22) 

" Some pictures are repeated in one album which will waste viewer’ s 

time. Also, people will not finish too long videos." (T24) 
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4.4 In Respond to Objective 3: Qualitative Method 

To obtain the community’s potential reinforcement method in the aspect of 

tourism marketing promotion currently proceeded by the related parties 
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A current community’s potential reinforcement method in the aspect of tourism 

marketing promotion proceeded by the related parties in Baan Chak Ngaew, a special 

governed city Pattaya and other connecting areas is done by using Top-Down method: 

several parties like a governmental sector, private sector, local government sector, 

academic institute, and an organization with a specific role which is DASTA 

( Designated Areas for Sustainable Tourism Administration)  provide the potential 

development in several aspects to support the community-based tourism by using the 

following processes.   

1) Educating: a process aiming to provide essential knowledge and 

understanding for the community’s tourism development. Training is used as a 

technique to increase the community’s potential to apply knowledge. Training is used 

to improve the potential to apply knowledge. It is a systematic process managed by an 

organization to increase knowledge, skills, experience, and working competency for 

their personnel. The training method used for the process is a training for the majority 

group of interested people or the community’s members to attend in various topics.  

The topic is specified by a party based on what they think is an important issue that the 

community should know or be able to do. Furthermore, another technique used for the 

potential development is observation which is taking the community’s members for 

observation at interesting places or other community-based tourist attractions with 

interesting issues that can be adapted to their community. It can be done by selecting or 

opening for those who are interested in to register. A responsible person or sector will 

alternately hold the activity; therefore, there will always be observation activities 

throughout the year.   

2) Self-experiment: a process that the parties allow the community to try 

several processes related to tourism marketing promotion and community-based 

tourism management by themselves based on the parties’ recommendation and 

suggestion.  

3) Supporting: a process that the parties use to improve the community’s 

potential by supporting them using their budget, knowledge, and manpower together 

with the community’s facilitation. This process is usually used to increase the 

community’s potential in the aspect of tourism marketing promotion because it can be 

implemented immediately in form of a supporter and a receiver: the community is a 
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sector who only facilitates the supporter and receives benefits from them such as an 

advertisement sign, video, TV program, website, special activity, and decoration. In 

this process, the community plays a role in giving information and facilitating the 

supporter to achieve the supporting parties’ objective.      

The following issues are the activities implemented by external parties for 

developing the community’s potential. 

1) Providing good hospitality  

2) Tourist attraction development  

3) Creating the community’s brand  

4) Sustainable tourism  

5) Good teamwork  

According to the parties’ implementation through various processes, it appears 

that tourism marketing promotion is only a minor issue among other issues the parties 

do to develop the community’s potential. Moreover, one of them is the parties’ support 

such as educating or allowing them to try by themselves which make them to be in a 

passive status or a policy, assistance, and suggestion receiver. It leads to several 

problems for the community to develop their potential to operate the community-based 

tourism marketing promotion:   

1) Lack of the community’s own know-how: the community does not 

play a role in setting a direction and develop an appropriate learning process. As a 

result, when an external factor changes like a problem occurs or context changes, they 

cannot develop their own process as they lack of their own know-how. This is caused 

by a lack of understanding on the process or lack of participation in creating a learning 

process.  

2) Lack of confidence to operate by themselves: as a receiver of the 

external parties’ support who are willing to develop the community through various 

processes, when there is no such support or when they have to operate by themselves, 

the community becomes unsure whether what they are doing is the right way or not.  

3) Waiting for support: as a number of parties constantly hold activities 

in the community in order to strengthen their potential, the community always 

anticipates for such support and becomes lack of motivation to initiate those activities 

by themselves.  
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4) Lack of marketing knowledge: the issues that related parties help the 

community to develop usually relates to community management rather than marketing 

and marketing promotion issue which are considered as only minor topics. As a result, 

the community lacks of knowledge on marketing and marketing promotion for making 

a marketing plan and implementing it by themselves. In addition, it is discovered that 

the process related to marketing issue in the community is currently operated by the 

related parties.  

5) Lack of the community’s identity: lacking of participation in setting 

a direction as well as planning every processes at the beginning sometimes makes the 

community’s identity to be irrelevant with their original identity and what they want to 

present to tourists. This can lead to misconception about the community among the 

tourists which tends to make the community development not to be sustainable.  

6) Lack of the community’s network: a network is one of the factors 

leading to success in marketing promotion. Having a good network will help 

publicizing the community widely. According to the cooperation and support from the 

existing networks, it can be noticed that they are only related to tourism management. 

The community still does not have a tourism promotion network to directly help them 

to share information.   

7) Ability to support: at this moment, it is found that the tourists usually 

visit Baan Chak Ngaew at a similar period due to a special activity: Talad Chin, a 

market held only on Saturdays, so the place becomes crowded with tourists leading to 

problems on traffic and car parking space. Therefore, having good marketing promotion 

and knowledge on marketing promotion will help managing the community’s ability to 

support the tourists. For examples, arranging activities on other days, expanding the 

area, and creating more activities.    

8) Lack of continuity: the community’s potential development process 

by the related parties’ support is still lack of continuity in two aspects: development of 

the existing issue of which the related problems are never solved before developing the 

next issue while the other aspect is the lack of continuity in terms of personnel. When 

a personnel’s skill is developed, there is no skill transfer process to others. So, as time 

passes, there will be no inheritor if the process discontinues leading to lack of continuity 

on marketing promotion process.  
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9) Not keep up with technology: nowadays variety forms of technology 

are applied to the marketing promotion process in many ways; however, the existing 

processes still lack of technology development based on the community’s context and 

ability. So, when the community have to work with technology, they cannot do it 

effectively.     

Nowadays, the community’s potential reinforcement process with the related 

parties’ assistance in terms of tourism marketing promotion for the community-based 

tourism at Baan Chak Ngaew, a special governed city of Pattaya, and other connecting 

areas constantly receives assistance, knowledge, and implementation from the related 

parties in many ways such as processes related to tourism marketing promotion and 

other indirectly related issues through educating, self-experiment, and supporting 

process. The community still needs more development like participation since the 

beginning of the process, cooperation during the implementation, and performance 

review for improvement. Moreover, the community’s potential evaluation is also 

required to understand their weakness, strength, and issues related to the community’s 

potential reinforcement process in the aspect of tourism marketing promotion for the 

tourist attractions through indicators in order to develop their potential efficiently.  
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4.5 In Respond to Objective 4: Qualitative Method 

To propose the process of community’s potential reinforcement method in the 

aspect of tourism marketing promotion in in the special governed city Pattaya and the 

related areas 
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Figure 4.3  Showing the Presented Process by Researcher Regarding the Community’s Potential Reinforcement Method in the 

Aspect of Tourism Marketing Promotion in the Special Governed City Pattaya and the Related Areas 
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According to the currently used method, an evaluation of the community’s 

potential in the aspect of tourism marketing promotion is necessary for strengthening 

the community’ potential to operate tourism marketing promotion. After receiving the 

evaluation’s result, it will be considered which issue to be improved.  The process starts 

from building knowledge to educate the community to operate the marketing 

promotion, experimenting to see the actual situation, and repeating the process to 

operate it quicker. Moreover, repeating the process helps them to keep up with the 

changing context during each period of the situation. An issue to be strengthened is 

selected from its weakness or the evaluation’s result receiving low and medium score 

and needed to be improved. Several techniques will be used such as coaching, 

workshop, observation, and on-the-job training. 

 

4.5.1 Adjusted Model based on Experts’ Suggestion 

After proposing a model of a community’s potential reinforcement method in 

process of community enhancement on tourism promotion marketing for community – 

based tourism destination in destinated Pattaya and Vicinity Areas  to experts and 

related parties for their suggestion to improve the model, they suggest that it should be 

specific based on each indicator. The result from inferential statistic was used to 

strengthen the model in terms of clarifying some aspects needed to improve.  

This process will help developing a particular aspect of potential reinforcement 

to be precise and specific. In addition, participation among the community’s members 

is required for brainstorming on a potential development guideline based on the 

community’s demand and interest leading to sustainability as follows. 
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Figure 4.4 The Process of the Community’s Potential to Operate Marketing Promotion in the Aspect of Online Marketing 
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1) Marketing Promotion Process by Online Marketing  

The experts suggest that processes like brainstorming, communication 

channel selection, and selection of a person in charge should be included as they will 

help boosting efficiency of this marketing promotion process through the following 

issues.    

(1) Website and social media marketing 

(2) Building and managing customer relationship 

(3) Arranging data for online communication 

(4) Creativity in online communication 

(5) Appropriate marketing method on mass media  

(6) Media design for online communication  

2) Marketing Promotion by Online Marketing  

When considering the method based on the indicators, it appears that in 

the aspect of attributes, a marketing personnel (Community)’s creativity to 

communicate by using messages, images, sounds and colors that inspire consumers / 

target customers to purchase products or use services via online marketing is in the 

medium level. To develop this potential, a marketing personnel should develop their 

creativity through potential development process.  

For general skills aspect, a marketing personnel (Community)’s 

communication skills for online marketing and customer relationship building and 

management are in the low level. They should reply and give information to the 

customers or tourists promptly and precisely. They should also be able to assist them 

or answer to their inquiries through the channel they implement the online marketing. 

For specific skills aspect, a marketing personnel (Community)’s ability 

to use the internet to operate marketing promotion such as marketing on website and 

social media is in the low level. They should be developed such as using variety of 

communication channels to approach different target groups, like a website, social 

media, and application. They will help the community to operate marketing promotion 

thoroughly and quickly. 

For knowledge aspect, a marketing personnel (Community)’s ability to 

create information that can be downloaded quickly as well as to operate the marketing 

through various media is in the low level. They can be developed by using information 
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that suits each channel. For example, using an attractive image or appropriate size for 

the channel so that it can be downloaded fast which will allow the tourists or customers 

to access the information conveniently and promptly. This also impacts their decision 

to visit the community. 

The processes to be used for developing the community’s potential to 

operate tourism marketing promotion for their tourist attractions by online marketing 

are as follows. 

(1) Brainstorming refers to a process of gathering ideas from the 

community’s members to specify content to communicate to the target tourists and to 

seek for the community’s strength and weakness in order to communicate properly and 

effectively. 

(2) Selecting a communication channel refers to a process of 

selecting an appropriate communication channel on the internet for the community’s 

product and service. As each channel has different strength and weakness, the 

community should evaluate their ability or data they have in the existing channel and 

consider which one is suitable or able to develop. 

(3) Creating knowledge refers to a process of giving the community 

knowledge and understanding on online marketing method as well as its tools and 

channels. 

(4) Finding a person in charge refers to a process of assigning a 

person who will be responsible for managing the community’s online marketing. 

Operating online marketing on various platforms like Facebook, Youtube, and 

Instragram requires an administrator or a person who is authorized to post the 

information. Assigning a person in charge will make the online marketing to be 

seamless, safe, and be in the same direction without confusing the target group. 

(5) Experimenting refers to a process that a responsible person and 

community applies the knowledge and idea from the previous process to 

implementation in order to evaluate the direction’s efficiency and effectiveness on 

which knowledge or skills to improve. 

(6) Repeating refers to a process of reviewing the knowledge, result, 

and procedure obtained from the community’s potential reinforcement techniques, 

issues, and processes whether there is an error, which issue to study more, or which 
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process emerged from external or internal factors to consider. Later, it must be 

precipitated to consider the next step to proceed. This process should always be done 

to keep the processes updated. 

The issues regarding marketing promotion by online marketing to be 

developed through the processes are as follows. 

(1) Marketing on the website and social media aims to make the 

community understand the importance and method of social media marketing. Training 

and on-the-job training are used to develop this potential which will allow the 

community to understand marketing on website and social media better. 

(2) Building and managing customer relationship aims to help the 

community to build and manage relationship with the customers via the internet which 

can inspire the target customers or tourists to visit the community or buy their product 

/ service. The technique used for this issue is observation which is done by taking a 

responsible person for observation at other organizations to study their operation and 

adapt it to the community. 

(3) Creating information for online communication refers to 

developing the community’s ability to create appropriate content and various forms of 

media for online channels. This issue can be developed through coaching by an expert 

who will give them suggestion, technique, and moral support so that they can create 

information for online communication effectively. 

(4) Creativity for online communication aims to make the 

community’s online marketing to be more interesting which will be able to approach 

the target group widely and create word-of-mouth. Training can be used to develop this 

issue by giving ideas, methods, and processes to create media with creativity as well as 

giving presentation method for communication on the internet. 

(5) Appropriate marketing method for different media is another 

issue to develop on the way to select a communication channel and method that can 

approach the target group while meeting the specified objectives. Seminar can be used 

to develop this issue as it is a technique that gives knowledge through training and 

trying at the same time. So, one can learn along with developing his skills during the 

seminar. 
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(6) Media design for online communication is potential 

development for the issue related to an ability to design media by using graphic 

programs. A person responsible for operating marketing promotion by online marketing 

must develop this skill which can be done by attending a seminar. It will allow him to 

learn and try at the same time during the seminar in order to develop his potential to 

design the media for online communication. 
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3) Marketing Promotion Process by Direct Sale 

The experts suggest that processes including brainstorming and customer 

data collection should be added in order to create customer database to use for operating 

marketing promotion by direct selling. The issues to be developed are as follows.   

 (1) Building and managing customer relationship 

 (2) Direct selling without salesman 

 (3) Oral/written communication for direct selling to convince and 

persuade customers  

 (4) Specify and manage direct selling channels 

 (5) Customer data collection for direct selling 

4) Marketing Promotion by Direct Selling 

Despite its medium level of the evaluation result, it is discovered that 

there are two aspects of the indicator evaluated in the low level: attributes and 

knowledge.  

For attributes aspect, a marketing personnel (community) selling directly 

without using salespeople by applying other technologies might not conform to the 

community’s context as a community-based tourist attraction. However, preparing for 

the change of global context: technology usage in the society can provide more 

convenience to the customers or create uniqueness for the community. 

For knowledge aspect, a marketing personnel (community) must develop 

data collection method that can gather clear information of customers in direct sales 

such as telephone number, address, email, and other online channels because Big Data 

plays a major role these days. As a result, customer data is a channel for the community 

to contact and introduce an interesting product or service to them promptly. 

For general skills aspect, a marketing personnel (community) must 

develop their oral and written communication skills in direct sale to persuade and 

convince tourists and customers to buy products/services by offering contact channels 

to customers. Customer data or contact channel collection can be done in form of prize 

competition or other forms that the customers are willing to participate. 

For specific skills aspect, a marketing personnel (community) must 

develop their ability to specify and manage direct sale channels more appropriately such 

as operating direct sales via telephone, television, print media (letters, brochures, flyers) 
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etc. The community might choose their product or uniqueness to present to the 

customers or tourists in various forms of media that they can bring back home or 

understand easily so that they will be interested in it and want to visit the community 

or buy the product/service.  

The processes to be used for developing the community’s potential to 

operate tourism marketing promotion for their tourist attractions by direct selling are as 

follows. 

(1) Brainstorming refers to a process of gathering ideas from the 

community’s members to specify content to communicate to the target tourists, a 

product and service to promote by direct selling, and the community’s uniqueness, 

strength, and weakness so that they can communicate properly and effectively. 

(2) Collecting customer data refers to a process of planning and 

implementing systematic customer data collection such as number of customers, their 

interest, and especially their contact channel so that they can introduce the product and 

service to the customers later. 

(3) Creating knowledge refers to a process of making the 

community to have knowledge and understanding on direct selling method, ability to 

use direct selling related tools and channels. 

(4) Experimenting refers to a process that a responsible person and 

community applies the knowledge and idea from the previous process to 

implementation in order to evaluate the direction’s efficiency and effectiveness on 

which knowledge or skills to improve. 

(5) Repeating refers to a process of reviewing the knowledge, result, 

and procedure obtained from the community’s potential reinforcement techniques, 

issues, and processes whether there is an error, which issue to study more, or which 

process emerged from external or internal factors to consider. Later, it must be 

precipitated to consider the next step to proceed. This process should always be done 

to keep the processes updated. 

The issues regarding marketing promotion by direct selling to be 

developed through the processes are as follows.  

(1) Building and managing customer relationship is building 

relationship with customer that will allow the community to get useful information for 
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their direct selling and to gain good relationship with them.   The technique used for 

this issue are training which will make them to understand the way to build a good 

relationship with the customers and observation which will demonstrate techniques 

from other successful organizations. 

(2) Direct selling without salesman is an issue that a marketing 

personnel’s potential will be developed. It can be done in other forms like selling via 

document, email, telephone, or vending machine. Observation will allow them to 

understand and see the real operation whereas on-the-job training will make them to 

understand what they have to improve as well as the process and problem that actually 

occurs. 

(3) Oral/written communication for direct selling to convince and 

persuade the customers is an ability to write and speak in the way that can convince the 

customers or tourists. Seminar is used to make them to be able to learn and practice 

their oral / written communication skills at the same time for direct selling to convince 

and persuade the customers. 

(4) Specifying and managing direct selling channels is an ability to 

choose a direct selling channel properly as well as to manage direct selling procedures 

efficiently. Training is used to make the community understand the content and related 

detail clearly.
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5) Marketing Promotion Process by Promoting Sale  

The experts suggest that processes including brainstorming, goal 

analysis, and participation building should be added to develop more efficient 

marketing promotion by sale promotion. The issues to be developed are as follows.  

 (1) Several methods of sale promotion  

 (2) Appropriate sale promotion methods for target tourists  

 (3) Creating interesting sale promotion methods to compete with 

other competitors  

 (4) Motivating the tourists to purchase the product 

6) Marketing Promotion by Promoting Sale 

This method is evaluated in the medium level for all indicators which can 

be further developed by the following methods. 

For general skills aspect, a marketing personnel (Community) should 

operate sale promotion that can motivate the tourists to purchase the product or use the 

service immediately by using appropriate promotional method for each target customer 

such as giving discount or giveaway that motivates them to decide to buy the product. 

Moreover, giving free sample or product demonstration is another way to motivate 

them. 

For specific skills, a marketing personnel (Community) should 

interestingly promote sales using various methods, such as giving discounts, giving 

away coupons, distributing sample products, giving complimentary samples etc. 

Besides the promotion method, creativity of the method can also motivate the tourists 

to buy the product. They should use proper creativity for each product. 

For attributes aspect, a marketing personnel (Community) should create 

interesting promotional methods to compete with other competitors, such as managing 

a competition for prizes and sweepstakes etc. These methods will help motivating 

customer participation and word-of-mouth. Also, it might motivate them to buy more 

products or buy the product again due to the prizes, competition, or sweepstakes. 

For knowledge aspect, a marketing personnel (Community) should create 

a sale promotion that is suitable for the target group of tourists. They must study the 

target group in terms of their behaviors, demands, interest, and motivation towards 

different promotional methods so as to choose a proper method. 
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The processes to be used for developing the community’s potential to 

operate tourism marketing promotion for their tourist attractions by promoting sale are 

as follows. 

(1) Brainstorming refers to a process of gathering ideas from the 

community’s members to specify content to communicate to the target tourists such as 

a product and service that needs marketing promotion by promoting sale, interesting 

promotional method, and different sale promotion experiences. 

(2) Goal analysis refers to a process of setting and analyzing goal 

together on what objective the community wants to achieve such as to drive sales, to 

motivate recall from the customers, to increase customers’ chances to buy more 

products or buy the product again. Besides, the community must analyze their behaviors 

on which type of promotional method they are interested in to be able to design and 

select the right method for them. 

(3) Educating refers to a process that provides the community 

knowledge and understanding on sale promotion as well as skills to use different sale 

promotion tools and channels. 

(4) Building cooperation refers to a process of collaboration 

between both internal and external sectors. To operate marketing promotion effectively 

and to create brand’s awareness among the tourists or customers, cooperation of the 

community is important. For examples, using the same promotion within the area and 

an external organization’s support by presenting the product or participating in the 

community’s sale promotional activities. Therefore, a process of building cooperation 

becomes a key factor of marketing promotion by promoting sale. 

(5) Experimenting refers to a process that a responsible person and 

community applies the knowledge and idea from the previous process to 

implementation in order to evaluate the direction’s efficiency and effectiveness on 

which knowledge or skills to improve. 

(6) Repeating refers to a process of reviewing the knowledge, result, 

and procedure obtained from the community’s potential reinforcement techniques, 

issues, and processes whether there is an error, which issue to study more, or which 

process emerged from external or internal factors to consider. Later, it must be 
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precipitated to consider the next step to proceed. This process should always be done 

to keep the processes updated. 

The issues regarding marketing promotion by promoting sale to be 

developed through the processes are as follows. 

(1) Sale promotional methods allows a marketing personnel of the 

community to understand the promotional methods the community uses. Observation 

allows them to see the actual operation from other organizations which will inspire 

them to adapt it to their community whereas training will make them understand a 

process of sale promotion completely. 

(2) Appropriate sale promotional method for the target tourists is 

allowing the community to choose the method that suits the target tourists based on data 

analysis, evaluation of communication, motivation, and proper method selection. A 

technique used to develop this potential is training as it provides complete knowledge 

on promotional method that suits the target tourists. 

(3) Creating interesting sale promotional methods to compete with 

other competitors is a development of methods and creativity for competitiveness, 

competitor assessment, and ability to create interesting promotional methods. The 

technique used to develop this potential is training which allows the community to learn 

about the process, errors, and solution. Meanwhile, a seminar provides knowledge and 

guideline from experts to the community while allowing them to practice at the same 

time. 

(4) Motivating transaction among the tourists is a process of 

motivating the tourists to buy the community’s product / service after operating 

marketing promotion by sale promotion. On-the-job training will help a marketing 

personnel of the community to obtain suggestion and the right way to operate.  
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7) Marketing Promotion Process by Publicizing  

The experts suggest that processes including brainstorming, setting a 

goal, creating content, and creating a network should be added to develop more efficient 

marketing promotion by publicizing. The issues to be developed are as follows.   

(1) Publicizing for community-based tourism  

(2) Creating participation among mass media 

(3) Inspiring the target tourists  

(4) Proactive publicizing tools and methods 

8) Marketing Promotion by Publicizing  

Overall, this method is evaluated in the medium level. General skills and 

specific skills aspect are in the high level while attributes aspect is in the medium level. 

They are related with a marketing personnel (Community)’s ability to inspire the target 

tourists to buy a product / use a service. It is important to develop their skills on target 

analysis to understand their behaviors and know which publicizing method to use in 

order to convince them to buy the product/service or visit the community.  

For knowledge aspect, it is evaluated in the medium level. A marketing 

personnel (Community) should develop their knowledge on building cooperation with 

mass media and organizations related to product/service publicizing. For example, 

creating a network or arranging an activity that motivate cooperation with mass media 

or other organizations like taking mass media for observation at the community and 

regularly sending news about the community to the network. This will help creating a 

network which is a cooperation between the community and external organizations. 

The processes to be used for developing the community’s potential to 

operate tourism marketing promotion for their tourist attractions by publicizing are as 

follows. 

(1) Brainstorming refers to a process of gathering ideas from the 

community’s members to analyze the community’s strength, weakness, and selling 

point, and identity together to publicize them to target groups. It allows the community 

to get information from all aspects, and it can reflect what the community’s members 

perceive as their true identity and want to present. 

(2) Setting goals is a process of setting goals for publicizing on what 

issue to present, whom to present to, and which channel to present. Setting goals will 
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also help the publicizing design to be in the same direction leading to the right brand 

awareness due to several sectors’ demand and participation. 

(3) Creating content is a process of designing an interesting content 

and publicizing channel from what the community what to present. It must aim to create 

awareness among the tourists and to represent what the community really wants to 

communicate. 

(4) Creating a network is a process of creating a network or 

cooperation with related parties and mass media who will help coordinating and 

spreading the information widely. Having a strong network will impact on an efficiency 

of publicizing and good image of the community’s tourism. 

(5) Educating is a process that provides the community knowledge 

and understanding on marketing promotion by publicizing as well as skills to use 

different publicizing tools and channels. 

(6) Experimenting is a process that a responsible person and 

community applies the knowledge and idea from the previous process to 

implementation in order to evaluate the direction’s efficiency and effectiveness on 

which knowledge or skills to improve. 

(7) Repeating refers to a process of reviewing the knowledge, result, 

and procedure obtained from the community’s potential reinforcement techniques, 

issues, and processes whether there is an error, which issue to study more, or which 

process emerged from external or internal factors to consider. Later, it must be 

precipitated to consider the next step to proceed. This process should always be done 

to keep the processes updated. 

The issues regarding marketing promotion by publicizing to be 

developed through the processes are as follows. 

(1) Publicizing the community’s tourism is a particular issue as it is 

different from other forms of publicizing in terms of image or what to be presented. 

The community should be aware of sustainability and image of the community or what 

they want to convey. Techniques used to develop this issue are observation at an 

organization that is successful in publicizing in order to adapt it to the community. 

Moreover, training will provide the accurate knowledge and understanding for 

publicizing the community’s tourism. 
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(2) Creating cooperation with mass media requires understanding on 

a process of creating cooperation, interaction, and network so that the community can 

operate efficient publicizing. Technique used to develop this issue are observation at an 

organization with good cooperation with mass media as well as training on techniques 

for creating a network with them. 

(3) Creating inspiration among target tourists is to inspire and 

motivate them to buy a product/ service or visit the tourist attractions at the community 

which can be crated through various forms of publicizing such as images, sounds, texts, 

and messages. Techniques used to develop this issue are observation at a successful 

organization along with a seminar which allows the community to learn and practice at 

the same time. 

(4) Proactive publicizing methods and tools are required for 

operating proactive publicizing to suit different situations. To develop this potential, 

on-the-job training is used to make the community understand potential of each tool in 

the real situation as well as a seminar which provides the community knowledge and 

suggestion during a practice.   

(5) Model Application  

According to the experts’ suggestion, researcher develops a model of 

community’s potential reinforcement method in the aspect of Process of Community 

Enhancement on Tourism Promotion Marketing for Community-Based Tourism 

Destination in Destinated Pattaya and Vicinity Areas.  

(6) A process of the model starts from the community’s potential 

evaluation in the aspect of marketing promotion for the community-based tourism. The 

elements related to tourism marketing promotion are the six marketing promotion tools: 

marketing promotion by advertising, publicizing, sale promotion, personal selling, 

direct selling, and online marketing. They are used as tools to operate marketing 

promotion for the community of which the target tourists are Thai tourists. The 

community’s potential evaluation is done by evaluating each of the six tools in four 

aspects: general skills, specific skills, attributes, and knowledge. After the evaluation, 

a marketing promotion method that are evaluated as low level must be improved by the 

potential development method on community-based tourism marketing promotion 

based on the proposed model. The community’s potential reinforcement techniques are 
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used to improve the issues in order to develop more efficient marketing promotion 

methods which will reflect the community’s potential to operate marketing promotion 

for their community-based tourism.    
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Figure 4.8  Process of Community Enhancement on Tourism Promotion Marketing for Community-Based Tourism Destination in 

Destinated Pattaya and Vicinity Areas 

1
4
2
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4.5.2 Explanation of a Model 

Process of Community Enhancement on Tourism Promotion Marketing for 

Community-Based Tourism Destination in Destinated Pattaya and Vicinity Areas. 

 is associated with six marketing promotion tools: marketing promotion by advertising, 

publicizing, promoting sale, personal selling, direct selling, and online marketing.  

Marketing promotion by advertising means providing information about 

products or services as an incentive through various types of advertisements. 

Marketing promotion by publicizing means conveying opinions, news and facts 

to the public. 

Marketing promotion by promoting sale means marketing activities that can 

encourage sales immediately. 

Marketing promotion by selling to an individual means selling by using the 

processes of interpersonal communication between two persons of which the objective 

is to offer products or services or sales.          

Marketing promotion by direct sale means the marketing methods that use 

various media channels as a tool for offering sale between sellers and buyers.  

Marketing promotion by online marketing means the marketing activities that 

are carried out using the internet as a tool as well as other electronic media combined 

with other marketing methods and marketing activities. 

They are used as tools to operate marketing promotion for the community of 

which the target tourists are Thai tourists. The community’s potential evaluation is done 

by evaluating each of the six tools in four aspects: general skills, specific skills, 

attributes, and knowledge.  

General skills refer to personal skills that are related to emotional intelligence 

and social capabilities, including communication skills, problem and conflict solving 

skills, convincing ability, managing emotions, negotiation, and strategic thinking, etc. 

Specific skills refer to specific marketing capabilities by focusing on the 

processes of analyzing, planning, problem solving and marketing operations.  

Attributes refer to the characteristics, attitude, and motivation of the marketing 

personnel. 
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Knowledge refers to the overall knowledge of marketing promotions by 

advertising, publicizing, promoting sales, using personal selling, direct selling, and 

online marketing. 

After the evaluation, a marketing promotion method that are evaluated as low 

level must be improved by the potential development method on community-based 

tourism marketing promotion based on the proposed model. The community’s potential 

reinforcement techniques are used to improve the issues in order to develop more 

efficient marketing promotion methods which will reflect the community’s potential to 

operate marketing promotion for their community-based tourism.    

Various processes will help the community’s potential reinforcement to be 

effective through the marketing promotion tools. They are different based on each 

promotion marketing tool’s characteristic which are used to improve the potential 

according to its weakness or problems. Each issue requires different potential 

development techniques as follows.   

Coaching is a job learning through an instruction giving by a supervisor or 

expert step by step whereas a trainee follows the instruction. There is a follow-up and 

evaluation for the trainee to improve their performance, develop their working skills, 

solve problems related to their works, and to be confident in their works. Coaching is 

not only teaching or giving work instruction, but it also includes giving assistance, 

suggestion, support, and opportunity to improve one’s performance which will help an 

employee or trainee to achieve their task independently and efficiently (Waiwit, 2016); 

(The 3rdOffice of Agricultural Extension and Development of Rayong, 2017). 

Community’s members whose jobs are related to tourism will get to learn about tourism 

marketing from a real situation. 

Training is a systematic process managed by an organization to increase 

knowledge, skills, experience, and working competency for their personnel. It helps 

changing employees’ inappropriate behaviors and attitudes so that their qualification 

and ability meet the organization’s expectation. Moreover, it helps motivating  

the employees as well. Regardless the knowledge and competency, if ones do not have 

passion on their work, they might not give the best out of themselves. Therefore, it is 

important to give them a motivation to work so that they can work efficiently  

and accomplish the organization’s goal. Hence, local personnel should be trained, 
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especially on both formal and informal interpretation including one-way and two-way 

communication as well as cooperative communication between a tourism 

communication network and tourists, for developing human resources to meet standard 

and principle of sustainable tourism management so as to communicate with the tourists 

productively (Dusit, 2011) (Watchara, 2008) (Sirirat, 2016a)  

Seminar is inviting a knowledgeable or expertise instructor to pass on their 

knowledge to audiences so that they can improve themselves. There will be an area for 

people to attend the seminar and share their opinions or ask questions to the instructor. 

A material with the related content might be provided to audiences so that they can 

catch up with the seminar and apply it to their work such as generating new thing, 

improving their performance, or resolving their mistake. In conclusion, a seminar is 

listening to a particular subject instructed by an expert in order to get the knowledge 

and use it to develop one’s potential (Seminar, 2018) (Sirirat, 2016b)  

Observation is allowing employees to see and learn from other works similar to 

theirs. They will get to see different working procedures or ideas from other 

organizations which might adaptable to theirs. Besides, joining a field trip allows them 

to relax from their work, especially Best Practice observation for a community’s leader 

to widen their vision and develop their management skills in tourism. Observing 

management procedures of other similar communities can be an example or lesson for 

the community to consider effects that can occur and plan for preventive measure from 

the beginning. It also helps employees to be expertise in their field so that they can 

generate new innovation to help developing their community by focusing on a physical 

survey; outer circle map (showing natural resources and land); community map 

(showing residence location, artificial resources, and natural resources); a study on 

community’s background, wisdom, culture, and tradition; a study on a relationship 

between the community and the use of natural resources and tourism resources; a study 

on groups of local people in the community they visit to learn their potential, limitation, 

and problems. Observation also helps attendees to learn and understand more allowing 

them to adapt the obtained techniques to their community tourism marketing promotion 

(Dechchart & Maneewan, 2015) (Pimluck, 2014; Weerapon, 2006) (Sirirat, 2016b) 

(Autjima et al., 2015)  
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On-the-job training is learning along with working. An employee will be trained 

before getting to practice in the real situation. They will be assigned more tasks and 

more important ones to motivate them to learn from the situation, or there will be a 

work rotation to allow the employee to always learn new tasks. Instead of theoretical 

learning, on-the-job training focuses on the practical one; therefore, it can create 

knowledge and understanding among the employees which is suitable for performing 

their task as it can clearly show a result within a short period while requiring low cost. 

However, there should not be too many on-the-job trainees as a trainer might not be 

able to pay attention to everyone consistently leading to a mistake while working 

(Kuntida, 2011) (Pimluck, 2014)  

For the Process of Community Enhancement on Tourism Promotion Marketing 

for Community-Based Tourism Destination in Destinated Pattaya and Vicinity Areas, 

according to an evaluation of the community’s potential in the aspect of tourism 

marketing promotion, respondents’ opinions on the evaluation is overall in the medium 

level. Their potential to operate marketing promotion by personal selling and 

advertising is in the high level while publicizing, promoting sale, and direct selling is 

in the medium level. However, their potential to operate marketing promotion by online 

marketing is in the low level. Regarding indicators, the indicators that are evaluated in 

the low level and need to be improve are attribute and knowledge aspect of direct selling 

method as well as general skills, specific skills, and knowledge aspect of online 

marketing method.  

Suggestion for the development of the aspects evaluated in the low level are as 

follows.  



 

 

 

CHAPTER 5 

 

CONCLUSION 

5.1 Introduction 

This chapter concludes methods of Process of Community Enhancement  

on Tourism Promotion Marketing for Community-Based Tourism Destination in 

Destinated Pattaya and Vicinity Areas. It includes a conclusion of each objective, 

discussion, recommendation, limitation of the research, value of the academic research, 

its business value, and conclusion.   

 

5.2 Summary of Objective 1 

The related elements of Process of Community Enhancement on Tourism 

Promotion Marketing for Community-Based Tourism Destination in Destinated Pattaya 

and Vicinity Areas are indicators of the community’s potential in the aspect of tourism 

marketing promotion which are six marketing promotion tools: marketing promotion 

by advertising, public relation, promoting sale, direct selling, personal selling, and 

online marketing. They are considered as indicators while particular characteristics of 

the marketing promotion methods are variables. They come from literature review, an 

interview of the sectors related to marketing promotion for community tourism, and 

examination by experts. The six elements are evaluated in four aspects based on the 

interview and literature review: general skills, specific skills, attributes, and knowledge.    

According to the development of indicators for evaluating the community’s 

potential to promote tourism marketing for their tourist attractions, it can be concluded 

that the indicators for the evaluation are as follows. 

An evaluation of the potential in the following aspects 1) General skills  

2) Specific skills 3) Attributes 4) Knowledge 
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Through the six tools related to tourism marketing promotion of the community 

tourism: 

1) Marketing promotion by advertising  

2) Marketing promotion by public relation 

3) Marketing promotion by promoting sale 

4) Marketing promotion by direct selling 

5) Marketing promotion by personal selling 

6) Marketing promotion by online marketing 

Bring 24 aspects of the indicators for evaluating the community’s potential to 

operate marketing tourism promotion for their tourist attractions including      

1) General skills of a marketing personnel (Community) to operate 

marketing promotion by advertising refer to having speaking/ writing skills for 

advertising to convince and persuade customers. 

2) Specific skills of a marketing personnel (Community) to operate 

marketing promotion by advertising refer to an ability to advertise the community’s 

product/ service to be competitive against other product/ service in the same category. 

3) Attributes of a marketing personnel (Community) to operate 

marketing promotion by advertising refer to having creativity to operate marketing 

promotion by advertising. 

4) Knowledge of a marketing personnel (Community) to operate 

marketing promotion by advertising refer to an ability to use an appropriate media/ 

advertising channel to advertise the product/ service for target tourists.   

5) General skills of a marketing personnel (Community) to operate 

marketing promotion by public relation refer to having speaking/ writing skills for 

public relation.   

6) Specific skills of a marketing personnel (Community) to operate 

marketing promotion by public relation refer to having creativity and critical thinking 

skills for public relation 

7) Attributes of a marketing personnel (Community) to operate 

marketing promotion by public relation refer to an ability to motivate the tourists to buy 

a product.  
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8) Knowledge of a marketing personnel (Community) to operate 

marketing promotion by public relation refer to having knowledge to build participation 

among the media.  

9) General skills of a marketing personnel (Community) to operate 

marketing promotion by promoting sale refer to ab ability to motivate the tourists to 

buy a product/ service immediately 

10) Specific skills of a marketing personnel (Community) to operate 

marketing promotion by promoting sale refer to interestingly operating sale promotion 

in various ways such as giving discount, coupons, testers, and complimentary products.    

11) Attributes of a marketing personnel (Community) to operate 

marketing promotion by promoting sale refer to an ability to create an interesting sale 

promotion method in order to compete with the competitors.  

12) Knowledge of a marketing personnel (Community) to operate 

marketing promotion by promoting sale refer to understanding of the target 

tourists/customers.  

13) General skills of a marketing personnel (Community) to operate 

marketing promotion by personal selling refer to having interpersonal skills.   

14) Specific skills of a marketing personnel (Community) to operate 

marketing promotion by personal selling refer to an ability to evaluate the tourists’ 

demand.  

15) Attributes of a marketing personnel (Community) to operate 

marketing promotion by personal selling refer to paying attention to details.  

16) Knowledge of a marketing personnel (Community) to operate 

marketing promotion by personal selling refer to having knowledge, understanding, and 

experience about the product.  

17) General skills of a marketing personnel (Community) to operate 

marketing promotion by direct selling refer to having speaking/ writing skills to operate 

direct selling to convince and persuade the tourists/ customers to buy a product or use 

service.  

18) Specific skills of a marketing personnel (Community) to operate 

marketing promotion by direct selling refer to appropriate specification and 

management of direct sale channels.  
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19) Attributes of a marketing personnel (Community) to operate 

marketing promotion by direct selling refer to adaptation of other technology.   

20) Knowledge of a marketing personnel (Community) to operate 

marketing promotion by direct selling refer to having precise customer information.   

21) General skills of a marketing personnel (Community) to operate 

marketing promotion by online marketing refer to having communication skills.  

22) Specific skills of a marketing personnel (Community) to operate 

marketing promotion by online marketing refer to an ability to use an internet to operate 

marketing promotion.  

23) Attributes of a marketing personnel (Community) to operate 

marketing promotion by online marketing refer to having creativity to communicate 

with a message, image, sound, and color.  

24) Knowledge of a marketing personnel (Community) to operate 

marketing promotion by online marketing refer to creating data that requires less 

download time.   

 

5.3 Summary of Objective 2 

To evaluate the community enhancement on tourism promotion marketing  

for community – based tourism destination in designated Pattaya and vicinity areas– 

which is evaluated by Thai tourists visiting Ban Chak Ngaew community, a quantitative 

research method together with semi-structured interview are employed as a verification. 

Answers of the quantitative research method can be concluded as follows.  

Most of the respondents are female aged between 35-44 years old with 

bachelor’s degrees level. They work as an employee/ clerk/ secretary of which the 

salary is between 15,000-24,999 baht. Their frequency of visiting the community is 1 

time/year, and they tend to revisit the community.  

Regarding the community’s potential reinforcement process in the aspect of 

tourism marketing promotion for tourist attractions in the special governed city Pattaya 

and the related areas, according to an evaluation of the community’s potential to operate 

marketing promotion, the respondents’ opinions on the evaluation is overall in the 

medium level. A marketing promotion by personal selling and advertising are in the 
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high level whereas a marketing promotion by public relation, promoting sale, and direct 

selling are in the medium level. On the other hand, a marketing promotion by online 

marketing is in the low level. Meanwhile, indicators evaluated in the low level and need 

to be developed are attributes and knowledge aspect of the marketing promotion by 

direct selling as well as general skills, specific skills, and knowledge aspect of the 

marketing promotion by online marketing. The details are as follows.an evaluation of 

the community’s potential in the aspect of marketing promotion is overall in the 

medium level at 3.22 which a marketing promotion by online marketing is in the low 

level at 2.44. The general skills aspect is at the level of 2.47, specific skills aspect is at 

the level of 2.44, knowledge aspect is at the level of 2.33, and attributes aspect is in the 

medium level of 2.52.        

Likewise, a marketing promotion by direct selling is in the medium level, but 

its attributes aspect is in the low level at 2.05 while its knowledge aspect is at 2.39.   

 

5.4 Summary of Objective 3   

The current process on the community’s potential enhancement on tourism 

promotion marketing currently proceeded by the related parties of which data collection 

is done by interviewing experts and those who are related to tourism marketing 

promotion in Chak Ngaew community, it is discovered that the community’s potential 

enhancement on tourism promotion marketing is currently done by receiving support 

and implementation from several organizations which is a process run from the top to 

the bottom: external organizations plays a role in setting policies and direction for the 

community such as which issue the community should improve and which method 

should be used before implementing it for them. There are three ways of these 

organizations’ support: 1) Educating 2) Self-experiment 3) Implementation on issues 

related to tourism potential enhancement by both governmental and private 

organizations as well as academic institute. It is found that the issues implemented by 

the organizations the least is marketing promotion potential enhancement which 

encourage the community to proceed it by themselves. However, according to the 

current process, it is obvious that the community’s participation on setting a goal on 

marketing promotion issues and accomplish it by themselves is considered as an issue 
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that needs to be developed. General skills, specific skills, attributes, and knowledge are 

keys for the development of the mentioned issue. Hence, the current processes done by 

the related parties still need continuous development.           

 

5.5 Summary of Objective 4 

According to the recommendations of experts related to the marketing 

promotion for the community’s tourist attractions on the six community’s potential 

reinforcement methods in the aspect of tourism marketing promotion in the special 

governed city Pattaya and the related areas including marketing promotion by 

advertising, public relation, promoting sale, direct selling, personal selling, and online 

marketing, the six mentioned elements are used as tools to operate marketing promotion 

for the community’s customers: Thai tourists which are their target tourists. To evaluate 

the community’s potential, it is done by evaluating the six elements on four aspects 

including general skills, specific skills, attributes, and knowledge aspect. After 

obtaining the result, it is analyzed, and an appropriate potential development method is 

selected in order to increase potential of a particular aspect so that the community has 

higher potential to operate marketing promotion for their tourist attractions. The 

recommendations on the development of the aspects evaluated in the low level are as 

follows.    

For marketing promotion by online marketing, when considering based on each 

indicator, it is noticeable that in the general skills aspect, a marketing personnel 

(Community)’s potential to use communication skills to operate online marketing as 

well as to create and maintain good customer relationship is in the low level at the score 

of 2.47. A recommendation for this is that they should communicate, give information, 

and respond to the customers or tourists quickly and precisely. They should assist them 

when they have questions on the channel the community operate the online marketing. 

Especially, they should be able to deal with different situations.  

For specific aspect, a marketing personnel (Community)’s potential to use the 

internet to operate marketing promotion such as the online marketing on the website 

and social media is in the low level at 2.44. They should develop this aspect by using 

various social media channel to approach different target customers such as websites, 
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social media, and applications. They can help them to operate marketing promotion 

more thoroughly and quickly. They should also create attractive media along with using 

interesting story telling method.  

For knowledge aspect, a marketing personnel (Community)’s potential to create 

data that requires less download time and to operate marketing promotion on various 

media are in the low level at 2.33. To develop this aspect, they should communicate 

systematically, and an appropriate digital data management method might be applied 

to different channels. For examples, they should use an attractive image or appropriate 

size of image for each promotion channel so that the image can be downloaded quickly 

allowing the tourists or customers to access the data smoothly and promptly through 

the right online media channel. This will influence on their decision to visit the 

community.    

For marketing promotion by direct selling, the overall evaluation of the 

indicators is in the medium level at 2.56. The indicators evaluated in the low level are 

attributes aspect which is at 2.05 and knowledge aspect which is at 2.39. They need to 

be developed in order to suit the community’s product and service which ca be done as 

follows.     

For attributes aspect, a marketing personnel (Community) who operates direct 

selling without using manpower needs to be adaptable to a change by applying other 

technologies to help selling a product, to seek for new knowledge, and to be creative. 

Although this method does not suit the community’s context as it is a tourist attraction, 

preparing for the change of global context which technology will play a major role can 

make customers to be more convenient and create outstanding experience for them. 

Therefore, to develop this aspect, Community might use technologies in operating 

marketing promotion in order to suit their products or combine them with other 

elements so that the customers can experience something new while traveling or buying 

the community’s products.      

For knowledge aspect, a marketing personnel (Community) needs to develop 

their customers’ data management and data collection for their direct selling method 

such as telephone number, address, email, and other online contact channel since Big 

Data plays an important role these days. The customers’ data can become their 

communication channel to sell an interesting product or service promptly through a 
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state-of-the-art technology. Moreover, Community should have knowledge on 

customer relations in order to use customer data in the most effective way.      

 

5.6 Recommendations 

According to a field study and research, it is apparent that community tourism 

is various in terms of location, form, lifestyle, target tourist, and the community’s 

product. As a result, to evaluate the community’s potential by using an indicator, it is 

necessary to select appropriate variables for each indicator which are suitable with a 

context of each area. After evaluating the community, no matter an indicator has high 

or low value, it must be analyzed based on a context of the area. This will lead to proper 

community’s potential development that meets the area’s context.     

In addition, one of the target group used for the potential evaluation in this 

research is Thai tourists which are the community’s focused target customers. They 

want to places them as their main customers. However, if they want to expand the target 

group in the future such as foreign tourists, the community’s potential evaluation might 

be conducted again.     

 

5.7 Limitation of Research 

Limitation of this research is data collection among the tourists because Talad 

Chin, the community’s tourist attraction, opens only once a week. So, it takes time to 

collect the data. Moreover, the place is an outdoor area, so a quiet area is needed when 

collecting the data so that respondents can concentrate on the interview and can answer 

the questionnaire conveniently.    

 

5.8 Research Contribution 

This research can create academic and business value as follows. 

 

5.8.1 Academic Contribution 

A study of the community’s potential reinforcement process in the aspect of 

tourism marketing promotion for tourist attractions in the special governed city Pattaya 
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and the related areas demonstrates indicators that can be used to evaluate the 

community’s potential to operate marketing promotion. It is done by evaluating general 

skills, specific skills, attributes, and knowledge aspect. It can also be used to evaluate 

other potential of the community apart from tourism marketing promotion by adding 

more indicators required for considering the aspect to be evaluated. For instance, six 

aspects of tourism marketing promotion tool are used as topics for the community’s 

potential evaluation in this research.       

 

5.8.2 Business Contribution 

Besides educating a community’s leader or those who are related to the 

community’s marketing promotion, this research also shows that there are still other 

ways to develop the community’s potential. Each way is suitable for developing 

different aspects. This research’s findings can be used to set potential development 

method for the community in different aspects in the future. Other communities can use 

it to evaluate their own potential in the aspect of tourism marketing promotion for their 

tourist attractions as well. After obtaining a result of the potential evaluation, they can 

choose a potential development method to develop the aspect evaluated as low level 

properly.   

To specify a potential development process for the community which is a 

tourism community, a community as well as both governmental and private 

organization can use this research’s findings to set topics and methods to develop the 

community’s potential in the aspect of tourism marketing promotion based on the 

aspect needed to be developed. This will help them to develop their potential precisely 

with the right methods leading to systematic development and sustainable tourism.  

 

5.9 Conclusion 

Nowadays, community tourism has emerged in various areas. It plays an 

important role in creating employment and income for local people as well as spreading 

income to tourist attractions in the community. The community’s potential 

reinforcement process in the aspect of tourism marketing promotion for tourist 

attractions in the special governed city Pattaya and the related areas will allow them to 
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present their area to the tourists through various marketing promotion methods more 

effectively. It will make the area become more renowned and make the tourists to 

decide to visit more. This brings the community an opportunity to sell their products 

more. It will encourage the tourists to spread their words of mouth, to be impressed, 

and to revisit the area more. The more the tourists visit the community, the wider the 

community’s business opportunity and economy expand. This will bring more income 

and investment. In addition, it will encourage the development of environment and 

public utility so as to support increasing number of tourists. The area tends to become 

more sustainable because local people become aware of the important and value of their 

local wisdom, environment, and social condition which are considered as an attraction 

convincing the tourist to visit. So, they take part in preserving and developing it by 

using academic knowledge to develop the area to be a sustainable tourism community.           
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APPENDIX A 

 

Interview Objective 1 

To Develop an Indicator Used for Evaluating the Community’s Potential 

in the Aspect of Tourism Marketing Promotion in the Special Governed city 

Pattaya and the Related Areas 

The interview aims to develop indicators used to evaluate the potential of the 

community to promote tourist attractions. This interview consists of 2 parts as 

follows.           

Part 1 Questions dealing with the potential evaluation concerning general skills, 

specific skills, attributes, and knowledge of the marketing personnel (the community) 

in marketing promotion by advertising, publicizing, promoting sales, personal selling, 

direct selling, and online marketing. 

Part 2 Comments and suggestions   

Additional Explanation 

Part 1 There are 6 parts including advertising, publicizing, promoting sales, 

personal selling, direct selling, and online marketing. In each part, there are questions 

regarding the development of indicators used to evaluate the potential concerning 

general skills, specific skills, attributes, and knowledge of the marketing personnel 

(the community).  

Part 2 There is an interview seeking suggestions for developing each marketing 

promotion tool.  

 

Date of the Interview………………… Time………………… Place…………… 

Name of Interviewee ……………………………………………………………… 

Age……………….. years old 

Career/Position………………………….……………………………….………. 

Duty/Responsibility Related to Tourism……………………………….………… 
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Part 1 Questions dealing with the potential evaluation concerning general skills, 

specific skills, attributes, and knowledge of the marketing personnel (the community) 

1) What do you think about the appropriateness for tourists to evaluate the 

potential concerning the following general skills? 

o Oral Communication Skills 

o Written Communication Skills 

o Interpersonal Communications Skills 

o Sales Management Skills 

o Customer service focus 

o Negotiation Skills 

Description-General skills refer to personal skills that are related to emotional 

intelligence and social capabilities, including communication skills, problem and 

conflict solving skills, convincing ability, managing emotions, negotiation, and 

strategic thinking, etc. 

2) What do you think about the appropriateness for tourists to evaluate the 

potential concerning the following specific skills? 

o Analyze the organization's marketing environment  

o Creative and critical thinking with the branding 

o Design and implement a marketing plan 

o Customer behavior analysis 

o Perform channel management functions 

o Technological knowledge / overview 

Description-Specific skills refer to specific marketing capabilities by focusing 

on the processes of analyzing, planning, problem solving and marketing operations. 

3) What do you think about the appropriateness for tourists to evaluate the 

potential concerning the following attributes? 

o Ability to be creative  

o Initiative / motivation 

o Ability to think strategically  

o Attention to detail  

Description-Attributes refer to the characteristics, attitude, and motivation of 

the marketing personnel. 
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4) What do you think about the appropriateness for tourists to evaluate the 

potential concerning the following knowledge? 

o Channel and media usage  

o Expertise 

o Databases 

Description-Knowledge refers to the overall knowledge of marketing 

promotions by advertising, publicizing, promoting sales, using personal selling, direct 

selling, and online marketing. 

5) Operating marketing promotion by advertising. What do you think about the 

appropriateness for tourists to evaluate the potential concerning general skills, specific 

skills, attributes and knowledge as follows? 

 5.1 General skills: Oral and written communication skills 

Question focus: The marketing personnel (community) have oral and 

written communication skills in advertising to persuade and convince customers to buy 

products/services. 

 5.2 Specific skills: Analyze the organization's marketing environment  

Question focus: The marketing personnel (community) advertise about 

products/services that can compete with other competitors in the same product/service 

line. 

 5.3 Attribute: Creativity 

Question focus: The marketing personnel (community) are creative in 

marketing promotion, such as having creativity in advertising by communicating with 

text, images, sounds and colors. 

 5.4 Knowledge: Media usage 

Question focus: The marketing personnel (community) select appropriate 

media/advertising channels related to products / services which are suitable for the 

tourists. 

Description-Marketing promotion by advertising means providing 

information about products or services as an incentive through various types of 

advertisements. 
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6) Operating marketing promotion by publicizing. What do you think about the 

appropriateness for tourists to evaluate the potential concerning general skills, specific 

skills, attributes and knowledge as follows? 

6.1 General skills: Oral and written communication skills 

Question focus: The marketing personnel (community) have oral and 

written communication skills to publicize information of products/ services to tourists. 

6.2 Specific skills: Creative and critical thinking with the branding 

Question focus: The marketing personnel (community) are creative and 

able to think critically in publicizing to create a good image and credibility for the brand 

of the community. 

6.3 Attribute: Initiative/motivation 

Question focus: The marketing personnel (community) publicize to inspire 

the target tourists to buy products or services in the community. 

6.4 Knowledge: Media usage 

Question focus: The marketing personnel (community) have the 

knowledge to collaborate with the media agencies and organizations involved in 

publicizing the products and services. 

Description-Marketing promotion by publicizing means conveying 

opinions, news, facts to the public. 

7) Operating marketing promotion by promoting sale. What do you think about 

the appropriateness for tourists to evaluate the potential concerning general skills, 

specific skills, attributes and knowledge as follows? 

7.1 General skills: Sales management skills 

Question focus: The marketing personnel (community) promote sales that 

can encourage tourists to buy/sell products or use the services immediately. 

7.2 Specific skills: Design and implement a marketing plan 

Question focus: The marketing personnel (community) interestingly 

promote sales using various methods, such as giving discounts, giving away coupons, 

distributing sample products, giving complimentary samples etc.  
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7.3 Attributes: Ability to think strategically  

Question focus: The marketing personnel (community) create interesting 

promotional methods to compete with other competitors, such as managing a 

competition for prizes and sweepstakes etc. 

7.4 Knowledge: Media usage 

Question focus: The marketing personnel (community) create a sales 

promotion that is suitable for the target group of tourists. 

Description-Marketing promotion by promoting sales means marketing 

activities that can encourage sales immediately. 

8) Operating marketing promotion by selling by an individual. What do you 

think about the appropriateness for tourists to evaluate the potential concerning general 

skills, specific skills, attributes and knowledge as follows? 

8.1 General skills: Interpersonal communication skills, customer service 

focus, negotiation Skills  

Question focus: The marketing personnel (the community) have 

interpersonal skill to communicate with customers and provide a good service, as well 

as to persuade and convince the customers using wise and gentle negotiations aiming 

at closing sales. 

8.2 Specific skills: Customer behavior analysis 

Question focus: The marketing personnel (community) can assess the 

needs of the tourists when they ask for information or want to buy products or services. 

8.3 Attributes: Attention to detail  

Question focus: The marketing personnel (community) are concerned with 

details of various aspects of customers and tourists, such as details of their needs as 

well as solving product and service problems for customers. 

8.4 Knowledge: Expertise 

Question focus: The marketing personnel (community) are knowledgeable, 

understanding and have expertize on products and services. 

Description-Marketing promotion by selling by an individual means selling 

by using the processes of interpersonal communication between two persons, of which 

the objective is to offer products or services or sale. 
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9) Operating marketing promotion by direct sale. What do you think about the 

appropriateness for tourists to evaluate the potential concerning general skills, specific 

skills, features and knowledge as follows? 

9.1 General skills: Oral communication skills and written communication 

skills 

Question focus: The marketing personnel (community) have oral and 

written communication skills in direct marketing to persuade and convince tourists and 

customers to buy products/services by offering contact channels to customers. 

9.2 Specific skills: Perform channel management functions 

Question focus: The marketing personnel (community) determine and 

manage direct sale channels appropriately, such as operating direct sales via telephone, 

television, print media (letters, brochures, flyers) etc. 

9.3 Attributes: Ability to be creative  

Question focus: The marketing personnel (community) sell directly 

without using salespeople by applying other technologies, such as automatic answering 

systems. 

9.4 Knowledge: Databases 

Question focus: The marketing personnel (community) have clear 

information of customers in direct sales. 

Description-Marketing promotion by direct sale means the marketing 

methods that use various media channels as a tool for offering sales between sellers and 

buyers.  

10) Operating marketing promotion by online marketing. What do you think 

about the appropriateness for tourists to evaluate the potential concerning general skills, 

specific skills, attributes and knowledge as follows? 

10.1 General skills: Oral communication skills, written communication 

skills, and interpersonal communication skills 

Question focus: The marketing personnel (community) have 

communication skills in online marketing (such as advertising, publicizing, operating 

direct sale, etc.) and have the ability to create and manage good relationships with 

customers (such as providing information, giving feedback and offering assistance, 

etc.) 
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10.2 Specific skills: Technological knowledge/overview 

Question focus: The marketing personnel (community) can use the 

internet to do marketing well, such as marketing in websites and on social media. 

10.3 Attributes: Ability to be creative and have initiative / motivation 

Question focus: The marketing personnel (community) are creative in 

order to communicate using messages, images, sounds and colors that inspire 

consumers / target customers to purchase products or use services via online marketing. 

10.4 Knowledge: Expertise         

Question focus: The market personnel (community) create information 

that can be downloaded quickly as well as operate the marketing through various media 

appropriately, such as focusing on video presentation via YouTube, focusing on 

presenting information as images via Instagram etc. 

Description-Marketing promotion by online marketing means the 

marketing activities that are operated using the internet as a tool as well as other 

electronic media combined with other marketing methods and marketing activities. 

Part 2 Comments and suggestions 

1) What other suggestions you would like to suggest for the development of 

the indicators used to evaluate the potential of the community to promote tourism 

marketing? 

 1.1 Suggestions for the development of the indicators used to evaluate the 

potential of the community to promote tourism marketing by advertising 

 1.2 Suggestions for the development of the indicators used to evaluate the 

potential of the community to promote tourism marketing by publicizing 

 1.3 Suggestions for the development of the indicators used to evaluate the 

potential of the community to promote tourism marketing by promoting sales 

 1.4 Suggestions for the development of the indicators used to evaluate the 

potential of the community to promote tourism marketing by selling to an individual 

 1.5 Suggestions for the development of the indicators used to evaluate the 

potential of the community to promote tourism marketing by selling through direct sale 

 1.6 Suggestions for the development of the indicators used to evaluate the 

potential of the community to promote tourism marketing by selling through online 

marketing 
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2) Do you think that this interview for the development of indicators used to 

evaluate the potential of the community to promote the marketing of tourist attractions 

in the special governed city Pattaya and the related areas is appropriate or not? 

Suggestions 
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Questionnaire 

Community Potential Evaluation Form for Promoting Tourism Marketing of 

Tourist Attractions by the Community 

  

  

 

Instruction This evaluation form is intended to study the potential of the community 

as a marketing person by means of promoting tourism marketing by the community.   

The evaluation form consists of 3 parts as follows:    

Part 1 Questions dealing with the potential evaluation concerning general skills, 

specific skills, attributes, and knowledge of the marketing person (the community) in 

marketing promotion by advertising, publicizing, promoting sale, personal selling, 

direct selling, and online marketing. 

Part 2 General information of respondents               

Part3 Comments and suggestions               

Please rate the potential level (qualification) of the community (the marketing person) 

in promoting tourism marketing of tourist attractions by the community by marking ✓ 

in the score box 1 – 5 considering the following meanings:                             

5  means  having the most potential 

4 means having great potential 

3 means  having moderate potential 

2 means  having little potential 

1 means  having the least potential 

Description General skills refer to personal skills that are related to emotional 

intelligence and social capabilities including communication skills, problem and 

The processes of building community potential in promoting tourism 

marketing of tourist attractions by the community 
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conflict solving skills, convincing ability, managing emotions, negotiation, and 

strategic thinking, etc.                            

Specific skills refer to specific marketing capabilities by focusing on the process 

of analyzing, planning, solving problems and marketing operations. 

Attributes refers to the characteristics, attitude, and motivation of the 

marketing person.  

Knowledge refers to the overall knowledge about marketing promotion by 

advertising, publicizing, promoting sale, using personal selling, direct selling, and 

online marketing. 

 

Part 1 The evaluation dealing with the potential of general skills, specific skills, 

attributes, and knowledge of the marketing person (the community)    

Marketing Promotion by Advertising 

Description Marketing promotion by advertising means providing information about 

products or services as an incentive through various types of advertisement. 

 

The Potential of General Skills, Specific Skills, Attributes, And 

Knowledge of the Marketing Person (The Community) in 

Marketing Promotion by Advertising 

Potential Level 

General skills: The marketing person (community) has oral and 

written communication skills to advertise in order to persuade and 

convince customers, tourists to buy products / use services. 

5 4 3 2 1 

Specific skills: The marketing person (community) advertises products 

/ services of a community that can compete with other competitors in 

the same product / service line. 

5 4 3 2 1 

Attributes: The marketing person (community) is creative in 

marketing promotion such as having creativity in advertising by 

communicating with text, images, sounds and colors in various forms. 

5 4 3 2 1 

Knowledge: The marketing person (community) selects appropriate 

media / advertising channels related to products / services which is 

suitable for the target tourists. 

5 4 3 2 1 
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Marketing Promotion by Publicizing 

Description Marketing promotion by publicizing means conveying opinions, news, 

facts to the public. 

 

The Potential of General Skills, Specific Skills, Attributes, and 

Knowledge of the Marketing Person (The Community) in 

Marketing Promotion by Publicizing 

Potential Level 

General skills: The marketing person (community) has oral and 

written communication skills to publicize information of products/ 

services to tourists. 

5 4 3 2 1 

Specific skills: The marketing person (community) is creative and 

is able to think critically in publicizing to create a good image and 

credibility for the brand of the community. 

5 4 3 2 1 

Attributes: The marketing person (community) publicizes 

to inspire the target tourists to buy products or services of the 

community. 

5 4 3 2 1 

Knowledge: The marketing person (community) has the 

knowledge to create collaboration from the media agencies, 

organizations involving in publicizing products and services. 

5 4 3 2 1 

 

Marketing Promotion by Promoting Sale 

Description Marketing promotion by promoting sale means marketing activities that 

can encourage sale immediately. 

 

The Potential of General Skills, Specific Skills, Attributes, and 

Knowledge of the Marketing Person (The Community) in 

Marketing Promotion by Promoting Sale 

Potential Level 

General skills: The marketing person (community) promotes sale 

that can encourage tourists to buy /sell products or use services 

immediately. 

5 4 3 2 1 

Specific skills: The marketing person (community) interestingly 

promotes sale using various methods, such as giving discounts, 

giving away coupons, distributing sample products, giving 

complimentary etc.  

5 4 3 2 1 

Attributes: The marketing person (community) creates 

interesting promotional methods to compete with 

5 4 3 2 1 
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The Potential of General Skills, Specific Skills, Attributes, and 

Knowledge of the Marketing Person (The Community) in 

Marketing Promotion by Promoting Sale 

Potential Level 

other competitors such as managing competition for prizes and 

sweepstakes etc. 

Knowledge: The marketing person (community) creates the sale 

promotion that is suitable for target groups of tourists. 

5 4 3 2 1 

  

Marketing Promotion by Personal Selling 

Description  Marketing promotion by selling by an individual means selling by using 

the processes of interpersonal communication between two persons of which objective 

is to offer products or services sale. 

 

The Potential of General Skills, Specific Skills, Attributes, and 

Knowledge of the Marketing Person (The Community) in 

Marketing Promotion by Personal Selling 

Potential Level 

General skills: The marketing person (the community) has 

interpersonal skill to communicate with customers and provide 

good service, as well as to persuade and convince the customers 

using wise and gentle negotiations aiming to closing sale. 

5 4 3 2 1 

Specific skills: The marketing person (community) can assess the 

needs of the tourists when they ask for information or want to buy 

products or services. 

5 4 3 2 1 

Attributes: The marketing person (community) is concerned with 

details of various aspects of customers and tourists, such as 

details of their needs as well as solving product and service 

problems for customers.  

5 4 3 2 1 

Knowledge: The marketing person (community) is 

knowledgeable, understanding and expert at products and 

services. 

5 4 3 2 1 
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Marketing Promotion by Direct Sale 

Description Marketing promotion by direct sale means the marketing methods that 

use various media channels as a tool for offering sale between sellers and buyers.  

 

The Potential of General Skills, Specific Skills, Attributes, and 

Knowledge of the Marketing Person (The Community) in 

Marketing Promotion by Direct Sale 

Potential level 

General skills: The marketing person (community) has oral and 

written communication skills in direct marketing to persuade and 

convince tourists and customers to buy products / services by 

offering contact channels to customers. 

5 4 3 2 1 

Specific skills:  The marketing person (community) determines 

and manages direct sale channels appropriately, such as operating 

direct sale via telephone, television, print media (letters, brochures, 

flyers) etc. 

5 4 3 2 1 

Attributes:  The marketing person (community) sells directly 

without using salespeople by applying other technologies such as 

automatic answering system. 

5 4 3 2 1 

Knowledge:  The marketing person (community) has clear 

information of customers in direct sale. 

5 4 3 2 1 

  

Marketing promotion by online marketing 

Description Marketing promotion by online marketing means the marketing 

activities that are operated using the internet as a tool as well as other electronic media 

combining with other marketing methods and marketing activities. 

 

The Potential of General Skills, Specific Skills, Attributes, and 

Knowledge of the Marketing Person (The Community) in 

Marketing Promotion by Online Marketing 

Potential Level 

General skills: The marketing person (community) has 

communication skills in operating online marketing (such as 

advertising, publicizing, operating direct sale, etc.) and having an 

ability to create and manage good relationships with customers 

(such as providing information, giving feedback and offering 

assistance, etc.) 

5 4 3 2 1 
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The Potential of General Skills, Specific Skills, Attributes, and 

Knowledge of the Marketing Person (The Community) in 

Marketing Promotion by Online Marketing 

Potential Level 

Specific skills: The marketing person (community) can use the 

internet to do marketing well, such as marketing on websites and 

social media. 

5 4 3 2 1 

Attributes: The marketing person (community) is creative in order 

to communicate using messages, images, sounds and 

colors that inspire consumers / target customers to purchase 

products or use services via online marketing. 

5 4 3 2 1 

Knowledge:  The marketing person (community) creates 

information that can be downloaded quickly as well as operates the 

marketing through various media appropriately, such as focusing on 

video presentation via YouTube, focusing on presenting 

information as images via Instagram etc. 

5 4 3 2 1 

  

Part 2 General Information of Respondents 

1. Gender  □ Male        □ Female                                          

2. Age ………… years old 

3. Education  

□ Lower than Bachelor's Degree  □ Bachelor's Degree  

□ Higher than Bachelor's Degree   

4. Occupation …………………………………………………………… 

5. Average monthly income ……………………………………baht 

6. Having travelled to Chak Ngaew Chinese Market (including this time) 

for......................... times. 

7. Will you return for another visit at Chak Ngaew Chinese Market?   

□ return for another visit □ unsure □ not again. 
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Part 3 Suggestions               

Comments and suggestions about the potential of the community’s general skills, 

specific skills, attributes, and knowledge in tourism marketing promotion by the 

community. 

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

………………………………………………………………………………………… 
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Interview Objective 2 

Interview for Evaluating the Potential of the Community to Promote 

Tourism Marketing of Tourist Attractions by the Community 

 

The processes of building community potential to promote tourism 

marketing of tourist attractions by the community in the special governed 

city-Pattaya and the related areas 

  

Instruction This interview is intended to study the potential of the community as a 

marketing person by means of promoting tourism marketing by the community.  

The interview consists of 2 parts as follows:  

 

Part 1  Questions dealing with the potential evaluation concerning general skills, 

specific skills, attributes, and knowledge of the marketing person (the community) in 

marketing promotion by advertising, publicizing, promoting sale, personal selling, 

direct selling, and online marketing.  

 

Part 2 Comments and Suggestions  

Description 

Marketing promotion by advertising means providing information about 

products or services as an incentive through various types of advertisement. 

Marketing promotion by publicizing means conveying opinions, news, 

facts to the public. 

Marketing promotion by promoting sale means marketing activities that can 

encourage sale immediately. 
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Marketing promotion by selling by an individual means selling by using the 

processes of interpersonal communication between two persons of which objective is 

to offer products or services sale. 

Marketing promotion by direct sale means the marketing methods that use 

various media channels as a tool for offering sale between sellers and buyers. 

Marketing promotion by online marketing means the marketing activities 

that are operated using the internet as a tool as well as other electronic media combining 

with other marketing methods and marketing activities. 

General skills refer to personal skills that are related to emotional intelligence 

and social capabilities including communication skill, problem and conflict solving 

skill, convincing ability, managing emotions, negotiation, and strategic thinking, etc. 

Specific skills refer to specific marketing capabilities by focusing on the 

processes of analyzing, planning, solving problems and marketing operations. 

Attributes refers to the characteristics, attitude, and motivation of the marketing 

person. 

Knowledge refers to the overall knowledge about marketing promotion by 

advertising, publicizing, promoting sale, using personal selling, direct selling, and 

online marketing.  

 

 

Interview date……………………. Time…………………… 

Place…………………. 

Name of the interviewee………………………………Age ………… years old 

Education □ Lower than Bachelor's Degree □ Bachelor's Degree □ Higher than 

Bachelor's Degree  

Occupation …………………………………………………………… 

Average monthly income ……………………………………baht 

Having travelled to Chak Ngaew Chinese Market (including this time) 

for......................... times. 
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Part 1 The evaluation dealing with the potential of general skills, specific skills, 

attributes, and knowledge of the marketing person (the community) 

Marketing Promotion by Advertising 

Description Marketing promotion by advertising means providing 

information about products or services as an incentive through various types of 

advertisement. 

 
 

The potential of general skills, specific skills, attributes,  

and knowledge of the marketing person (the community)  

in marketing promotion by advertising 

1.1 How were the oral and written communication skills to advertise in order to 

persuade and convince customers, tourists to buy products / use services of 

the marketing person (community)? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.2 Did the marketing person (community) advertise products / services of a 

community that can compete with other competitors in the same product / 

service line? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.3 Was the marketing person (community) creative in marketing promotion such 

as having creativity in advertising by communicating with text, images, 

sounds and colors in various forms? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.4 Did the marketing person (community) select appropriate media / advertising 

channels related to products / services which is suitable for the target tourists?  

How?  

……………………………………………………………………………….. 

……………………………………………………………………………….. 
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Marketing Promotion by Publicizing 

Description  Marketing promotion by publicizing means conveying opinions, 

news, facts to the public. 

 The potential of general skills, specific skills, attributes, and 

knowledge of the marketing person (the community) in marketing 

promotion by publicizing 

1.5 Did the marketing person (community) have oral and written communication 

skills to publicize information of products/ services to tourists? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.6 Was the marketing person (community) creative and is able to think 

critically in publicizing to create a good image and credibility for the brand of 

the community? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.7 Did the marketing person (community) publicize to inspire the target 

tourists to buy products or services of the community? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.8 Did the marketing person (community) have the knowledge to 

create collaboration from the media agencies, organizations involving in 

publicizing products and services? How 

……………………………………………………………………………….. 

……………………………………………………………………………….. 
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Marketing Promotion by Promoting Sale 

Description Marketing promotion by promoting sale means marketing 

activities that can encourage sale immediately. 

 

 The potential of general skills, specific skills, attributes,  

and knowledge of the marketing person (the community)  

in marketing promotion by promoting sale 

1.9 Did the marketing person (community) promote sale that can encourage 

tourists to buy/sell products or use services immediately? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.10 Did the marketing person (community) interestingly promote sale using 

various methods, such as giving discounts, giving away coupons, 

distributing sample products, giving complimentary etc.? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.11 Did the marketing person (community) create interesting promotional 

methods to compete with other competitors such as managing competition 

for prizes and sweepstakes etc.? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.12 Did the marketing person (community) create the sale promotion that is 

suitable for target groups of tourists.? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 
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Marketing Promotion by Selling by an Individual 

Description Marketing promotion by selling by an individual means selling 

by using the processes of interpersonal communication between two persons of which 

objective is to offer products or services sale. 

 

 The potential of general skills, specific skills, attributes,  

and knowledge of the marketing person (the community)  

in marketing promotion by selling by an individual 

1.13 Did the marketing person (the community) have interpersonal skill to 

communicate with customers and provide good service, as well as to 

persuade and convince the customers using wise and gentle negotiations 

aiming to closing sale? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.14 Could the marketing person (community) assess the needs of the tourists 

when they ask for information or want to buy products or services? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.15 Was the marketing person (community) concerned with details of various 

aspects of customers and tourists, such as details of their needs as well as 

solving product and service problems for customers? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.16 Was the marketing person (community) knowledgeable, understanding and 

expert at products and services? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 
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Marketing Promotion by Direct Sale 

Description Marketing promotion by direct sale means the marketing 

methods that use various media channels as a tool for offering sale between sellers and 

buyers. 

 

 

The potential of general skills, specific skills, attributes, and knowledge 

of the marketing person (the community) in marketing promotion by 

direct sale 

1.17 Did the marketing person (community) have oral and written communication 

skills in direct marketing to persuade and convince tourists and customers to 

buy products / services by offering contact channels to customers? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.18 Did the marketing person (community) determine and manage direct sale 

channels appropriately, such as operating direct sale via telephone,television, 

print media (letters, brochures, flyers) etc.? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.19 Did the marketing person (community) sell directly without using 

salespeople by applying other technologies such as automatic answering 

system? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.20 Did the marketing person (community) have clear information of customers 

in direct sale? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 
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Marketing Promotion by Online Marketing 

Description Marketing promotion by online marketing means the marketing 

activities that are operated using the internet as a tool as well as other electronic media 

combining with other marketing methods and marketing activities. 

 

 The potential of general skills, specific skills, attributes,  

and knowledge of the marketing person (the community) 

 in marketing promotion by online marketing 

1.21 Did the marketing person (community) have communication skills in operating 

online marketing (such as advertising, publicizing, operating direct sale, etc.) and 

having an ability to create and manage good relationships with customers (such as 

providing information, giving feedback and offering assistance, etc.)? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.22 Could the marketing person (community) use the internet to do marketing well, 

such as marketing on websites and social media? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.23 Was the marketing person (community) creative in order to communicate using 

messages, images, sounds and colors that inspire consumers / target customers to 

purchase products or use services via online marketing? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 

1.24 Did the market person (community) create information that can be downloaded 

quickly as well as operate the marketing through various media appropriately, 

such as focusing on video presentation via YouTube, focusing on presenting 

information as images via Instagram etc.? How? 

……………………………………………………………………………….. 

……………………………………………………………………………….. 
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Part 2 Suggestions 

2.1  Comments and suggestions about the potential of the community’s general skills, 

specific skills, attributes, and knowledge in tourism marketing promotion by the 

community.         

.…………………………………………………………………………………………

………………………………………………………..………………………………… 

2.2 Suggestions for the development of the indicators used to evaluate the potential of 

the community to promote tourism marketing by advertising 

.…………………………………………………………………………………………

………………………………………………………..………………………………… 

2.3 Suggestions for the development of the indicators used to evaluate the potential of 

the community to promote tourism marketing by publicizing 

.…………………………………………………………………………………………

………………………………………………………..………………………………… 

2.4 Suggestions for the development of the indicators used to evaluate the potential of 

the community to promote tourism marketing by promoting sale 

.…………………………………………………………………………………………

………………………………………………………..………………………………… 

2.5 Suggestions for the development of the indicators used to evaluate the potential of 

the community to promote tourism marketing by selling by an individual 

.…………………………………………………………………………………………

………………………………………………………..…………………………………  

2.6 Suggestions for the development of the indicators used to evaluate the potential of 

the community to promote tourism marketing by selling by direct sale 

.…………………………………………………………………………………………

………………………………………………………..…………………………………  

2.7 Suggestions for the development of the indicators used to evaluate the potential of 

the community to promote tourism marketing by selling by online marketing 

.…………………………………………………………………………………………

………………………………………………………..…………………………………  



 

 

 

APPENDIX D 

 

Interview Objective 3 

To obtain the community’s potential reinforcement method in the aspect of 

tourism marketing promotion currently proceeded by the related parties   

 

Date of interview………………….Time………………. 

 

Question 

 

What is the community’s potential reinforcement method that the related parties 

currently used to help the community? 

 

 

Thank you for your cooperation. 

 

The researcher 

 



 

 

 

APPENDIX E 

 

Interview Objective 4 

 

To create the process of community enhancement on tourism promotion marketing for 

community – based tourism destination in designated Pattaya and vicinity areas. 

 

Date of interview………………….Time………………. 

 

Question 

 

How should the Process of Community Enhancement on Tourism Promotion Marketing 

for Community – Based Tourism Destination in Destinated Pattaya and Vicinity Areas 

be? 

 

Thank you for your cooperation. 

 

The researcher 



 

 

 

APPENDIX F 

 

Reliability’s Result 

Reliability’s result of the potential of the community as a marketing person by 

means of promoting tourism marketing by the community.   

 

The Potential Evaluation  Reliability 

1. Advertising 

1.1 General skill .780 

1.2 Specific skills:  .760 

1.3 Attributes:  .653 

1.4 Knowledge .507 

Total .839 

2. Publicizing  

2.1 General skill .785 

2.2 Specific skills:  .741 

2.3 Attributes:  .749 

2.4 Knowledge .559 

Total .858 

3. Promotional sales  

3.1 General skill .596 

3.2 Specific skills:  .754 

3.3 Attributes:  .705 

3.4 Knowledge .647 

Total .841 

4. Personal selling  

4.1 General skill .701 

4.2 Specific skills:  .796 
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The Potential Evaluation  Reliability 

4.3 Attributes:  .625 

4.4 Knowledge .732 

Total .862 

5. Direct selling  

5.1 General skill .452 

5.2 Specific skills:  .432 

5.3 Attributes:  .406 

5.4 Knowledge .614 

Total .689 

6. Online marketing  

6.1 General skill .861 

6.2 Specific skills:  .874 

6.3 Attributes:  .681 

6.4 Knowledge .793 

Total .911 

Total of Reliability .923 

 



 

 

 

APPENDIX G 

 

Index of Item Objective Congruence 

Item-Objective Congruence Results 

(1=Consistent, 0=Do not Confirm, -1=Inconsistent) 

 

Items Expert 1 Expert 2 Expert 3 Expert 4 Exert 5 Total Mean 

Part I        

1.1 1 1 1 1 1  1 

1.2 1 1 1 1 1  1 

1.3 1 1 1 1 1  1 

1.4 1 1 1 1 1  1 

1.5 1 1 1 1 1  1 

1.6 1 0 1 1 1  0.8 

1.7 1 1 1 1 1  1 

1.8 1 1 1 1 1  1 

1.9 1 0 1 1 1  0.8 

1.10 1 1 0 1 1  0.8 

1.11 1 0 1 1 1  0.8 

1.12 1 1 1 1 0  0.8 

1.13 1 1 1 1 1  1 

1.14 1 1 1 1 1  1 

1.15 1 1 0 1 1  0.8 

1.16 1 1 1 1 1  1 

1.17 1 1 1 1 1  1 
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Items Expert 1 Expert 2 Expert 3 Expert 4 Exert 5 Total Mean 

1.18 1 1 0 1 1  0.8 

1.19 1 1 1 0 1  0.8 

1.20 1 1 1 1 1  1 

1.21 1 0 1 0 1  0.6 

1.22 1 1 1 1 1  1 

1.23 1 1 1 1 1  1 

1.24 0 1 1 1 0  0.6 

2.1 1 1 1 1 1  1 

2.1.1 1 1 1 1 1  1 

2.1.2 1 1 1 1 1  1 

2.2 1 1 1 1 1  1 

2.3 1 1 1 1 1  1 

2.3.1 1 1 1 1 1  1 

2.3.2 1 1 1 1 1  1 

2.3.3 1 1 1 1 1  1 

2.4 1 1 1 1 1  1 

2.5 1 1 1 0 1  0.8 

2.6 1 1 1 1 1  1 

2.7 1 1 1 1 1  1 

2.7.1 1 1 1 1 1  1 

2.7.2 1 1 1 1 1  1 

2.7.3 1 1 1 1 1  1 

3.1 1 1 1 1 1  1 

IOC’s Result 0.935 



 

 

 

APPENDIX H 

 

Post Hoc Analysis 

Table H1 Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Advertising Classified by Gender 

 

Promotion 

marketing 

by advertising 

male 

(n = 171) 

female 

(n = 229) t p 

�̅� S.D. �̅� S.D. 

General skills 3.64 1.14 3.7 1.06 -1.226 .221 

Specific skills 3.57 .95 3.53 1.01 .451 .652 

Attributes 3.76 .94 3.69 .98 .768 .443 

Knowledge 3.71 .86 3.52 .94 2.105* .036 

Total 3.67 .74 3.63 .78 .578 .564 

* p < .05 

 

Table H2 Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Publicizing Classified by Gender 

 

Promotion 

marketing 

by publicizing 

male 

( n = 171 ) 

female 

( n = 229 ) t p 

�̅� S.D. �̅� S.D. 

General skills 3.64 .99 3.71 .98 -.745 .457 

Specific skills 3.43 1.14 3.77 .90 -3.220* .001 

Attributes 3.36 1.07 3.59 .97 -2.253* .025 

Knowledge 3.19 1.08 3.17 1.09 .207 .836 

Total 3.41 .96 3.56 .79 -1.723 .086 

* p < .05 
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Table H3 Showing a Comparative Analysis Assessing the Potential of the Community 

for Promotion Marketing by Promoting Sales Classified by Gender 

 

Promotion marketing 

by promoting sales 

male 

( n = 171 ) 

female 

( n = 229 ) t p 

�̅� S.D. �̅� S.D. 

General skills 3.65 1.24 3.13 1.31 4.078* .000 

Specific skills 3.16 1.35 2.55 1.21 4.755* .000 

Attributes 3.01 1.44 2.52 1.30 3.599* .000 

Knowledge 3.69 1.33 3.28 1.23 3.162* .002 

Total 3.38 1.18 2.87 1.07 4.507* .000 

* p < .05 

Table H4 Showing a Comparative Analysis Assessing the Potential of the Community 

for Promotion Marketing by Personal Selling Classified by Gender 

 

Promotion marketing 

by personal selling 

male 

( n = 171 ) 

female 

( n = 229 ) t p 

�̅� S.D. �̅� S.D. 

General skills 4.18 .83 4.31 .79 -1.708 .089 

Specific skills 3.99 .93 4.05 .88 -.593 .553 

Attributes 4.05 .91 4.10 .81 -.609 .543 

Knowledge 4.16 .86 4.08 .87 .974 .331 

Total 4.10 .81 4.14 .73 -.513 .608 

* p < .05  
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Table H5 Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Direct Selling Classified by 

Gender 

 

Promotion 

marketing by 

direct selling 

male 

( n = 171 ) 

female 

( n = 229 ) t p 

�̅� S.D. �̅� S.D. 

General skills 3.31 1.37 3.10 1.29 1.551 .122 

Specific skills 2.75 1.29 2.52 1.23 1.885 .060 

Attributes 1.81 1.20 2.23 1.35 -3.325* .001 

Knowledge 2.46 1.12 2.34 1.25 1.018 .309 

Total 2.58 .94 2.55 1.03 .366 .714 

* p < .05 

Table H6 Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Online Marketing Classified by 

Gender 

 

Promotion marketing 

by online marketing 

male 

( n = 171 ) 

female 

( n = 229 ) t p 

�̅� S.D. �̅� S.D. 

General skills 2.41 1.25 2.52 1.40 -.817 .415 

Specific skills 2.33 1.22 2.52 1.33 -1.480 .140 

Attributes 2.35 1.12 2.65 1.27 -2.463* .014 

Knowledge 2.27 1.09 2.38 1.33 -.951 .342 

Total 2.34 1.11 2.52 1.24 -1.525 .128 

* p < .05 

 



 

 

 

2
0

4
 

Table H7 Showing a Comparative Analysis Assessing the Potential of the Community for Promotion Marketing by Advertising 

Classified by Age 

 

 

 

Promotion 

marketing 

By advertising 

Age 

Under 25 years old 

( n = 76) 

25 - 34 years old 

(n = 80) 

35 - 44 years old 

(n = 89) 

45 - 54 years old 

(n = 49) 

55 - 64 years old 

(n = 57) 

65 years old 

or more 

(n = 49) 

Total 

(n = 400) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General skills 4.09 .80 3.79 .85 3.82 .83 3.76 .99 3.82 .78 2.65 1.83 3 .71 1.09 

Specific skills 3.76 .85 3.39 .85 3.66 .88 3.39 1.17 3.77 .78 3.16 1.34 3.55 .98 

Attributes 3.84 .87 3.45 .81 3.46 .94 3.49 1.18 3.67 .76 4.71 .65 3.72 .96 

Knowledge 3.68 .91 3.39 .83 3.40 .82 3.45 1.16 3.74 .86 4.18 .73 3.60 .92 

Total 3.85 .65 3.50 .63 3.59 .66 3.52 1.03 3.75 .75 3.68 .92 3.65 .76 
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Table H8  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in General Skills 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

General skills 
Between groups 5 68.235 13.647 13.138* .000 

Within group 394 409.275 1.039 
  

Total 
 

399 477.510 
   

* p < .05 

 

Table H9  Showing the Comparison of Each Pair’S Average Assessment of Potential 

of the Community for Promotion Marketing by Advertising in General 

Skills Classified by Age 

 

Age 

  Under 25 25-34 35-44 45-54 55-64 65 years or 

more 

�̅� 4.09 3.79 3.82 3.76 3.82 2.65 

Under 25  4.09 - .30 .27 .33 .27 1.44* 

25 - 34  3.79   - .03 .03 .03 1.14* 

35 - 44  3.82   
 

- .06 .00 1.17* 

45 - 54  3.76   
 

  - .06 1.11* 

55 - 64  3.82   
 

    - 1.17* 

65 years 

or more 

2.65   
 

      - 

* p < .05 
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Table H10  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Specific Skills 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Specific skills 
Between groups 5 18.124 3.625 3.913* .002 

Within group 394 364.974 .926 
  

Total 
 

399 383.098 
   

* p < .05 

 

Table H11  Showing the Comparison of Each Pair’s Average Assessment of Potential 

of the Community for Promotion Marketing by Advertising in Specific 

Skills Classified by Age 

 

Age 

  Under 25 25-34 35-44 45-54 55-64 65 years or 

more 

  �̅� 3.76 3.39 3.66 3.39 3.77 3.16 

Under 25  3.76 - .37* .10 .37* .01 .60* 

25-34 3.39   - .27 .00 .38* .23 

35-44 3.66     - .27 .11 .50* 

45-54 3.39       - .38* .23 

55-64 3.77       
 

- .61* 

65 years 

or more 

3.16       
 

  - 

* p < .05 
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Table H12  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Attributes 

Classified by Age 

 

Potential 

evaluation 
Source of variance df SS MS F p 

Attributes 
Between groups 5 64.148 12.830 16.577* .000 

Within groups 394 304.929 .774 
  

Total 
 

399 369.077 
   

* p < .05 

 

Table H13  Showing the Comparison of Each Pair’s Average Assessment of Potential 

of the Community for Promotion Marketing by advertising in Attributes 

Using LSD Classified by Age 

 

Age 

  Under  

25 

25-34 35-44 45-54 55-64 65 years 

or more 

     �̅� 3.84    3.45    3.46 3.49 3.67 4.71 

Under 25  3.84 -     .39*     .38* .35* .17 .87* 

25-34 3.45   -     .01 .04 .22 1.26* 

35-44 3.46           - .03 .21 1.25* 

45-54    3.49       - .18 1.22* 

55-64    3.67         - 1.04* 

65 years or 

more 

  4.71           - 

* p < .05 
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Table H14  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Knowledge 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 5 26.429 5.286 6.776* .000 

Within groups 394 307.369 .780 
  

Total 
 

399 333.798 
   

* p < .05 

 

Table H15  Showing the Comparison of Each Pair’s Average Assessment of Potential 

of the Community for Promotion Marketing by Advertising in Knowledge 

Using LSD Classified by Age 

 

Age 

  Under  

25 

25-34 35-44 45-54 55-64 65 years 

or more 

    �̅� 3.68 3.39 3.40 3.45 3.74 4.18 

Under 25  3.68 - .29* .28* .23 .06 .50* 

25-34 3.39   -     .01 .06   .35* .79* 

35-44 3.40   
 

- .05   .34* .78* 

45-54 3.45       - .29 .73* 

55-64 3.74         - .44* 

65 years or 

more 

4.18           - 

* p < .05 
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Table H16  Showing the Variance Analysis in Order to Compare the Overall Potential 

of the Community for Promotion Marketing by Advertising in All Areas 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Overall 
Between groups 5 6.405 1.281 2.255* .048 

Within groups 394 223.800 .568 
  

Total 
 

399 230.205 
   

* p < . 5 

 

Table H17  Showing the Comparison of Each Pair’s Average Assessment of Potential 

of the Community for Promotion Marketing by Advertising in All Areas 

Using LSD Classified by Age 

 

Age 

 
Under 25 25-34 35-44 45-54 55-64 65 years or 

more 

�̅� 3.85 3.50 3.59 3.52 3.75 3.68 

Under 25 3.85 - .35* .26* .33* .10 .17 

25 - 34 3.50 
 

- .09 .02 .25 .18 

35 - 44 3.59 
  

- .07 .16 .09 

45 - 54 3.52 
   

- .23 .16 

55 - 64 3.75 
    

- .07 

65 years 

or more 

3.68 
     

- 

* p < .05 

 



 

 

 

2
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Table H18  Showing the Variance Analysis in Order to Compare the Potential of the Community for Promotion Marketing by Publicizing 

in Classified by Age 

 

 

 

Promotion 

marketing 

by publicizing 

Age 

Under 25  

(n = 76) 

25 - 34  

(n = 80) 

35 - 44  

(n = 89) 

45 - 54  

(n = 49) 

55 - 64  

(n = 57) 

65 years or more 

(n = 49) 

Total 

(n = 400) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General skills 3.97 1.01 3.31 .94 3.69 .90 3.37 .97 3.56 .93 4.27 .91 3.68 .99 

Specific skills 3.79 .84 3.34 .91 3.75 .95 3.47 1.06 3.25 1.21 4.22 .99 3.63 1.02 

Attributes 3.64 .92 3.10 .91 3.57 .87 3.35 .93 3.19 1.22 4.27 1.00 3.50 1.02 

Knowledge 3.21 1.12 3.11 1.10 3.21 1.01 3.04 1.22 3.02 1.16 3.51 .82 3.18 1.08 

Total 3.65 .76 3.22 .76 3.56 .73 3.31 .88 3.25 1.09 4.07 .85 3.50 .87 
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Table H19  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in General Skills 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

General skills 
Between groups 5 39.740 7.948 8.965* .000 

Within groups 394 349.300 .887     

Total   399 389.040       

* p < .05 

Table H20  Showing the Comparison of Each Pair’s Average Assessment of Potential 

of the Community for Promotion Marketing by Publicizing in General 

Skills Using LSD Classified by Age 

 

Age 
  Under 25 25-34 35-44 45-54 55-64 65 years or more 

�̅� 3.97 3.31 3.69 3.37 3.56 4.27 

Under 25 3.97 - .66* .28 .60*   .41* .30 

25-34 3.31   -  .38* .06 .25 .96* 

35-44 3.69     - .32 .13 .58* 

45-54 3.37       - .19 .90* 

55-64 3.56       
 

- .71* 

65 years 

or more 

4.27           - 

* p < .05 

  



212 

 

 

Table H21  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Specific Skills 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Specific skills 
Between groups 5 37.121 7.424 7.690* .000 

Within groups 394 380.377 .965 
  

Total 
 

399 417.498 
   

* p < .05 

 

Table H22  Showing the Comparison of Each Pair’s Average Assessment of Potential 

of the Community for Promotion Marketing by Publicizing in Specific 

Skills Using LSD Classified by Age 

 

Age 

  Under 25 25-34 35-44 45-54 55-64 65 years 

or more 

�̅� 3.79 3.34 3.75 3.47 3.25 4.22 

Under 25 3.79 - .45*  .04 .32   .54* .43* 

25-34 3.34   -  .41* .13 .09 .88* 

35-44 3.75     - .28   .50* .47* 

45-54 3.47       - .22 .75* 

55-64 3.25         - .97* 

65 years 

or more 

4.22         
 

- 

* p < .05 
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Table H23  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Attributes 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Attributes 
Between groups 5 50.077 10.015 10.784* .000 

Within groups 394 365.913 .929 
  

Total 
 

399 415.990 
   

* p < .05 

Table H24  Showing the Comparison of Each Pair’s Average Assessment of Potential 

of the Community for Promotion Marketing by Publicizing in Attributes 

Using LSD Classified by Age 

 

Age 

  Under25 25-34 35-44 45-54 55-64 65 years 

or more 

�̅� 3.64 3.10 3.57 3.35 3.19 4.27 

Under25 3.64 - .54* .07 .29 .45* .63* 

25-34 3.10   - .47* .25 .09 1.17* 

35-44 3.57     - .22 .38* . .70* 

45-54 3.35       - . 16 . 92* 

55-64 3.19         - 1.08* 

65 years or 

more 

4.27         
 

- 

* p < .05 

  



214 

 

 

Table H25  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Knowledge 

Classified by Age 

 

Potential evaluation Source of variance df SS MS F p 

Knowledge 
Between groups 5 8.331 1.666 1.431 .212 

Within groups 394 458.709 1.164 
  

Total 
 

399 467.040 
   

* p < .05 

Table H26  Showing the Variance Analysis in Order to Compare the Overall Potential 

of the Community for Promotion Marketing by Publicizing in All Area 

Classified by Age 

 

Potential evaluation Source of variance df SS MS F p 

Overall 
Between groups 5 29.555 5.911 8.504* .000 

Within groups 394 273.874 .695 
  

Total 
 

399 303.429 
   

* p < .05 

 

Table H27  Showing the Comparison of Each Pair’s Average Assessment of the Overall 

Potential of the Community for Promotion Marketing by Publicizing in All 

Area Using LSD Classified by Age 

 

Age 
 Under25 25-34 35-44 45-54 55-64 65 years or more 

     �̅� 3.65 3.22 3.56 3.31 3.25 4.07 

Under 25  3.65 - .43 * .09 .34 * .40 * .42 * 

25-34 3.22 
 

- .34* .09 .03 .85 * 

35-44 3.56 
  

- .25 .31 * .51 * 

45-54 3.31 
   

- .06 .76 * 

55-64 3.25 
    

- .82 * 

65 years or 

more 

4.07 
     

- 

* p < .05 
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Table H28  Showing the Variance Analysis in Order to Compare the Potential of the Community for Promotion Marketing by Promoting 

Sales Classified by Age 

 

 

 

 

 

 

Promotion 

marketing 

By 

Promoting sales 

Age 

Under 25 

(n = 76) 

25 - 34 

(n = 80) 

35 - 44 

(n = 89) 

45 - 54 

(n = 49) 

55 - 64 

(n = 57) 

65 years or 

more 

( n = 49) 

Total 

(n = 400) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General skills 3.54 1.18 2.85 1.23 3.63 1.20 3.51 1.37 3.91 1.34 2.57 1.12 3.35 1.31 

Specific skills 2.92 1.07 2.23 1.02 2.62 1.25 2.59 1.31 3.77 1.39 3.02 1.44 2.81 1.31 

Attributes 3.05 1.29 2.14 1.09 2.78 1.40 2.55 1.39 3.81 1.38 2.02 1.01 2.73 1.39 

Knowledge 3.49 1.08 2.89 1.08 3.58 1.20 3.57 1.17 3.79 1.35 3.61 1.78 3.46 1.29 

Total 3.25 1.03 2.53 .92 3.15 1.01 3.06 1.07 3.82 1.34 2 .81 1.23 3.09 1.15 
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Table H29  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in General Skills 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
Df SS MS F p 

General skills 
Between groups 5 78.646 15.729 10.283* .000 

Within groups 394 602.652 1.530 
  

Total 
 

399 681.298 
   

* p < .05 

Table H30  Showing the Comparison of Each Pair’s Average Assessment of the 

Potential of the Community for Promotion Marketing by Promoting Sales 

in General Skills Using LSD Classified by Age 

 

Age 

  Under25 25 - 34 35 - 44 45 - 54 55 - 64 65 years or 

more 

�̅� 3.54 2.85 3.63 3.51 3.91 2.57 

Under 25 3.54 - .69* .09 .03 .37 .97* 

25 - 34 2.85   - .78* .66* 1.06* .28 

35 - 44  3.63     - .12 .28 1.06* 

45 - 54 3.51     
 

- .40 .94* 

55 - 64 3.91     
 

  - 1.34* 

65 years 

or more 

2.57           - 

* p < .05 
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Table H31  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in Specific 

Skills Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Specific skills 
Between groups 5 88.839 17.768 11.798* .000 

Within groups 394 593.339 1.506 
  

Total 
 

399 682.178 
   

* p < .05 

 

Table H32  Showing the Comparison of Each Pair’s Average Assessment of the 

Potential of the Community for Promotion Marketing by Promoting Sales 

in Specific Skills Using LSD Classified by Age 

 

Age 

 
Under 25 25-34 35-44 45-54 55 - 64 65 years 

or more 

�̅� 2.92 2.23 2.62 2.59 3. 77 3.02 

Under 25 2.92 - .69* .30 .33 .85* .10 

25 - 34 2.23 
 

- .39* .36 1.54* .79* 

35 - 44 2.62 
  

- .03 1.15* .40 

45 - 54 2.59 
   

- 1.18* .43 

55 - 64 years 3.77 
    

- .75* 

65 years or 

more 

3.02 
     

- 

* p < .05 
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Table H33  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in Attributes 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Attributes 
Between groups 5 128.536 25.707 15.906* .000 

Within groups 394 636.762 1.616 
  

Total 
 

399 765.298 
   

* p < .05 

 

Table H34  Showing the Comparison of Each Pair’s Average Assessment of the 

Potential of the Community for Promotion Marketing by Promoting Sales 

in Attributes Using LSD Classified by Age 

 

Age 

  Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years or 

more 

�̅� 3.05 2.14 2.78 2.55 3.81 2.02 

Under 25 3.05 - .91* .27 .50* .76* 1.03* 

25 - 34 2.14 
 

- 64* .41 1.67*   .12 

35 - 44 2.78 
  

- .23 1.03* .76* 

45 - 54 2.55 
   

- 1.26* .53* 

55 - 64 3.81 
    

- 1.79* 

65 years or 

more 

2.02 
     

- 

* p < .05 
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Table H35  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in Knowledge 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 5 35.579 7.116 4.495* .001 

Within groups 394 623.699 1.583 
  

Total 
 

399 659.278 
   

* p < .05 

 

Table H36  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in Knowledge 

Classified by Age 

 

Age 

 
Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years or 

more 

�̅� 3.49 2.89 3.58 3.57 3.79 3.61 

Under 25 3.49 - .60* .09 .08 .30 .12 

25 - 34 2.89   - .69*     .68* .90* .72* 

35 - 44 3.58     - .01 .21 .03 

45 - 54 3.57       - .22 .04 

55 - 64 3.79         - .18 

65 years 

or more 

3.61           - 

* p < .05 
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Table H37  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in All Area 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
Df SS MS F p 

Overall 
Between groups 5 62.212 12.442 10.572* .000 

Within groups 394 463.688 1.177 
  

Total 
 

399 525.900 
   

* p < .05 

 

Table H38  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in All Area 

Pair by Pair Using LSD Classified by Age 

 

Age 

  Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years  

or more 

�̅� 3.25 2.53 3.15 3.06 3.82 2.81 

Under 25 3.25 - .72* .10 .19 .57* .44* 

25 - 34 2.53 
 

- .62* .53* 1.29* .28 

35 - 44 3.15 
  

- .09 .67* .34 

45 - 54 3.06 
   

- .76* .25 

55 - 64 3.82 
    

- 1.01* 

65 years or 

more 

2.81 
     

- 

* p < .05 

 



 

 

 

2
2

1
 

Table H39  Showing the Variance Analysis in Order to Compare the Potential of the Community for Promotion Marketing by Personal 

Selling Classified by Age 

 

 

 

 

Promotion marketing 

By personal selling 

Age 

Under 25 

(n = 76) 

25 - 34 

(n = 80) 

35 - 44 

(n = 89) 

45 - 54 

(n = 49) 

55 – 64 

(n = 57) 

65 years or more 

(n = 49) 

Total 

(n = 400) 
 

�̅�      S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General skills 4.25 .80 3.99 .80 4.24 .74 4.20 .84 4.16 .92 4.90 .31 4.25 .81 

Specific skills 3.80 .94 3.85 .90 3.85 .82 4.06 .88 4.09 .89 4.86 .41 4.02 .90 

Attributes 3.88 .91 3.94 .72 3.80 .79 4.14 .89 4.21 .90 4.90 .37 4.08 .86 

Knowledge 4.03 .78 3.93 .84 3.96 .92 4.10 .82 4.16 .92 4.82 .53 4.12 .87 

Total 3.99 .71 3.93 .72 3.96 .69 4.13 .81 4.15 .87 4.87 .35 4.12 .77 
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Table H40  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in General 

Skills Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

General skills 
Between groups 5 26.680 5.336 9.011* .000 

Within groups 394 233.310 .592 
  

Total 
 

399 259.990 
   

* p < .05 

Table H41  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in General 

Skills Pair by Pair Using LSD Classified by Age 

 

Age 

 
Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years or 

more 

�̅� 4.25 3.99 4.24 4.20 4.16 4.90 

Under 25 4.25 - .26* .01 .05 .09 .65* 

25 - 34 3.99 
 

-   .25* .21 .17 .91* 

35 - 44 4.24 
  

- .04 .08 .66* 

45 - 54 4.20 
   

- .04 .70* 

55 - 64 4.16 
    

- .74* 

65 years or 

more 

4.90 
     

- 

* p < .05  
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Table H42  Showing a Comparative Analysis Assessing the Potential of the Community 

for Promotion Marketing by Personal Selling Classified by Age 

 

Potential evaluation 
Source of 

variance 
df SS MS F p 

Specific skills 
Between groups 5 43.032 8.606 12.166* .000 

Within groups 394 278.718 .707 
  

Total 
 

399 321.750 
   

* p < .05 

Table H43  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in Specific Skills 

Pair by Pair Using LSD Classified by Age 

 

Age 

 
Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years 

or more 

  𝑋̅̅ ̅ 3.80 3.85 3.85 4.06 4.09 4.86 

Under 25 3.80 - .05 .05 .26 .29 1.06* 

25 - 34 3.85 
 

- .00 .21 .24 1.01* 

35 - 44 3.85 
  

- .21 .24 1.01* 

45 - 54 4.06 
   

- .03 .80 * 

55 - 64 4.09 
    

- .77* 

65 years or 

more 

4.86 
     

- 

* p < .05  
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Table H44  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in Attributes 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Attributes 
Between groups 5 45.653 9.131 14.568* .000 

Within groups 394 246.945 .627 
  

Total 
 

399 292.598 
   

* p < .05 

Table H45  Showing a Comparative Analysis Assessing the Potential of the Community 

for Promotion Marketing by Personal Selling in Attributes Pair by Pair 

Using LSD Classified by Age 

 

Age 

  Under 25  25 - 34 35 - 44 45 - 54 55 - 64 65 years 

or more 

�̅� 3.88 3.94 3.80 4.14 4.21 4.90 

Under 25 3.88 - .06 .08 .26 .33* 1.02* 

25 - 34 3.94   - .14 .20 .27* .96* 

35 - 44 3.80   
 

- .34 .41* 1.10* 

45 - 5 4 4.14     
 

- .07 .76* 

55 - 64 4.21       
 

- .69* 

65 years or 

more 

4.90         
 

- 

* p < .05 
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Table H46  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in Knowledge 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 5 29.977 5.995 8.790* .000 

Within groups 394 268.733 .682 
  

Total 
 

399 298.710 
   

* p < .05 

 

Table H47  Showing a Comparative Analysis Assessing the Potential of the Community 

for Promotion Marketing by Personal Selling in Knowledge Pair by Pair 

Using LSD Classified by Age 

 

Age 

  Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years 

or more 

�̅� 4.03 3.93 3.96 4.10 4.16 4.82 

Under 25  4.03 - .10 .07 .07 .13 .79* 

25 - 34  3.93 
 

- .03 .17 .23 .89* 

35 - 44  3.96     - .14 .20 .86* 

45 - 54  4.10       - .06 .72* 

55 - 64  4.16         - .66* 

65 years or 

more 

4.82           - 

* p < .05 
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Table H48  Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Personal Selling in All Area 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Overall 
Between groups 5 34.016 6.803 13.380* .000 

Within groups 394 200.340 .508 
  

Total 
 

399 234.356 
   

* p < .05 

 

Table H49  Showing a Comparative Analysis Assessing the Potential of the Community 

for Promotion Marketing by Personal Selling in All Area Pair by Pair Using 

LSD Classified by Age 

 

Age 

 
Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years 

or more 

�̅� 3.99 3.93 3.96 4.13 4.15 4.87 

Under 25 3.99 - .06 .03 .14 .16 .88* 

25 - 34 3.93 
 

- .03 .20 .22    .94* 

35 - 44 3.96 
  

- .17 .19  .91* 

45 - 54 4.13 
   

- .02 .74* 

5 5 - 64 4.15 
    

- .72* 

65 years or 

more 

4.87 
     

- 

* p < .05 



 

 

 

2
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Table H50  Showing a Comparative Analysis Assessing the Potential of the Community for Promotion Marketing by Direct Selling 

Classified by Age 

 

 

 

 

Promotion marketing 

By direct selling 

Age 

Under 25 

(n = 76) 

25 - 34 

(n = 80) 

35 - 44 

(n = 89) 

45 - 54 

(n = 49) 

55 - 64 

(n = 57) 

65 years or 

more 

(n = 49) 

Total 

(n = 400) 

�̅� S.D. �̅� S.D.   𝑋̅̅ ̅ S.D.   𝑋̅̅ ̅ S.D.   𝑋̅̅ ̅ S.D.   𝑋̅̅ ̅ S.D.   𝑋̅̅ ̅ S.D. 

General skills 3.21 1.12 2.93 1.28 3.20 1.32 3.18 1.35 3.28 1.10 3.47 1.84 3.19 1.33 

Specific skills 2.39 1.07 2.56 1.22 2.30 1.07 2.59 1.21 2.91 .87 3.31 1.91 2.62 1.26 

Attributes 2.58 1.29 2.06 1.33 2.04 1.29 2.14 1.43 2.07 1.28 1.10 .47 2.05 1.30 

Knowledge 2.50 1.07 2.30 1.35 2.20 1.25 2.78 1.33 2.95 .97 1.69 .59 2.39 1.20 

Total 2.67 .85 2.46 1.13 2.44 .93 2.67 1.09 2.80 .91 2.39 1.05 2.56 1.00 
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Table H51  Showing the Analysis of Variance in Order to Compare the Evaluation of 

the Community's Potential in Promotion Marketing by Direct Sales in 

General Skills Classified by Age 

 

Potential evaluation Source of variance df SS MS F p 

General skills Between groups 5 9.959 1.992 1.131 .343 

Within groups 394 693.601 1.760 
  

Total 
 

399 703.560 
   

* p < .05 

Table H52  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in Specific Skills 

Classified by Age 

 

Potential evaluation Source of variance df SS MS F p 

Specific skills 
Between groups 5 41.017 8.203 5.465* .000 

Within groups 394 591.461 1.501 
  

Total 
 

399 632.478 
   

* p < .05 

Table H53  Showing a Comparative Analysis Assessing the Potential of the Community 

for Promotion Marketing by Direct Selling in Specific Skills Pair by Pair 

Using LSD Classified by Age 

 

Age 

 
Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years or more 

�̅� 2.39 2.56 2.30 2.59 2.91 3.31 

Under 25 2.39 - .17 .09 .20 .52* .92* 

25 - 34 2.56 
 

- .26 .03 .35 .75* 

35 - 44 2.30 
  

- .29 .61* 1.01* 

45 - 54 2.59 
   

- .32 .72* 

55 - 64 2.91 
    

- .40 

65 years or more 3.31 
     

- 

* p < .05 

Table H54  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in Attributes 

Classified by Age 
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Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Attributes 
Between groups 5 65.757 13.151 8.505 * .000 

Within groups 394 609.243 1.546     

Total 
 

399 675.000       

* p < .05 

Table H55  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in Attributes Pair 

by Pair Using LSD Classified by Age 

 

Age 

 
Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years or 

more 

�̅� 2.58 2.06 2.04 2.14 2.07 1.10 

Under 25 2.58 - .52* .54* .44 .51* 1.48* 

25 - 34 2.06 
 

-   .02 .08 .01 .96* 

35 - 44 2.04 
  

- .10 .03 .94* 

45 - 54 2.14 
   

- .07 1.04* 

55 - 64 2.07 
    

- .97* 

65 years or 

more 

1.10 
     

- 

* p < .05  
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Table H56  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in Knowledge 

Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 

Between 

groups 

5 53.437 10.687 8.099* .000 

Within 

groups 

394 519.940 1.320 
  

Total 
 

399 573.377 
   

* p < .05 

Table H57  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in Knowledge 

Pair by Pair Using LSD Classified by Age 

 

Age 

 
Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years or 

more 

�̅� 2.50 2.30 2.20 2.78 2.95 1.69 

Under 25 2.50 - .20 .30    .28 .45* .81* 

25 - 34 2.30 
 

- .10 .48* .65* .61* 

35 - 44 2. 20 
  

- .58* .75* .51* 

45 - 54 2.78 
   

- .17 1.09* 

55 - 64 2.95 
    

- 1.26* 

65 years or 

more 

1.69 
     

- 

* p < .05 
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Table H58  Showing the Variance Analysis in Order to Compare the Overall Potential 

of the Community for Promotion Marketing by Direct Selling in All Area 

Classified by Age 

 

Potential evaluation Source of variance df SS MS F p 

Overall 
Between groups 5 8.371 1.674 1.705 .132 

Within groups 394 386.817 .982     

Total   399 395.188       

* p < .05 

 



 

 

 

2
3
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Table H59  Showing a Comparative Analysis Assessing the Potential of the Community for Promotion Marketing by Online Marketing 

Classified by Age 

 

 

 

Promotion marketing 

By online marketing 

Age 

Under 25 

(n = 76) 

25 - 34 

(n = 80) 

35 - 44 

(n = 89) 

45 - 54 

(n = 49) 

55 - 64 

(n = 57) 

65 years or more 

(n = 49) 

Total 

(n = 400) 

  𝑋̅̅ ̅ S.D.   𝑋̅̅ ̅ S.D.   𝑋̅̅ ̅ S.D.   �̅� S.D.   𝑋̅̅ ̅ S.D.   �̅� S.D.   �̅� S.D. 

General skills 2.37 1.22 2.31 1.49 2.58 1.34 2.69 1.28 3.11 1.21 1.73 1.04 2.47 1.34 

Specific skills 2.37 1.23 2.22 1.31 2.60 1.27 2.59 1.29 3.05 1.23 1.73 1.04 2.44 1.29 

Attributes 2.72 1.26 2.41 1.12 2.46 1.11 2.76 1.27 2.95 1.26 1.73 1.04 2.52 1.22 

Knowledge 2.21 1.19 2.19 1.22 2.36 1.15 2.61 1.27 2.96 1.28 1.71 1.00 2.33 1.23 

Total 2.42 1.08 2.28 1.20 2.50 1.1 1 2.66 1.19 3.02 1.23 1.73 1.03 2.44 1.19 
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Table H60  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in General 

Skills Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

General skills 

Between 

groups 

5 55.880 11.176 6.714* .000 

Within 

groups 

394 655.817 1.665     

Total 
 

399 711.697       

* p < .05 

Table H61  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in General 

Skills Pair by Pair Using LSD Classified by Age 

 

Age 

 
Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years or 

more 

�̅� 2.37 2.31 2.58 2.69 3.11 1.73 

Under 25 2.37 - .06 .21 .32 .74* .64* 

25 - 34 2.31 
 

- .27 .38 .80* .58* 

35 - 44 2.58 
  

- .11 .53* .85* 

45 - 54 2.69 
   

- .42 .96* 

55 - 64 3.11 
    

- 1.38* 

65 years or 

more 

1.73 
     

- 

* p < .05  
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Table H62  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in Specific 

Skills Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Specific skills 

Between 

groups 

5 53.135 10.627 6.895* .000 

Within 

groups 

394 607.302 1.541     

Total 
 

399 660.437       

* p < .05 

Table H63  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in Specific 

Skills Pair by Pair Using LSD Classified by Age 

 

Age 

 
Under 25 25 - 34 35 - 44 45 - 54 55 - 64 65 years or more 

  𝑋̅̅ ̅ 2.37 2.22 2.60 2.59 3.05 1.73 

Under 25 2.37 - .15 .23 .22 .68* .64* 

25 - 34 2.22   - .38 .37 .83* .49* 

35 - 44 2.60     - .01 .45* .87* 

45 - 54 2.59       - .46 .86* 

55 - 64 3.05       
 

- 1.32* 

65 years 

or more 

1.73           - 

* p < .05 
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Table H64  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in Attributes 

Classified by Age 

 

Potential evaluation Source of variance df SS MS F p 

Attributes 
Between groups 5 47.726 9.545 6.911* .000 

Within groups 394 544.152 1.381     

Total 
 

399 591.878       

* p < .05 

Table H65  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in Attributes 

Pair by Pair Using LSD Classified by Age 

 

Age 

 
Under 25 25 - 

34 

35 - 

44 

45 - 

54 

55 - 64 65 years or 

more 

  �̅� 2.72 2.41 2.46 2.76 2.95 1.73 

Under 25 2.72 - .31 .26 .04 .23 .99* 

25 - 34 2.4 1 
 

- .05 .35 .54* .68* 

35 - 44 2.46 
  

- .30 .49* .73* 

45 - 54 2.76 
   

- .19 1.03 * 

55 - 64 2.95 
    

- 1.22 * 

65 years or 

more 

1.73 
     

- 

* p < .05 
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Table H66  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in Knowledge 

Classified by Age 

 

Potential evaluation 
Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 5 48.234 9.647 6.801* .000 

Within groups 394 558.876 1.418     

Total 
 

399 607.110       

* p < .05 

 

Table H67  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in Knowledge 

Pair by Pair Using LSD Classified by Age 

 

Age 

 
Under 25 25 - 34 35 - 

44 

45 - 

54 

55 - 64 65 years or 

more 

  �̅� 2.21 2.19 2.36 2.61 2.96 1.71 

Under 25 2.21 - .02 .15 .40 .75* .50* 

25 - 34 2.19 
 

- .17 .42 .77* .48* 

35 - 44 2.36 
  

- .25 .60* .65* 

45 – 54 2.61 
   

-    .35 .90* 

55 - 64 2.96 
    

- 1.25* 

65 years or 

more 

1.71 
     

- 

* p < .05 
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Table H68  Showing the Variance Analysis in Order to Compare the Overall Potential 

of the Community for Promotion Marketing by Online Marketing in All 

Area Classified by Age 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Overall 
Between groups 5 48.480 9.696 7.435* .000 

Within groups 394 513.797 1.304 
  

Total 
 

399 562.277 
   

* p < .05 

Table H69  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in All Areas 

Pair by Pair Using LSD Classified by Age 

 

Age 

  Under 25 25 - 

34 

35 - 

44 

45 - 

54 

55 - 64 65 years 

or more 

   �̅� 2.42 2.28 2.50 2.66 3.02 1.73 

Under 25 2.42 - .14 .08 .24 .60* .69* 

25 – 34 2.28   - .22 .38 .74* .55* 

35 - 44 2.50     - .16 .52* .77* 

45 - 54 2.66       - .36 .93* 

55 - 64 3.02         - 1.29* 

65 years or 

more 

1.73           - 

* p < .05 
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Table H70  Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Advertising Classified by 

Education Level 

 

Promotion 

marketing 

By 

advertising 

Education level 

Lower than 

Bachelor’s 

Degree 

(n = 123) 

Bachelor 

(n = 230) 

Higher than 

Bachelor’s 

Degree 

(n = 47) 

Total 

(n = 400) 

  �̅� S.D.   �̅� S.D.   �̅� S.D.   �̅� S.D. 

General skills 3.39 1.42 3.83 .92 4.00 .59 3.71 1.09 

Specific skills   3.44   1.15   3.59   .92 3.62 .80 3.55 .98 

Attributes   4.10     .96   3.57   .92 3.47 .88 3.72 .96 

Knowledge   3.83     .88   3.53   .92 3.36 .87 3.60 .92 

Total 3.69   .80 3.63 .77 3.61 .59 3.65 .76 

* p < .05 

 

Table H71  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in General Skills 

Classified by Education Level 

 

Potential evaluation Source of variance df SS MS F p 

General skills 
Between groups 2 19.855 9.927 8.612* .000 

Within groups 397 457.655 1.153     

Total   399 477.510       

* p < .05 

  



239 

 

 

Table H72  Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Advertising in General Skills 

Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

 �̅� 3.39 3.83 4.00 

Lower than 

Bachelor’s Degree 

3.39 - .44* .61* 

Bachelor 3.83   - .17 

Higher than 

bachelor's degree 

4.00   
  

* p < .05 

Table H73  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Specific Skills 

Classified by Education Level 

 

Potential evaluation 
Source of 

variance 
df SS MS F p 

Specific skills 

Between 

groups 

2 2.11 1.058 1 .102 .333 

Within 

groups 

397 380.982 .960     

Total 
 

399 383.098       

* p < .05 

 

Table H74  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Attributes 

Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Attributes 
Between groups 2 26.024 13.012 15.058* .000 

Within groups 397 343.053 .864     

Total 
 

399 369.077       

* p < .05 
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Table H75  Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Advertising in Attributes Pair by 

Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

�̅� 4.10 3.57 3.47 

Lower than 

Bachelor’s Degree 

4.10 - .53* .63* 

Bachelor 3.57 
 

- .10 

Higher than 

bachelor's degree 

3.47 
   

* p < .05 

Table H76  Showing the variance analysis in order to compare the potential of the 

community for promotion marketing by advertising in Knowledge 

classified by education level. 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 

Between 

groups 

2 10.245 5.122 6.285* .002 

Within 

groups 

397 323.553 .815 
  

Total 
 

399 333.798 
   

* p < .05 
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Table H77  Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Advertising in Knowledge Pair 

by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

bachelor's degree 

   �̅� 3.83 3.53 3.36 

Lower than 

Bachelor’s Degree 

3.83 - .30 * .47* 

Bachelor 3.53 
 

- .17 

Higher than 

bachelor's degree 

3.36 
   

* p < .05 

Table H78  Showing the Variance Analysis in Order to Compare the Overall Potential 

of the Community for Promotion Marketing by Advertising in All Areas 

Classified by Education Level 

 

Potential evaluation 
Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 2 .347 .173 .299 .741 

Within groups 397 229.858 .579     

Total 
 

399 230.205       

* p < .05 
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Table H79  Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Publicizing Classified by 

Education Level 

 

Promotion 

marketing 

The Nations of 

the association 

Education level 

Lower than 

Bachelor’s Degree 

(n = 123) 

Bachelor 

(n = 230) 

Higher than BA 

(n = 47) 

Total 

(n = 400) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General skills 4.11 .95 3.46 1.00 3.64 .57 3.68 .99 

Specific skills 4.08 1.06 3.40 .99 3.55 .62 3.63 1.02 

Attributes 3.97 .98 3.23 1.01 3.57 .68 3.50 1.02 

Knowledge 3.54 1.06 2.93 1.0 9 3.47 .75 3.18 1.08 

Total 3.93 .84 3.25 .85 3.56 .55 3.50 .87 

 

Table H80  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in General Skills 

Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

General skills 

Between 

groups 

2 34.717 17.359 19.449* .000 

Within groups 397 354.323 .893     

Total 
 

399 389.040       

* p < .05 
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Table H81  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in General skills 

Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

   �̅� 4.11 3. 46 3.64 

Lower than 

Bachelor’s Degree 

4.11 - .65*  .47* 

Bachelor 3.46 
 

- .18 

Higher than 

bachelor's degree 

3.64 
   

* p < .05 

Table H82  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Specific Skills 

Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Specific skills 
Between groups 2 37.493 18.747 19.585* .000 

Within groups 397 380.004 .957 
  

Total 
 

399 417.497 
   

* p < .05 
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Table H83  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Specific Skills 

Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

bachelor's degree 

    �̅� 4.08 3.40 3.55 

Lower than 

Bachelor’s Degree 

4.08 - .68* .53* 

Bachelor 3.40 
 

- .15 

Higher than 

bachelor's degree 

3.55 
   

* p < .05 

Table H84  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Attributes 

Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Attributes 

Between 

groups 

2 44.387 22.194 23.710* .000 

Within groups 397 371.603 .936 
  

Total 
 

399 415.990 
   

* p < .05 
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Table H85  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Attributes Pair by 

Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

bachelor's degree 

�̅� 3.97 3.23 3.57 

Lower than 

Bachelor’s Degree 

3.97 - .74 * .40* 

Bachelor 3.23 
 

- .34* 

Higher than 

bachelor's degree 

3. 5 7 
   

* p < .05 

Table H86  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Knowledge 

Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 2 35.090 17.545 16.126* .000 

Within groups 397 431.950 1.088     

Total 
 

399 467.040       

* p < .05 
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Table H87  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Knowledge Pair 

by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

bachelor's degree 

           �̅� 3.54 2.93 3.47 

Lower than 

Bachelor’s Degree 

3.54 - .61* .07 

Bachelor 2.93 
 

- .54* 

Higher than 

bachelor's degree 

3.47 
   

* p < .05 

Table H88  Showing the Variance Analysis in Order to Compare the Overall Potential 

of the Community for Promotion Marketing by Publicizing in All Areas 

Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 2 36.688 18.344 27.302* .000 

Within groups 397 266.742 .672     

Total 
 

399 303.430       

* p < .05 
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Table H89  Showing the Comparison of Average Values. To Evaluate the Potential of 

the Community to Promote the Market by Promoting Overall Individually 

with a Pair of LSD by Level of Education 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

   �̅� 3.93 3.25 3.56 

Lower than 

Bachelor’s Degree 

3.93 - .68* .37* 

Bachelor 3.25 
 

- .31* 

Higher than 

bachelor's degree 

3.56 
   

* p < .05 

 

Table H90  Showing a Comparative Analysis Assessing the Potential of the Community 

for Promotion Marketing by Promoting Sales Classified by Education 

Level 

 

Promotion 

marketing 

By promoting 

sales 

Education level 

Lower than 

Bachelor’s Degree 

(n = 123) 

Bachelor 

(n = 230) 

Higher than BA 

(n = 47) 

Total 

(n = 400) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General skills 3.13 1.28 3.46 1.34 3.40 1.17 3.35 1.31 

Specific skills 2.71 1.22 2.87 1.43 2.79 .86 2.81 1.31 

Attributes 2.58 1.26 2.81 1.52 2.72 .95 2.73 1.39 

Knowledge 3.57 1.45 3.50 1.24 2.94 .92 3.46 1.29 

Total 3.00 1.07 3.16 1.23 2.96 .89 3.09 1.15 
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Table H91  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in General 

Skills Classified by Education Level 

 

Potential evaluation Source of variance df SS MS F p 

General skills 
Between groups 2 8.912 4.456 2.631 .073 

Within groups 397 672.386 1.694     

Total   399 681.298       

* p < .05 

 

Table H92  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in Specific 

Skills Classified by Education Level 

 

Potential evaluation Source of variance df SS MS F p 

Specific skills 
Between groups 2 2.020 1.010 .590 .555 

Within groups 397 680.157 1.713     

Total 
 

399 682.177       

* p < .05 

Table H93  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in Attributes 

Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Attributes 
Between groups 2 4.294 2.147 1.120 .327 

Within groups 397 761.003 1.917     

Total 
 

399 765.297       

* p < .05 
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Table H94  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Knowledge 

Classified by Education Level 

 

Potential evaluation Source of variance df SS MS F p 

Knowledge 
Between groups 2 14.811 7.405 4.562* .011 

Within groups 397 644.467 1.623     

Total 
 

399 659.278       

* p < .05 

 

Table H95  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in Knowledge 

Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

  𝑋̅̅ ̅ 3.5 7 3.50 2 .94 

Lower than 

Bachelor’s Degree 

3.57 - .07 .63* 

Bachelor 3.50 
 

- .56* 

Higher than 

bachelor's degree 

2.94 
   

* p < .05 
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Table H96  Showing the Variance Analysis in Order to Compare the Overall Potential 

of the Community for Promotion Marketing by Promoting Sales in all 

Areas Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 

Between 

groups 

2 2.964 1.482 1.125 .326 

Within groups 397 522.936 1.317     

Total 
 

399 525.900       

* p < .05 

 

Table H97  Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Personal Selling Classified by 

Education Level 

 

Promotion 

marketing 

By personal 

selling 

Education level 

Lower than 

Bachelor’s 

Degree 

(n = 123) 

Bachelor 

(n = 23 0) 

Higher than BA 

(n = 47) 

Total 

(n = 400) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General 

skills 

4.48 .82 4.18 .75 4.04 .93 4.25 .81 

Specific 

skills 

4.14 .94 3.99 .86 3.91 .97 4.02 .90 

Attributes 4.25 .87 4.04 .77 3.81 1.10 4.08 .86 

Knowledge 4.27 .92 4.10 .78 3.81 1.01 4.12 .87 

Total 4.28 .80 4.08 .69 3.89 .95 4.12 .77 
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Table H98  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in General 

Skills Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

General skills 

Between 

groups 

2 9.685 4.842 7.680* .001 

Within 

groups 

397 250.305 .630     

Total 
 

399 259.990       

* p < .05 

 

Table H99  Showing a comparative analysis assessing the average potential of the 

community for promotion marketing by personal selling in General skills 

pair by pair using LSD classified by education level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

�̅� 4.48 4.18 4.04 

Lower than 

Bachelor’s Degree 

4.48 - .30* .44* 

Bachelor 4.18 
 

- .14 

Higher than 

bachelor's degree 

4.04 
   

* p < .05 
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Table H100  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in Specific 

Skills Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Specific 

skills 

Between 

groups 

2 2.479 1.240 1.541 .215 

Within 

groups 

397 319.271 .804     

Total 
 

399 321.750       

* p < .05 

 

Table H101  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in Attributes 

Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Attributes 

Between 

groups 

2 7.486 3.743 5.212* .006 

Within 

groups 

397 285.111 .718     

Total 
 

399 292.597       

* p < .05 
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Table H102  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Personal Selling in Attributes 

Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's 

Degree 

   �̅� 4.25 4.04 3.81 

Lower than bachelor’s 

degree 

4.25 - .21* .44* 

Bachelor 4.04 
 

- .23 

Higher than bachelor's 

degree 

3.81 
   

* p < .05 

 

Table H103  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in Knowledge 

Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 2 7.391 3.696 5.036* .007 

Within groups 397 291.319 .734 
  

Total 
 

399 298.710 
   

* p < .05 
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Table H104  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Personal Selling in Knowledge 

Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

   �̅� 4.27 4.10 3.81 

Lower than 

bachelor’s degree 

4.27 - .17 .46* 

bachelor 4.10 
 

- .29* 

Higher than 

bachelor's degree 

3.81 
   

* p < .05 

Table H105  Showing the Variance Analysis in Order to Compare the Average 

Potential of the Community for Promotion Marketing by Personal 

Selling in All Areas Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 2 6.204 3.102 5.397* .005 

Within groups 397 228.152 .575     

Total 
 

399 234.356       

* p < .05 
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Table H106  Showing the Variance Analysis in Order to Compare the Average 

Potential of the Community for Promotion Marketing by Personal 

Selling in All Areas Pair by Pair Using LSD Classified by Education 

Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

            �̅� 4.28 4.08 3.89 

Lower than 

bachelor’s degree 

4.28 - .20* .39* 

bachelor 4.08 
 

- .19 

Higher than 

bachelor's degree 

3.89 
   

* p < .05 

Table H107  Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Direct Selling Classified by 

Education Level 

 

Promotion 

marketing 

By direct 

selling 

Education level 

Lower than 

Bachelor’s 

Degree 

(n = 123) 

Bachelor’s 

Degree 

(n = 230) 

Higher than BA 

(n = 47) 

Total 

(n = 400) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General skills 3.28 1.42 3.15 1.29 3.17 1.27 3.19 1.33 

Specific 

skills 

2.80 1.44 2.45 1.11 2.96 1.32 2.62 1.26 

Attributes 1.84 1.12 2.08 1.36 2.47 1.35 2.05 1.30 

Knowledge 2.11 1.02 2.47 1.23 2.77 1.34 2.39 1.20 

Total 2.50 .91 2.54 .99 2.84 1.21 2.56 1.00 
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Table H108  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in General Skills 

Classified by Education Level 

 

Potential evaluation 
Source of 

variance 
df SS MS F p 

General skills 
Between groups 2 1.346 .673 .381 .684 

Within groups 397 702.214 1.769     

Total 
 

399 703.560       

* p < .05 

Table H109  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in Specific Skills 

Classified by Education Level 

 

Potential 

evaluation 
Source of variance df SS MS F p 

Specific skills 
Between groups 2 15.670 7.835 5.043* .007 

Within groups 397 616.808 1.554     

Total 
 

399 632.478       

* p < .05 
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Table H110  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Direct Selling in Specific Skills 

Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

           �̅� 2.80 2.45 2.96 

Lower than 

bachelor’s degree 

2.80 - .35* .16 

Bachelor 2.45 
 

- .51* 

Higher than 

bachelor's degree 

2.96 
   

* p < .05 

Table H111  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in Attributes 

Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Attributes 
Between groups 2 13.959 6.979 4.192* .016 

Within groups 397 661.041 1.665     

Total 
 

399 675.000       

* p < .05 
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Table H112  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Direct Selling in Attributes Pair 

by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

�̅� 1.84 2.08 2.47 

Lower than 

bachelor’s degree 

1.84 - .24 .63* 

Bachelor 2.08 
 

- .39 

Higher than 

bachelor's degree 

2.47 
   

* p < .05 

Table H113  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in Knowledge 

Classified by Education Level 

 

Potential 

evaluation 
Source of variance df SS MS F p 

Knowledge 
Between groups 2 18.039 9.019 6.448* .002 

Within groups 397 555.339 1.399   

Total 
 

399 573.378    

* p < .05  
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Table H114  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Direct Selling in Knowledge 

Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

            �̅� 2.11 2.47 2.77 

Lower than 

bachelor’s degree 

2.11 - .36* .66* 

Bachelor 2.47 
 

- .30 

Higher than 

bachelor's degree 

2.77 
   

* p < .05 

Table H115  Showing the Variance Analysis in Order to Compare the Average 

Potential of the Community for Promotion Marketing by Direct Selling 

in All Areas Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 

Between 

groups 

2 4.200 2.100 2.133 .120 

Within 

groups 

397 390.987 .985     

Total 
 

399 395.188       

* p < .05 
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Table H116  Showing a Comparative Analysis Assessing the Potential of the 

Community for Promotion Marketing by Online Marketing Classified by 

Education Level 

 

Promotion 

marketing 

By online 

marketing 

Education level 

Lower than 

Bachelor’s Degree 

(n = 123) 

Bachelor’s 

Degree 

(n = 230) 

Higher than 

Bachelor’s 

Degree  

(n = 47) 

Total 

(n = 400) 

�̅� S.D. �̅� S.D.    �̅� S.D.    �̅� S.D. 

General skills 2.24 1.32 2.42 1.33 3.32 1.11 2.47 1.34 

Specific skills 2.24 1.29 2.42 1.29 3.04 1.06 2.44 1.29 

Attributes 2.24 1.20 2.56 1.23 3.02 1.03 2.52 1.22 

Knowledge 2.11 1.15 2.30 1.25 3.09 1.10 2.33 1.23 

Total 2.21 1.15 2.43 1.19 3.12 1.02 2.44 1.19 

 

Table H117  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in General 

Skills Classified by Education Level 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

General 

skills 

Between 

groups 

2 40.711 20.355 12.044* .000 

Within 

groups 

397 670.987 1.690     

Total 
 

399 711.698       

* p < .05 
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Table H118  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Online Marketing in General 

Skills Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than Bachelor’s 

Degree 

Bachelor Higher than 

Bachelor's Degree 

   �̅� 2.24 2.42 3.32 

Lower than 

bachelor’s degree 

2.24 - .18 1.08* 

Bachelor 2.42 
 

- .90* 

Higher than 

bachelor's degree 

3.32 
   

* p < .05 

Table H119  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in Specific 

Skills Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Specific 

skills 

Between 

groups 

2 22.269 11.134 6.927* .001 

Within 

groups 

397 638.169 1.607     

Total 
 

399 660.438       

* p < .05 
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Table H120  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Online Marketing in Specific 

Skills Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

   �̅� 2.24 2.42 3.04 

Lower than 

bachelor’s degree 

2.24 - .18 .80* 

Bachelor 2.42 
 

- .62* 

Higher than 

bachelor's degree 

3.04       

* p < .05 

Table H121  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in Attributes 

Classified by Education Level 

 

Potential 

evaluation 
Source of variance df SS MS F p 

Attributes 
Between groups 2 21.568 10.784 7.507* .001 

Within groups 397 570.309 1.437     

Total   399 591.877       

* p < .05 
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Table H122  Showing A Comparative Analysis Assessing the Average Potential of 

the Community for Promotion Marketing by Online Marketing in 

Attributes Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than Bachelor’s 

Degree 

Bachelor Higher than 

Bachelor's Degree 

    �̅� 2.24 2.56 3.02 

Lower than 

bachelor’s degree 

2.24 - .32* .78* 

Bachelor 2.56 
 

- .46* 

Higher than 

bachelor's degree 

3.02 
   

* p < .05 

Table H123  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in 

Knowledge Classified by Education Level 

 

Potential evaluation 
Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 2 32.744 16.372 11.316* .000 

Within groups 397 574.366 1.447     

Total 
 

399 607.110       

* p < .05 
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Table H124  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Online Marketing in 

Knowledge Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than 

Bachelor’s Degree 

Bachelor Higher than 

Bachelor's Degree 

   �̅� 2.11 2. 30 3.09 

Lower than bachelor’s 

degree 

2.11 - .19 .98* 

Bachelor 2.30 
 

- .79* 

Higher than bachelor's 

degree 

3.09 
   

* p < .05 

 

Table H125  Showing the Variance Analysis in Order to Compare the Average 

Potential of the Community for Promotion Marketing by Online 

Marketing in All Areas Classified by Education Level 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 

Between 

groups 

2 28.131 14.065 10.454* .00

0 

Within 

groups 

397 534.147 1.345 
  

Total 
 

399 562.278 
   

* p < .05 
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Table H126  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Online Marketing in All Areas 

Pair by Pair Using LSD Classified by Education Level 

 

Education level 

 
Lower than Bachelor’s 

Degree 

Bachelor Higher than 

Bachelor's Degree 

�̅� 2. 21 2.43 3.12 

Lower than 

bachelor’s degree 

2.21 - .22 .91* 

Bachelor 2.43 
 

- .69* 

Higher than 

bachelor's degree 

3.12       

* p < .05 



 

 

 

2
6

6
 

Table H127  Showing the Comparative Analysis in Order to Compare the Potential of the Community for Promotion Marketing by 

Advertising in General Skills Classified by Occupation 

 

 

Promotion 

marketing 

by 

advertising 

occupation 

Specialists 

(n = 50) 

Administrators/ 

managers 

(n = 33) 

Employee 

/ Secretary / 

Clerk 

(n = 91) 

Government 

officials 

/state 

enterprises 

(n = 51) 

housewives 

(n = 39) 

Retired  

(n = 32) 

Students 

(n = 35) 

Business 

persons 

(n = 39) 

Others 

(n = 30) 

Total 

(n = 400) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General 

skills 

2.80 1.33 3.82 .68 3.79 1.17 3.84 .61 3.92 .98 3.59 1.56 4.06 .68 3.79 .92 4.03 .85 3.71 1.09 

Specific 

skills 

2.80 .88 3.42 .66 3.79 1.01 3.53 .90 3.51 .94 3.81 1.20 3.80 .93 3.51 .97 3.73 .74 3.55 .98 

Attributes 3.54 1.05 3.70 .85 3.79 .91 3.53 1.03 3.41 .94 4.44 .80 3.97 .89 3.59 .99 3.63 .81 3.72 .96 

Knowledge 3.38 .73 3.85 .80 3.47 .90 3.53 .88 3.46 1.02 4.16 .95 3.80 1.02 3.54 1.00 3.67 .76 3.60 .92 

Total 3.13 .65 3.70 .58 3.71 .66 3.61 .68 3.58 .85 4.00 .94 3.91 .73 3.61 .88 3.77 .69 3.65 .76 
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Table H128  Showing the Comparative Analysis in Order to Compare the Potential of 

the Community for Promotion Marketing by Advertising in General Skills 

Classified by Occupation 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

General skills 
Between groups 8 53.124 6.640 6.118* .000 

Within groups 391 424.386 1.085     

Total 
 

399 477.510       

* p < .05 

 



 

 

 

2
6

8
 

Table H129  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Advertising 

in General Skills Pair by Pair Using LSD Classified by Occupation 

 

 

Occupation �̅� 

Specialists Administration / 

research manager 

Employee 

/ Clerk / 

Secretary 

Government 

officials/ 

state 

enterprises 

housewives Retired  Students Business 

persons 

Others 

2.80 3.82 3.79 3.84 3.92 3.59 4.06 3.79 4.03 

Specialists 2.80 - 1.02* .99* 1.04* 1.1* .79* 1.26* .99* 1.23* 

Administration 

/Management 

3.82 
 

- .03 .02 .10 .23 .24 .03 .21 

Employees/ 

Clerks/ 

Secretaries 

3.79 
  

- .05 .13 .20 .27 .00 .24 

Government 

officials/ state 

enterprises 

3.84 
   

- .08 .25 .22 .05 .19 

housewives 3.92 
    

- .33 .14 .13 .11 

Retired  3.59 
     

- .47 .20 .44 

Students 4.06 
      

- .27 .03 

Business 

persons 

3.79 
       

- .24 

other 4.03 
        

- 
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Table H130  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Specific Skills 

Classified by Occupation 

 

Potential evaluation Source of variance df SS MS F p 

Specific skills 
Between groups 8 39.469 4.934 5.614* .000 

Within groups 391 343.628 .879     

Total 
 

399 383.097       

* p < .05



 

 

 

2
7

0
 

Table H131  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by 

Advertising in Specific Skills Pair by Pair Using LSD Classified by Occupation 

 

 

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees / 

Clerks / 

Secretaries 

Government 

officials/ state 

enterprises 

House 

wives 

Retired  Students Business 

persons 

Others 

2.80 3.42 3.79 3.53 3.51 3.81 3.80 3.51 3.73 

Specialists 2.80 - .62* .99* .73* .71* 1.01* 1.00* .71* .93* 

Administrators/ 

managers 

3.42 
 

- .37 .11 .09 .39 .38 .09 .31 

Employees/ Clerks/ 

Secretaries 

3.79 
  

- .26 .28 .02 .01 .28 .06 

Government officials/ 

state enterprises 

3.53 
   

- .02 .28 .27 .02 .20 

Housewives 3.51 
    

- .30 .29 .00 .22 

Retired  3.81 
     

- .01 .30 .08 

Students 3.80 
      

- .29 .07 

Business persons 3.51 
       

- .22 

Others 3.73 
        

- 
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Table H132  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Attributes 

Classified by Occupation 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

General skills 
Between groups 8 27.264 3.408 3.898* .000 

Within groups 391 341.813 .874 
  

Total 
 

399 369.078 
   

* p < .05



 

 

 

2
7
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Table H133  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by 

Advertising in Attributes Pair by Pair Using LSD Classified by Occupation 

 

 

Occupation 

�̅� 

Specialists Administrators/ 

managers 

Employees/ Clerks/ 

Secretaries 

Government officials/ 

state enterprises 

housewives Retired Students Business 

persons 

Others 

3.54 3.70 3.79 3.53 3.41 4.44 3.97 3.59 3.63 

Specialists 3.54 - .16 .25 .01 .13 .90* .43* .05 .09 

Administrators/ 

managers 

3.70 
 

- .09 .17 .29 .74* .27 .11 .07 

Employees/ 

Clerks/ 

Secretaries 

3.79 
  

- .26 .38* .65* .18 .20 .16 

Government 

officials/ state 

enterprises 

3.53 
   

- .12 .91* .44* .06 .10 

housewives 3.41 
    

- 1.03* .56* .18 .22 

Retired  4.44 
     

- .47* .85* .81* 

Students 3.97 
      

- .38 .34 

Business 

persons 

3.59 
       

- .04 

Others 3.63 
        

- 
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Table H134  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Knowledge 

Classified by Occupation 

 

Potential evaluation 
Source of 

variance 
df SS MS F p 

General skills 
Between groups 8 18.518 2.315 2.871* .004 

Within groups 391 315.280 .806     

Total   399 333.798       

* p < .05 

 



 

 

 

2
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Table H135  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by 

Advertising in Knowledge Pair by Pair Using LSD Classified by Occupation 

  

 

occupation �̅� 

Specialists Administrators/ 

managers 

Employee 

/ Clerk / 

Secretary 

Government 

officials/ 

state 

enterprises 

housewives Retired  Students Business 

persons 

Others 

3.38 3.85 3.47 3.53 3.46 4.16 3.80 3.54 3.67 

Specialists 3.38 - .47* .09 .15 .08 .78* .42 * .16 .29 

Administrators/ 

managers 

3.85 
 

- .38* .32 .39 .31 .05 .31 .18 

Employees/ 

Clerks/ Secretaries 

3.47 
  

- .06 .01 .69* .33 .07 .20 

Government 

officials/ state 

enterprises 

3.53 
   

- .07 .63* .27 .01 .14 

housewives 3.46 
    

- .70* .34 .08 .21 

Retired  4.16 
     

- .36 .62* .49* 

Students 3.80 
      

- .26 .13 

Business persons 3.54 
       

- .13 

Others 3.67       
     

- 
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Table H136  Showing the Variance Analysis in Order to Compare the Average 

Potential of the Community for Promotion Marketing by Advertising All 

Areas Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

General 

skills 

Between 

groups 

8 20.937 2.617 4.890* .000 

Within 

groups 

391 209.268 .535     

Total 
 

399 230.205       

* p < .0



 

 

 

2
7

6
 

Table H137  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Advertising 

Pair by Pair Using LSD Classified by Occupation 

 

 

 

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees/ 

Clerks/ 

Secretaries 

Government 

officials/ state 

enterprises 

housewives Retired  Students Business 

persons 

Others 

3.13 3.70 3.71 3.61 3.58 4.00 3.91 3.61 3.77 

Specialists 3.13 - .57* .58* .48* .45* .87* .78* .48* .64* 

Administrators/ 

managers 

3.70 
 

- .01 .09 .12 .30 .21 .09 .07 

Employees/ Clerks/ 

Secretaries 

3.71 
  

- .10 .13 .29 .20 .10 .06 

Government officials/ 

state enterprises 

3.61 
   

- .03 .39* .30 .00 .16 

housewives 3.58 
    

- .42* .33 .03 .19 

Retired  4.00 
     

- .09 .39* .23 

Students 3.91 
      

- .30 .14 

Business persons 3.61 
       

- .16 

Others 3.77 
        

- 



 

 

 

2
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Table H138  Showing the Comparative Analysis in Order to Compare the Potential of the Community for Promotion Marketing by 

Publicizing in General Skills Classified by Occupation 

 

 

 

Promotion 

marketing 

by publicizing 

Occupation 

Specialists 

(n = 50) 

Administrators/ 

managers 

(n = 33) 

Employees/ 

Clerks/ 

Secretaries 

(n = 91) 

Government 

officials/ 

state 

enterprises 

(n = 51) 

housewives 

(n = 39) 

Retired  

(n = 32) 

Students 

(n = 35) 

Business 

persons 

(n = 39) 

Others 

(n = 30) 

Total 

(n = 400) 

 �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General 

skills 

3.40 1.46 3.58 .87 3.60 .87 3.63 .85 3.69 1.00 3.78 .83 4.23 .84 .54 .85 4.00 .95 3.68 .99 

Specific 

skills 

3.58 1.30 3.18 1.07 3.74 .96 3.65 .82 3.51 1.30 3.72 .92 3.91 .85 .51 .97 3.70 .79 3.63 1.02 

Attributes 3.40 1.23 3.48 1.00 3.46 1.04 3.47 .95 3.41 1.09 3.78 .98 3.69 1.02 .56 .97 3.30 .75 3.50 1.02 

Knowledge 3.12 .94 3.12 1.11 2.82 1.18 3.65 1.07 2.90 1.12 3.44 .67 3.34 1.19 .38 1.02 3.27 .87 3.18 1.08 

Total 3.38 1.17 3.34 .82 3.41 .85 3.60 .76 3.38 .93 3.68 .82 3.79 .77 .50 .85 3.57 .64 3.50 .87 
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Table H139  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in General Skills 

Classified by )ccupation 

 

Potential evaluation Source of variance df SS MS F p 

General skills 
Between groups 8 19.659 2.457 2.601* .009 

Within groups 391 369.381 .945     

Total 
 

399 389.040       

* p < .05



 

 

 

2
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Table H140  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by 

Publicizing in General Skills Pair by Pair Using LSD Classified by Occupation 

 

 

 

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees / 

Clerks/ 

Secretaries 

Government 

officials/ state 

enterprises 

Housewives Retired  Students Business 

persons 

Others 

3.40 3.58 3.60 3.63 3.69 3.78 4.23 3.54 4.00 

Specialists 3.40 - .18 .20 .23 .29 .38 .83* .14 .60* 

Administrators/ 

managers 

3.58 
 

- .02 .05 .11 .20 .65* .04 .42 

Employees/ Clerks/ 

Secretaries 

3.60 
  

- .03 .09 .18 .63* .06 .40 

Government 

officials/ state 

enterprises 

3.63 
   

- .06 .15 .60* .09 .37 

housewives 3.69 
    

- .09 .54* .15 .31 

Retired  3.78 
     

- .45 .24 .22 

Students 4.23 
      

- .69* .23 

Business persons 3.54 
       

- .46 

Others 4.00 
        

- 
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Table H141  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Specific Skills 

Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

Specific skills 

Between 

groups 

8 12.092 1.512 1.458 .171 

Within 

groups 

391 405.405 1.037     

Total 
 

399 417.497       

* p < .05 

Table H142  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Attributes 

Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

Attributes 

Between 

groups 

8 6.089 .761 .726 .669 

Within 

groups 

391 409.901 1.048     

Total 
 

399 415.990       

* p < .05  
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Table H143  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Publicizing in Knowledge 

Classified by Occupation 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 

Between 

groups 

8 30.963 3.870 3.470* .001 

Within 

groups 

391 436.077 1.115     

Total 
 

399 467.040       

* p < .05 
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Table H144  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by 

Publicizing in Knowledge Pair by Pair Using LSD Classified by Occupation.    

 

 

occupation 

�̅� 

Specialists Administrators/ 

managers 

Employees/Clerks/ 

Secretaries 

Government 

officials/ state 

enterprises 

housewives Retired Students Business 

persons 

Others 

3.12 3.12 2.82 3.65 2.90 3.44 3.34 3.38 3.27 

Specialists 3.12 - .00 .30 .53* .22 .32 .22 .26 .15 

Administrators/ managers 3.12 
 

- .30 .53* .22 .32 .22 .26 .15 

Employees/ Clerks/ 

Secretaries 

2.82 
  

- .83* .08 .62* .52* .56* .45* 

Government officials/ 

state enterprises 

3.65 
   

- .75* .21 .31 .27 .38 

housewives 2.90 
    

- .54* .44 .48* .37 

Retired  3.44 
     

- .10 .06 .17 

Students 3.34 
      

- .04 .07 

Business persons 3.38 
       

- .11 

Others 3.27 
        

- 
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Table H145  Showing the Variance Analysis in order to Compare the Average 

Potential of the Community for Promotion Marketing by Publicizing in 

all Areas Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

Overall 

Between 

groups 

8 7.640 .955 1.262 .262 

Within 

groups 

391 295.790 .756     

Total 
 

399 303.430       

* p < .05 



 

 

 

2
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Table H146  Showing the Variance Analysis in Order to Compare the Potential of the Community for Promotion Marketing by Promoting 

Sales Classified by Occupation 

 

 

 

 

Promotion 

marketing 

by 

Promoting 

sales 

occupation 

Specialists 

(n = 50) 

Administrators/ 

managers 

(n = 33) 

Employees 

Clerks/ 

Secretaries 

(n = 91) 

Government 

officials/ state 

enterprises 

(n = 51) 

housewives 

(n = 39) 

Retired  

(n = 32) 

Students 

(n = 35) 

Business 

persons 

(n = 39) 

Others 

(n = 30) 

Total 

(n = 400) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General 

skills 

3.06 1.13 3.24 1.37 3.14 1.46 3.86 1.18 3.56 1.41 2.62 1.39 3.63 1.09 3.59 1.12 3.60 .97 3.35 1.31 

Specific 

skills 

2.74 1.37 3.00 1.32 2.70 1.31 2.84 1.41 2.69 1.44 2.69 1.45 2.86 1.03 2.95 1.23 3.00 1.15 2.81 1.31 

Attributes 2.26 1.21 2.85 1.20 2.41 1.43 2.90 1.46 3.08 1.55 2.31 1.33 3.20 1.37 3.00 1.21 3.13 1.22 2.73 1.39 

Knowledge 3.52 1.30 3.09 1.26 3.49 1.20 3.51 1.45 3.72 1.30 3.03 1.69 3.71 1.07 3.38 1.21 3.47 1.01 3.46 1.29 

Total 2.90 1.06 3.05 1.24 2.94 1.13 3.28 1.23 3.26 1.23 2.66 1.37 3.35 .99 3.23 1.03 3.30 .95 3.09 1.15 
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Table H147  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in General 

Skills Classified by Occupation 

 

Potential 

evaluation 
Source of variance df SS MS F p 

General skills 
Between groups 8 47.338 5.917 3.649* .000 

Within groups 391 633.960 1.621 
 

  

Total 
 

399 681.298   
 

  

* p < .05 
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Table H148  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by 

Promoting Sales in General Skills Pair by Pair Using LSD Classified by Occupation 

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees/ 

Clerks/ 

Secretaries 

Government 

officials/state 

enterprises 

Housewives Retired  Students Business 

persons 

Others 

3.06 3.24 3.14 3.86 3.56 2.62 3.63 3.59 3.60 

Specialists 3.06 - .18 .08 .80* .50 .44 .57* .53 .54 

Administrators/ 

managers 

3.24 
 

- .10 .62* .32 .62 .39 .35 .36 

Employees/ 

Clerks/ Secretaries 

3.14 
  

- .72* .42 .52* .49 .45 .46 

Government 

officials/ state 

enterprises 

3.86 
   

- .30 1.24* .23 .27 .26 

housewives 3.56 
    

- .94* .07 .03 .04 

Retired  2.62 
     

- 1.01* .97* .98* 

Students 3.63 
      

- .04 .03 

Business persons 3.59               - .01 

Others 3.60                 - 
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Table H149  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in Specific 

Skills Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

Specific 

skills 

Between 

groups 

8 5.458 .682 .394 .924 

Within 

groups 

391 676.720 1.731     

Total 
 

399 682.178       

* p < .05 

Table H150  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in Attributes 

Classified by Occupation 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Attributes 

Between 

groups 

8 48.258 6.032 3.289* .001 

Within groups 391 717.039 1.834     

Total 
 

399 765.298       

* p < .05 
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Table H151  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by 

Promoting Sales in Attributes Pair by Pair Using LSD Classified by Occupation 

 

 

occupation �̅� 

Specialists 
Administrators/ 

managers 

Employees/ 

Clerks / 

Secretaries 

Government 

officials/ state 

enterprises 

housewives Retired  Students 
Business 

persons 
Others 

2.26 2.85 2.41 2.90 3.08 2.31 3.20 3.00 3.13 

Specialists 2.26 - .59 .15 .64* .82* .05 .94* .74* .87* 

Administrators/ 

managers 
2.85  - .44 .05 .23 .54 .35 .15 .28 

Employee/ Clerks 

/ Secretaries 
2.41   - .49* .67* .10 .79* .59* .72* 

Government 

officials/ state 

enterprises 

2.90    - .18 .59 .30 .10 .23 

housewives 3.08     - .77* .12 .08 .05 

Retired  2.31      - .89* .69* .82* 

Students 3.20       - .20 .07 

Business persons 3.00        - .13 

Others 3.13         - 
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Table H152  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Promoting Sales in Knowledge 

Classified by Occupation 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 

Between 

groups 

8 15.871 1.984 1.206 .294 

Within 

groups 

391 643.406 1.646     

Total 
 

399 659.277       

* p < .05 

Table H153  Showing the Variance Analysis in Order to Compare the Average Potential 

of the Community for Promotion Marketing by Promoting Sales in All 

Areas Classified by Occupation 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Overall 

Between 

groups 

8 17.358 2.170 1.668 .104 

Within 

groups 

391 508.541 1.301     

Total 
 

399 525.899       

* p < .05 
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Table H154  Showing the Comparative Analysis in Order to Compare the Potential of the Community for Promotion Marketing by 

Personal Selling Classified by Occupation 

 

 

Promotion 

marketing 

by 

personal 

selling 

Occupation 

Specialists 

( n = 50 ) 

Administrators/ 

managers 

( n = 33 ) 

Employees 

/Clerks/ 

Secretaries 

( n = 91 ) 

Government 

officials/ 

state 

enterprises 

( n = 51 ) 

housewives 

( n = 39 ) 

Retired  

( n = 32 ) 

Students 

( n = 35 ) 

Business 

persons 

( n = 39 ) 

Others 

( n = 30 ) 

Total 

( n = 400 ) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General 

skills 

3.98 .98 4.06 .75 4.56 .58 4.10 .83 4.41 .60 4.50 .92 4.20 .93 4.18 .60 3.97 .96 4.25 .81 

Specific 

skills 

3.96 1.05 3.76 .94 4.14 .80 4.00 .87 4.18 .72 4.44 .91 3.57 .92 4.08 .62 3.93 1.14 4.02 .90 

Attributes 3.96 .83 3.88 .78 4.19 .77 4.06 .90 4.28 .72 4.44 .98 3.83 1.01 4.18 .68 3.70 .95 4.08 .86 

Knowledge 3.94 1.06 3.58 .79 4.30 .74 4.10 .64 4.36 .81 4.44 .98 4.06 .97 4.15 .63 3.83 1.02 4.12 .87 

Total 3.96 .92 3.82 .70 4.30 .62 4.06 .72 4.31 .60 4.45 .93 3.91 .83 4.15 .59 3.86 .92 4.12 .77 
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Table H155  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in General 

Skills Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

General 

skills 

Between 

groups 

8 20.458 2.557 4.174* .000 

Within 

groups 

391 239.532 .613     

Total 
 

399 259.990       

* p < .05 



 

 

 

2
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2
 

Table H156  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Personal 

Selling in General Skills Pair by Pair Using LSD Classified by Occupation 

 

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees 

/ Clerks / 

Secretaries 

Government 

officials/ 

state 

enterprises 

Housewives Retired  Students Business 

persons 

Others 

3.98 4.06 4.56 4.10 4.41 4.50 4.20 4.18 3.97 

Specialists 3.98 - .08 .58* .12 .43* .52* .22 .20 .01 

Administrators/ 

managers 

4.06   - .50* .04 .35 .44* .14 .12 .09 

Employees/ 

Clerks/ 

Secretaries 

4.56     - .46* .15 .06 .36* .38* .59* 

Government 

officials/ state 

enterprises 

4.10       - .31 .40* .10 .08 .13 

housewives 4.41         - .09 .21 .23 .44* 

Retired  4.50           - .30 .32 .53* 

Students 4.20             - .02 .23 

Business persons 4.18               - .21 

Others 3.97                 - 
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Table H157  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in Specific 

Skills Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

Specific 

skills 

Between 

groups 

8 17.801 2.225 2.862* .004 

Within 

groups 

391 303.949 .777     

Total 
 

399 321.750       

* p < .05 



 

 

 

2
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Table H158  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Personal 

Selling in Specific Skills Pair by Pair Using LSD Classified by Occupation    

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees 

/ Clerks/ 

Secretaries 

Government 

officials/ 

state 

enterprises 

Housewives Retired  Students Business 

persons 

Others 

3.96 3.76 4.14 4.00 4.18 4.44 3.57 4.08 3.93 

Specialists 3.96 - .20 .18 .04 .22 .48* .39* .12 .03 

Administrators/ 

managers 

3.76 
 

- .38* .24 .42* .68* .19 .32 .17 

Employees/ 

Clerks/ 

Secretaries 

4.14     - .14 .04 .30 .57* .06 .21 

Government 

officials/ state 

enterprises 

4.00       - .18 .44* .43* .08 .07 

housewives 4.18         - .26 .61* .10 .25 

Retired  4.44           - .87* .36 .51* 

Students 3.57             - .51* .36 

Business 

persons 

4.08               - .15 

Others 3.93                 - 
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Table H159  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in Attributes 

Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

Specific 

skills 

Between 

groups 

8 15.727 1.966 2.776* .005 

Within 

groups 

391 276.870 .708     

Total 
 

399 292.597       

* p < .05 

 



 

 

 

2
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Table H160  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Personal 

Selling in Attributes Pair by Pair Using LSD Classified by Occupation 

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees 

/ Clerks/ 

Secretaries 

Government 

officials/ 

state 

enterprises 

Housewives Retired  Students Business 

persons 

Others 

3.96 3.88 4.19 4.06 4.28 4.44 3.83 4.18 3.70 

Specialists 3.96 - .08 .23 .10 .32 .48* .13 .22 .26 

Administrators/ 

managers 

3.88   - .31 .18 .40* .56* .05 .30 .18 

Employees/ 

Clerks/ 

Secretaries 

4.19     - .13 .09 .25 .36* .01 .49* 

Government 

officials/ state 

enterprises 

4.06       - .22 .38* .23 .12 .36 

Housewives 4.28         - .16 .45* .10 .58* 

Retired  4.44           - .61* .26 .74* 

Students 3.83             - .35 .13 

Business 

persons 

4.18               - .48* 

Other 3.70                 - 
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Table H161  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Personal Selling in Knowledge 

Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

Knowledge 

Between 

groups 

8 22.352 2.794 3.953* .000 

Within 

groups 

391 276.358 .707     

Total 
 

399 298.710       

* p < .05



 

 

 

2
9
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Table H162  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Personal 

Selling in Knowledge Pair by Pair Using LSD Classified by Occupation     

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees/ 

Clerks/ 

Secretaries 

Government 

officials/ 

state 

enterprises 

housewives Retired  Students Business 

persons 

Others 

3.94 3.58 4.30 4.10 4.36 4.44 4.06 4.15 3.83 

Specialists 3.94 - .36 .36* .16 .42* .50* .12 .21 .11 

Administrators/ 

managers 

3.58   - .72* .52* .78* .86* .48* .57* .25 

Employees/ 

Clerks/ 

Secretaries 

4.30     - .20 .06 .14 .24 .15 .47* 

Government 

officials/ state 

enterprises 

4.10       - .26 .34 .04 .05 .27 

housewives 4.36         - .08 .30 .21 .53* 

Retired  4.44           - .38 .29 .61* 

Students 4.06             - .09 .23 

Business 

persons 

4.15               - .32 

Others 3.83                 - 
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Table H163  Showing the Variance Analysis in Order to Compare the Average Potential 

of the Community for Promotion Marketing by Personal Selling in All 

Areas Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

Overall 

Between 

groups 

8 15.777 1.972 3.528* .001 

Within 

groups 

391 218.579 .559     

Total 
 

399 234.356       

* p < .05



 

 

 

3
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Table H164  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Personal 

Selling in all Areas Pair by Pair Using LSD Classified by Occupation 

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees 

/ Clerks/ 

Secretaries 

Government 

officials/ 

state 

enterprises 

Housewives Retired  Students Business 

persons 

Others 

3.96 3.82 4.30 4.06 4.31 4.45 3.91 4.15 3.86 

Specialists 3.96 - .14 .34* .10 .35* .49* .05 .19 .10 

Administrators/ 

managers 

3.82   - .48* .24 .49* .63* .09 .33 .04 

Employees/ 

Clerks/ 

Secretaries 

4.30     - .24 .01 .15 .39* .15 .44* 

Government 

officials/ state 

enterprises 

4.06       - .25 .39* .15 .09 .20 

housewives 4.31         - .14 .40* .16 .45* 

Retired  4.45           - .54* .30 .59* 

Students 3.91             - .24 .05 

Business persons 4.15               - .29 

Others 3.86                 - 



 

 

 

3
0
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Table H165  Showing the Comparative Analysis in Order to Compare the Potential of the Community for Promotion Marketing by Direct 

Selling Classified by Occupation 

 

Promotion 

marketing 

by direct 

selling 

occupation 

Specialists 

( n = 50 ) 

Administrators/ 

managers 

( n = 33 ) 

Employees 

/ Clerks/ 

Secretaries 

( n = 91 ) 

Government 

officials/ 

state 

enterprises 

( n = 51 ) 

Housewives 

( n = 39 ) 

Retired 

( n = 32 ) 

Students 

( n = 35 ) 

Business 

persons 

( n = 39 ) 

Others 

( n = 30 ) 

Total 

( n = 400 ) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General skills 3.00 1.70 2.94 1.06 3.43 1.34 3.43 1.14 3.23 1.11 2.41 1.72 3.34 .97 3.33 1.20 3.07 1.17 3.19 1.33 

Specific 

skills 

2.86 1.43 2.70 1.08 2.35 1.23 2.75 1.26 2.23 .90 2.47 1.65 2.57 1.09 3.08 1.27 2.83 1.12 2.62 1.26 

Attributes 1.62 .99 2.15 1.06 2.07 1.51 2.16 1.41 1.74 .99 1.31 .90 2.31 1.26 2.62 1.37 2.57 1.25 2.05 1.30 

Knowledge 2.16 1.02 2.55 1.06 2.23 1.16 2.71 1.39 2.03 .93 1.72 .89 2.46 1.22 3.03 1.27 2.87 1.28 2.39 1.20 

Total 2.41 1.00 2.58 .85 2.52 .92 2.76 1.04 2.31 .70 1.98 1.09 2.67 .94 3.01 1.11 2.83 1.06 2.56 1.00 
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Table H166  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in General Skills 

Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

General 

skills 

Between 

groups 

8 33.825 4.228 2.468* .013 

Within 

groups 

391 669.735 1.713     

Total 
 

399 703.560       

* p < .05 

  



 

 

 

3
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Table H167  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Direct 

Selling in General Skills Pair by Pair Using LSD Classified by Occupation 

 

  

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees 

/ Clerks/ 

Secretary 

Government 

officials/ 

state 

enterprises 

Housewives Retired  Students Business 

persons 

Others 

3.00 2.94 3.43 3.43 3.23 2.41 3.34 3.33 3.07 

Specialists 3.00 - .06 .43 .43 .23 .59* .34 .33 .07 

Administrators/ 

managers 

2.94   - .49 .49 .29 .53 .40 .39 .13 

Employees/ 

Clerks/ Secretaries 

3.43     - .00 .20 1.02* .09 .10 .36 

Government 

officials/ state 

enterprises 

3.43       - .20 1.02* .09 .10 .36 

Housewives 3.23         - .82* .11 .10 .16 

Retired  2.41           - .93* .92* .66* 

Students 3.34             - .01 .27 

Business persons 3.33               - .26 

Others 3.07                 - 
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Table H168  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in Specific Skills 

Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

Specific 

skills 

Between 

groups 

8 26.655 3.332 2.150* .030 

Within 

groups 

391 605.822 1.549     

Total 
 

399 632.477       

* p < .05 
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Table H169  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Direct 

Selling in Specific Skills Pair by Pair Using LSD Classified by Occupation 

 

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees/ 

Clerks/ 

Secretaries 

Government 

officials/ 

state 

enterprises 

housewives Retired  Students Business 

persons 

Others 

2.86 2.70 2.35 2.75 2.23 2.47 2.57 3.08 2.83 

Specialists 2.86 - .16 .51* .11 .63* .39 .29 .22 .03 

Administrators/ 

managers 

2.70   - .35 .05 .47 .23 .13 .38 .13 

Employees/ 

Clerks/ 

Secretaries 

2.35     - .40 .12 .12 .22 .73* .48 

Government 

officials/ state 

enterprises 

2.75       - .52 .28 .18 .33 .08 

housewives 2.23         - .24 .34 .85* .60* 

Retired  2.47           - .10 .61* .36 

Students 2.57             - .51 .26 

Business persons 3.08               - .25 

Others 2.83                 - 
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Table H170  Showing the Comparative Analysis in Order to Compare the Potential of 

the Community for Promotion Marketing by Direct Selling in Attributes 

Classified by Occupation 

 

Potential 

evaluation 
Source of variance df SS MS F p 

Specific skills 
Between groups 8 54.177 6.772 4.265* .000 

Within groups 391 620.823 1.588     

Total 
 

399 675.000       

* p < .05
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Table H171  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Direct 

Selling in Attributes Pair by Pair Using LSD Classified by Occupation 

 

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees/ 

Clerks/ 

Secretaries 

Government 

officials/ 

state 

enterprises 

Housewives Retired  Students Business 

persons 

Others 

1.62 2.15 2.07 2.16 1.74 1.31 2.31 2.62 2.57 

Specialists 1.62 - .53 .45* .54* .12 .31 .69* 1.00* .95* 

Administrators/ 

managers 

2.15   - .08 .01 .41 .84* .16 .47 .42 

Employees/ 

Clerks/ 

Secretaries 

2.07     - .09 .33 .76* .24 .55* .50 

Government 

officials/ state 

enterprises 

2.16       - .42 .85* .15 .46 .41 

Housewives 1.74         - .43 .57 .88* .83* 

Retired  1.31           - 1.00* 1.31* 1.26* 

Students 2.31             - .31 .26 

Business 

persons 

2.62               - .05 

Others 2.57                 - 
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Table H172  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Direct Selling in Knowledge 

Classified by Occupation 

 

Potential 

evaluation 

Source 

of 

variance 

df SS MS F p 

Knowledge 

Between 

groups 

8 53.164 6.645 4.995* .000 

Within 

groups 

391 520.214 1.330     

Total 
 

399 573.377       

* p < .05 
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Table H173  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Direct 

Selling in Knowledge Pair by Pair Using LSD Classified by Occupation 

 

    

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees/ 

Clerks/ 

Secretaries 

Government 

officials/ 

state 

enterprises 

Housewives Retired  Students Business 

persons 

Others 

2.16 2.55 2.23 2.71 2.03 1.72 2.46 3.03 2.87 

Specialists 2.16 - .39 .07 .55* .13 .44 .30 .87* .71* 

Administrators/ 

managers 

2.55   - .32 .16 .52 .83* .09 .48 .32 

Employees/ 

Clerks/ 

Secretaries 

2.23 
 

  - .48* .20 .51* .23 .80* .64* 

Government 

officials/ state 

enterprises 

2.71       - .68* .99* .25 .32 .16 

Housewives 2.03         - .31 .43 1.00* .84* 

Retired  1.72           - .74* 1.31* 1.15* 

Students 2.46             - .57* .41 

Business persons 3.03               - .16 

Others 2.87                 - 
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Table H174  Showing the Variance Analysis in Order to Compare the Average 

Potential of the Community for Promotion Marketing by Direct Selling 

in all Areas Classified by Occupation 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Overall 
Between groups 8 27.376 3.422 3.638* .000 

Within groups 391 367.812 .941     

Total 
 

399 395.188       

* p < .05 
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Table H175  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Direct 

Selling in all Areas Pair by Pair Using LSD Classified by Occupation 

 

    

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees/ 

Clerks/ 

Secretaries 

Government 

officials/ 

state 

enterprises 

Housewives Retired  Students Business 

persons 

Others 

2.41 2.58 2.52 2.76 2.31 1.98 2.67 3.01 2.83 

Specialists 2.41 - .17 .11 .35 .10 .43* .26 .60* .42 

Administrators/ 

managers 

2.58 
 

- .06 .18 .27 .60* .09 .43 .25 

Employees/ 

Clerks/ 

Secretaries 

2.52 
 

  - .24 .21 .54* .15 .49* .31 

Government 

officials/ state 

enterprises 

2.76       - .45* .78 * .09 .25 .07 

Housewives 2.31         - .33 .36 .70* .52* 

Retired  1.98           - .69* 1.03* .85* 

Students 2.67             - .34 .16 

Business persons 3.01               - .18 

Others 2.83                 - 
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Table H176  Showing the comparative analysis in order to compare the potential of the community for promotion marketing by online 

marketing classified by occupation 

 

 

Promotion 

marketing 

by 

personal 

selling 

occupation 

Specialists 

( n = 50 ) 

Administrators/ 

managers 

( n = 33 ) 

Employees 

/Clerks/ 

Secretaries 

( n = 91 ) 

Government 

officials/ 

state 

enterprises 

( n = 51 ) 

Housewives 

( n = 39 ) 

Retired  

( n = 32 ) 

Students 

( n = 35 ) 

Business 

persons 

( n = 39 ) 

Others 

( n = 30 ) 

Total 

( n = 400 ) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General 

skills 

2.18 1.14 2.03 1.36 2.25 1.42 2.86 1.33 2.69 1.40 2.28 1.09 2.49 1.20 3.13 1.42 2.50 1.20 2.47 1.34 

Specific 

skills 

2.16 1.24 2.00 1.35 2.29 1.39 2.75 1.15 2.74 1.37 2.19 1.06 2.43 1.09 2.92 1.31 2.57 1.22 2.44 1.29 

Attributes 2.40 1.18 2.27 1.26 2.52 1.25 2.73 1.15 2.56 1.21 2.06 1.05 2.63 1.37 2.92 1.29 2.40 1.0 2.52 1.22 

Knowledge 2.08 1.24 2.21 1.17 2.11 1.24 2.59 1.15 2.64 1.27 2.06 1.05 2.06 1.14 3.08 1.35 2.40 1.07 2.33 1.23 

Total 2.21 1.10 2.13 1.25 2.29 1.20 2.73 1.13 2.66 1.25 2.15 1.03 2.40 1.06 3.01 1.32 2.47 1.07 2.44 1.19 
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Table H177  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in General 

Skills Classified by Occupation 

 

Potential 

evaluation 
Source of variance df SS MS F p 

General skills 
Between groups 8 42.744 5.343 3.123* .002 

Within groups 391 668.954 1.711 
  

Total 
 

399 711.698 
   

* p < .05
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Table H178  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Online 

Marketing in General Skills Pair by Pair Using LSD Classified by Occupation 

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees/ 

Clerks/ 

Secretaries 

Government 

officials / 

state 

enterprise 

Housewives Retired  Students Business 

persons 

Others 

2.18 2.03 2.25 2.86 2.69 2.28 2.49 3.13 2.50 

Specialists 2.18 - .15 .07 .68* .51 .10 .31 .95* .32 

Administrators/ 

managers 

2.03 
 

- .22 .83* .66* .25 .46 1.10* .47 

Employees/ 

Clerks/ 

Secretaries 

2.25 
  

- .61* .44 .03 .24 .88* .25 

Government 

officials/ state 

enterprises 

2.86 
   

- .17 .58* .37 .27 .36 

Housewives 2.69 
    

- .41 .20 .44 .19 

Retired  2.28 
     

- .21 .85* .22 

Students 2.49 
      

- .64* .01 

Business 

persons 

3.13 
       

- .63* 

other 2.50 
        

- 
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Table H179  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in Specific 

Skills Classified by Occupation 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Specific skills 
Between groups 8 32.442 4.055 2.525* .011 

Within groups 391 627.996 1.606     

Total 
 

399 660.438       

* p < .05 
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Table H180  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Online 

Marketing in Specific Skills Pair by Pair Using LSD Classified by Occupation 

 

 

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees/ 

Clerks/ 

Secretaries 

Government 

officials/ 

state 

enterprises 

Housewives Retired  Students Business 

persons 

Others 

2.16 2.00 2.29 2.75 2.74 2.19 2.43 2.92 2.57 

Specialists 2.16 - .16 .13 .59* .58* .03 .27 .76* .41 

Administrators/ 

managers 

2.00 
 

- .29 .75* .74* .19 .43 .92* .57 

Employees/ 

Clerks/ 

Secretaries 

2.29 
  

- .46* .45 .10 .14 .63* .28 

Government 

officials/ state 

enterprises 

2.75 
   

- .01 .56 .32 .17 .18 

Housewives 2.74 
    

- .55 .31 .18 .17 

Retired  2.19 
     

- .24 .73* .38 

Students 2.43 
      

- .49 .14 

Business persons 2.92 
       

- .35 

Others 2.57 
        

- 
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Table H181  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in Attributes 

Classified by Occupation 

 

Potential 

evaluation 

Source of 

variance 

df SS MS F p 

Specific skills 
Between groups 8 18.845 2.356 1.607 .121 

Within groups 391 573.033 1.466 
  

Total 
 

399 591.878 
   

* p < .05 

Table H182  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Online Marketing in 

Knowledge Classified by Occupation 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 8 41.957 5.245 3.628* .000 

Within groups 391 565.153 1.445     

Total 
 

399 607.110       

* p < .05 
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Table H183  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Online 

Marketing in Knowledge Pair by Pair Using LSD Classified by Occupation 

   

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees 

/ Clerks/ 

Secretaries 

Government 

officials/ 

state 

enterprises 

housewives Retired  Students Business 

persons 

Others 

2.08 2.21 2.11 2.59 2.64 2.06 2.06 3.08 2.40 

Specialists 2.08 - .13 .03 .51* .56* .02 .02 1.00* .32 

Administrators/ 

managers 

2.21 
 

- .10 .38 .43 .15 .15 .87* .19 

Employees/ 

Clerks/ 

Secretaries 

2.11 
  

- .48* .53* .05 .05 .97* .29 

Government 

officials/ state 

enterprises 

2.59 
   

- .05 .53 .53* .49 .19 

housewives 2.64 
    

- .58 * .58* .44 .24 

Retired  2.06 
     

- .00 1.02* .34 

Students 2.06 
      

- 1.02* .34 

Business persons 3.08 
       

- .68* 

Others 2.40 
        

- 
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Table H184  Showing the Variance Analysis in Order to Compare the Average 

Potential of the Community for Promotion Marketing by Online 

Marketing in all Areas Classified by Occupation 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Overall 
Between groups 8 29.759 3.720 2.731* .006 

Within groups 391 532.518 1.362     

Total 
 

399 562.277       

* p < .05 
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Table H185  Showing a Comparative Analysis Assessing the Average Potential of the Community for Promotion Marketing by Online 

Marketing in all Areas Pair by Pair Using LSD Classified by Occupation  

 

 

 

  

Occupation �̅� 

Specialists Administrators/ 

managers 

Employees 

/ Clerks / 

Secretaries 

Government 

officials/ 

state 

enterprises 

housewives Retired  Students Business 

persons 

Others 

2.21 2.13 2.29 2.73 2.66 2.15 2.40 3.01 2.47 

Specialists 2.21 - .08 .08 .52* .45 .06 .19 .80* .26 

Administrators/ 

managers 

2.13 
 

- .16 .60* .53 .02 .27 .88* .34 

Employees/ 

Clerks/ 

Secretaries 

2.29 
  

- .44* .37 .14 .11 .72* .18 

Government 

officials/ state 

enterprises 

2.73 
   

- .07 .58* .33 .28 .26 

Housewives 2.66 
    

- .51 .26 .35 .19 

Retired  2.15 
     

- .25 .86* .32 

Students 2.40 
      

- .61* .07 

Business persons 3.01 
       

- .54 

Others 2.47 
        

- 
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Table H186  Showing the Comparative Analysis in Order to Compare the Potential of the Community for Promotion Marketing by 

Advertising Classified by Average Monthly Income 

 

 

Promotion 

marketing 

By  

advertising 

Average monthly income (baht) 

Less than 15,000 

( n = 86 ) 

15,000 - 24,999 

( n = 177 ) 

25,000 - 34,999 

( n = 53 ) 

35,000 - 44,999 

( n = 4 8 ) 

45,000 or more 

( n = 36 ) 

Total 

( n = 400) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General skills 3.35 1.21 3.90 1.15 3.62 .90 3.65 .89 3.89 .79 3.71 1.09 

Specific skills 3.43 1.01 3.67 1.02 3.28 .86 3.40 1.01 3.83 .66 3.55 .98 

Attributes 3.97 .96 3.84 .99 3.17 .80 3.40 .97 3.67 .59 3.72 .96 

Knowledge 3.64 .96 3.81 .90 3.38 .69 3.23 1.06 3.31 .71 3.60 .92 

Total 3.60 .75 3.81 .77 3.36 .68 3.43 .86 3.67 .51 3.65 .76 
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Table H187  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in General Skills 

Classified by Average Monthly Income 

 

Potential evaluation 
Source of 

variance 
df SS MS F p 

General skills 

Between 

groups 

4 19.620 4.905 4.231* .002 

Within 

groups 

39 5 457.890 1.159     

Total 
 

399 477.510       

* p < .05 

Table H188  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Advertising in General Skills 

Pair by Pair Using LSD Classified by Average Monthly Income 

 

Average 

monthly 

income (Baht) 

�̅� 

<15,000 15,000 - 

24,999 

25,000 - 

34,999 

35,000 - 

44,999 

45,000 

or more 

3.35 3.90 3.62 3.65 3.89 

<15,000 3.35 - .55* .27 .30 .54* 

15,000 - 

24,999 

3.90 
 

- .28 .25 .01 

25,000 - 

34,999 

3.62 
  

- .03 .27 

35,000 - 

44,999 

3.65 
   

- .24 

45,000 

or more 

3.89 
    

- 

* p < .05  
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Table H189  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Specific Skills 

Classified by Average Monthly Income 

 

Potential evaluation 
Source of 

variance 
df SS MS F p 

Specific skills 

Between 

groups 

4 11.449 2.862 3.042* .017 

Within groups 395 371.649 .941 
  

Total 
 

399 383.098 
   

* p < .05 

Table H190  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Advertising in Specific Skills 

Pair by Pair Using LSD Classified by Average Monthly Income 

 

Average monthly 

income (Baht) 
�̅� 

<15,000 15,000 - 

24,999 

25,000 - 

34,999 

35,000 

- 

44,999 

45,000 

or more 

3.43 3.67 3.28 3.40 3.83 

<15,000 3.43 - .24 .15 .03 .40* 

15,000 - 24,999 3.67 
 

- .39* .27 .16 

25,000 - 34,999 3.28 
  

- .12 . 55* 

35,000 - 44,999 3.40 
   

- . 43* 

45,000 or more 3.83 
    

- 

* p < .05 
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Table H191  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Attributes 

Classified by Average Monthly Income 

 

Potential evaluation 
Source of 

variance 
df SS MS F p 

Attributes 
Between groups 4 27.223 6.806 7.864* .000 

Within groups 395 341.854 .865     

Total 
 

399 369.077       

* p < .05 

 

Table H192  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Advertising in Attributes Pair 

by Pair Using LSD Classified by Average Monthly Income 

 

Average monthly 

income (Baht) 
�̅� 

<15,000 15,000 - 

24,999 

25,000 - 

34,999 

35,000 - 

44,999 

45,000 

or more 

3.97 3.84 3.17 3.46 3.67 

<15,000 3.97 - .13 .80* .51* .30 

15,000 - 24,999 3.84 
 

- .67* .38* .17 

25,000 - 34,999 3.17 
  

- .29 .50* 

35,000 - 44,999 3.46 
   

- .21 

45,000 or more 3.67 
    

- 

* p < .05 
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Table H193  Showing the Variance Analysis in Order to Compare the Potential of the 

Community for Promotion Marketing by Advertising in Knowledge 

Classified by Average Monthly Income 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Knowledge 
Between groups 4 20.554 5.138 6.480* .000 

Within groups 395 313.244 .793 
  

Total 
 

399 333.798 
   

* p < .05 

Table H194  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Advertising in Knowledge Pair 

by Pair Using LSD Classified by Average Monthly Income 

 

Average 

monthly income 

(Baht) 

�̅� 

<15,000 15,000 - 

24,999 

25,000 - 

34,999 

35,000 

- 

44,999 

45,000 

or more 

364 3.81 3.38 3.23 3.31 

<15,000 3.64 - .17 .26 .41* .33 

15,000 - 24,999 3.81 
 

- .43* .58* .50* 

25,000 - 34,999 3.38 
  

- .15 .07 

35,000 - 44,999 3.23 
   

- .08 

45,000 or more 3.31 
    

- 

* p < .05 
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Table H195  Showing the Variance Analysis in Order to Compare the Average 

Potential of the Community for Promotion Marketing by Advertising in 

All Areas Classified by Average Monthly Income 

 

Potential 

evaluation 

Source of 

variance 
df SS MS F p 

Overall 
Between groups 5 11.233 2.808 5.066* .001 

Within groups 394 218.972 .554 
  

Total 
 

399 230.205 
   

* p < .05 

Table H196  Showing a Comparative Analysis Assessing the Average Potential of the 

Community for Promotion Marketing by Advertising in All Areas Pair 

by Pair Using LSD Classified by Average Monthly Income 

 

Average monthly 

income (Baht) 
�̅� 

<15,000 15,000 - 

24,999 

25,000 - 

34,999 

35,000 - 

44,999 

45,000 

or more 

3.60 3.81 3.36 3.43 3.67 

<15,000 3.60 - .21* .24 .17 .07 

15,000 - 24,999 3.81 
 

- .45* .38* .14 

25,000 - 34,999 3.36 
  

- .07 .31 

35,000 - 44,999 3.43 
   

- .24 

45,000 or more 3.67 
    

- 

* p < .05 
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Table H197  Showing the Comparative Analysis in Order to Compare the Potential of the Community for Promotion Marketing by 

Publicizing Classified by Average Monthly Income 

 

 

Promotion marketing 

By 

publicizing 

Average monthly income (baht) 

Less 

than 15,000 

( n = 86 ) 

15 ,000 - 

24 ,999 

( n = 177 ) 

25,000 - 34,999 

( n = 53 ) 

35,000 - 44,999 

( n = 48 ) 

45,000 or 

more 

( n = 36 ) 

Total 

( n = 400 ) 

�̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. �̅� S.D. 

General skills 4.20 .91 3.63 .86 3.25 1.19 3.52 1.05 3.56 .88 3.68 .99 

Specific skills 4.08 .92 3.45 1.06 3.40 1.01 3.52 1.07 3.89 .62 3.63 1.02 

Attributes 4.00 1.03 3.30 1.00 3.36 .88 3.15 1.07 3.92 .60 3.50 1.02 

Knowledge 3.69 1.03 3.07 .95 3.23 1.03 2.85 1.40 2.89 1.04 3.18 1.08 

Total 3.99 .81 3.36 .80 3.31 .90 3.26 1.07 3.56 .56 3.50 .87 
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