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ABSTRACT

This study explores the social context and perspectives of service providers and
participants influencing the "Kon Thor Phae" (Rafting Guide) activity and examines marketing
strategies that promote water-based tourism in the Phraek Nam Daeng community. Including the
exploration of marketing strategies to promote water tourism in the Praek Nam Daeng community
to develop appropriate marketing strategies that will help increase the number of tourists and
create a difference from competitors. This qualitative research employs a case study methodology,
from September to December 2024. Data were collected from 30 key informants, including 15

community leaders, 3 local administrators, 2 Entrepreneurs who want to develop sustainable
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tourism and managers of the "Khao Mai Pla Man" restaurant, and 10 tourists, using in-depth
interviews, focus group discussions, and participant observation.

The findings reveal that the "Kon Thor Phae" activity provides a unique tourist experience
through storytelling about the community’s way of life and natural conservation efforts. Effective
marketing strategies include experiential marketing, storytelling marketing, the use of digital media,
and fostering community engagement. The recommendations emphasize the importance of
developing activities that connect with culture and nature, crafting communication strategies to
attract target groups, and promoting sustainability across all dimensions. The results can be applied
to develop tourism activities in other communities with similar contexts, contributing to the

sustainable growth of eco-tourism and cultural tourism in Thailand.
Keywords: Marketing Strategies, Water-Based Tourism, Kon Thor Phae
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tivieailrsulml wu nMsdadudaionmessuwna
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lgane nsvenseusifiuszansnmlunganiuuddswenoguinvieniierlslldli inn viaunanesy
sesfunisantesulat warlifinnndeslesfuianssuviendieaduluiiui fsoratieifiugadinis
vioudigaldmnldunsiannegadussuy
NanNsANYI@enAdeIiuLLIARYBS Kotler & Keller (2016) s¥yinagnsnisnaindiesd]
MIysanNMIaetesailoainsnssuiiazueegugnAegisliusavEnm
Tusunisiaunagnénismaiadiazanainaan1side nuiiinaisuumneiaiunsa
vhanldifleiaunnagninismainvesianssy "audeun’ laun
1. Enhanced Digital Marketing laan1svenensld TikTok, Instagram way Facebook pgradu
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6. Marketing Collaboration ¥191usaufuustnvieaiien Tsiusy waziaesnlufiuiiiieats
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