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ABSTRACT

This research and development aimed 1) to study conditions and problems of marketing
learning management, 2) to examine components of marketing learning management model,
3) to create and develop a marketing learning management model, 4) to execute in accordance
with marketing learning management model, and 5) to identify the effectiveness of marketing
learning management model of tourism community in Mukdahan province. There were 3 target
groups, namely, community sroup, public sector group, private sector and customer group as
well as specialist group. The research tools were the interview forms, which had 10C=0.89-0.91.
Meanwhile, the questionnaires (No. 1-4) had (=0.98. The statistics used in the analysis included
frequency, percentage, mean and standard deviation.

The research results revealed that the conditions of marketing execution lacked marketing
learning development, product development and tourism community’s value chain management.
The analysis of 9 components in marketing learning management model was completed and
marketing management components (9P) were found. The concept of CMLT (Community Marketing
Learning Tourism) was applied in the marketing learning management model development,
which led to the introduction of suitable model and curriculum ( X =4.62). After being implemented
in training programs, the highest level of satisfaction was achieved in the overall picture (X =4.48).
The effectiveness of developed model using BSC concept indicated that, in financial, customer,
internal process, as well as learmning and development perspectives, higher sale volume (X =4.66),
supports from public and private sectors ( X =4.51), marketing team ( X =4.61), and marketing
assessment (X =4.58) were found, respectively.

Keywords: Learning management model, Community marketing tourism, CMLT model
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Community ’. ‘ Program/Rote -Internal
3. Marketing Planning 7. Marketing -Learning and
4. Marketing Participation Presentation Growth
8. Marketing
Process
9. Marketing
Price

MR 2 5URUUNISIANTSSERIMaNISAaNAvesYLUo s ie UM InynAmMNS

3. wamsaiuasiaNgULUUNsIamsSeudmensranavesaurisaionlud s inyna g
Fustumsmennsidluyarlaun duduagusms midunsdnssuiunsEoudmemsnaned 3 nssuumsBous
wazditunisdoud o sumsdens wasnandnialdain madu gnAn nsrurunisasly maFoud
warN13LR3LAUIATeNTY TnenaeAlsEnounIsIANITNINITAAIR 311U 9 ssrussnauludnii
WHundngmsiineusudevdngns dnmsmanyuuvieailswdondngns CMT (Community Marketer Tourism)

FUIUTLe 60 Talaa nedinanisusyiiu LanInI1S199 3

M3197 3 NsUszugliuuannnsianisnnsainvesyuswisaieludmiagnamis

AnsUsEIdu X S.D. AMUNUY
suanudulseleonl 4.56 0.53 1nilgn
suanudulula 4.56 0.53 1niign
PUANILN AL 4.78 0.44 1niign
AIUAINYNFBY 4.56 0.53 1Nl

59 4.62 0.51 aniign
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NITIA 3 Nud JURUTENINNISTANIITIIMSIaIAvesYLUiasieludminyna1mg

(% I

nﬂmuagimzﬁumﬂﬁqﬂ (X =4.62, 5.D.=0.51) Inodusiuiinisno srunnumnzay (X =4.78, S.D.=0.44)
Suduiians 3 s fe suanuduustlon fumudululd uagiummsgndes (X =4.56, SD.<053)

4. wamshidiunsmugiuumsiansSeuinmsiainvesyusuvieaiedludmiaunaivig
wud Tunmaaansnsmhanssiasinue i suanmsiinousilulivsslondldFosas 20 uasdinmiianele
sionnsiineusueglustiuanniian (X =4.48, $.0.=0.26)

5. wan1sUseugUluunsdanisSeuinisnisnaiavesyuvuvisaiisaludmiaynams

9 -
LEAIANRNITIIN 4

M3197 4 UsgdnSavessuiuunsdamsiieuinunisnaiavesyusuvisaiedludmingnamns

LN X S.D. AUNIY
HUUBINTEY 4.47 0.49 1Nl
HULDIYNA 4.45 0.50 wniign
yuNBINIEUIUNINElY 4.52 0.50 1Nl
HUHBINTFYUTUALNTHU 4.49 0.49 1nilan
et 448 0.0 anitgn

NNENTRN 4 wud BUsedvisnaegussauinniiaannyuses (X =448, S.D.=0.50) lnedusuiivils
Ao yamenszUIuMIMelu (X =4.52, SD.=0.50) dusuiidedhe 1auensEeusuasinm (X =4.49, SD.=049)

Susiuiansfie yameansiu (X =4.47, S.D.=0.49) uazsusugavinefie yaniesgndn (X =4.45, SD.=0.50)

anUsuNa
1. annwardminsdnnmsteuininisnanavesusuieaiedudmiagnamns SdelaSeu

L%amamwLLazﬁﬂwmzqﬁmamﬂumn%uiawmmiviauﬁm Lm'ETasummiﬁ'ﬁummmimamimmm

'
| =

viesfiengurued1aduszuu SumherudanisSeudminsaialudminynamsidnoaunaiemien

v
LYY °

AIUMIAIMUANaYNSMIHAILIHERT MTLarAan F9RIsidennaensnsvenendnsioe (Diversification)

a a

AOlLVAMOANEATITTTUYVIA 5350 TUETIN Fusiunles Nunnngusnaunmvsensviedienaaunm

o v a A

lnefidadeiiddganfsisesnnudenisuasaiuaidnfvesauluguoy Fedenndeiuauidoves

q

an s USaeyuAsugna wazlaauns Sesisey (Parinyasetthakul & Dhienhiru, 2017, pp. 61-75 ) WU

o

msfansgusurieafisamsiimasuiunig 1) melesesianmunden Wuduneuiivhlinaudneam
1945573 2) Msimuanatadmung Wunsdeneaiadmuisuazaawnuvedgsia 3) nsandunis
Fams3euddumsran Teudseondu 4 4u liun maadumunseusniiensinnmadouddumanan
M3IANE 3 ANUNBUNITAUTH MITANSITEUIATUNITNAIAAILTTNITBUTUNITIANG 3 ATUNAINITOUTH
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2. sausznauiadamuUsddgle Usenausie n1sdansiseuinenisnana 9 ssduseney
WaZNITTANIINNNITEAIA 9 BedUsenau waslianuaenndesiudoyadulsedny anansailuldasing

a

uariangULUUlY aenrdasiumAtevesuing Tade, wiln nads, sugll efniiu waxiiunn A3avsna
(Jaiuea, Kulsiri, Ativetin, & Sirisuthikul, 2015, pp. 12-24) "Lé’vﬁmu"“ﬁaL%"aqgﬂl,l,uumimmm W oWaun
nsviaafieaBausanTmusssy YUILUMAL MUAUIMAIT SnsuInaY SmTauasUsy wud
drudsgaunanseaansionisndesaniaussud 7 d1u (7P’s) 16un ndndneinnsvioadien
\BansanTanssad (Product) mafvunsamAuduazuInisluuvawisailen (Price) Jomsnsindming
(Place) N13daLa3uN139a1m (Promotion) N3gUIUNStUNTIAUIN1S (Process) ANEAENINIEAIN
Youmaviauien (Physical evidence) wazyana (People) YadedsnananunsmhluuuunAslunsiann
sUsuUMIPARd MU SYieaTlen Bassan s luiiuiigumunoes Fsazhlugnmsiannnsvieaiies
AdsBudely

va o

3. sUuuUMsinnisiFeuinanisnainvesyusuisafienludminynnms A3delaasne
waziauntull danusngavegluszduunn Jeannsnildlunisiineusuld aenrdesivniifeues
Wae Uguifiung, suIR yide, §27a f3Unan way1335308 waoen9ini (Pathomvalchkul, Boonlue,
Sripathar, & Ployduangrut, 2008, pp. 57-68) inuin msinMsIandangnsnsseumsaeulagl@yinivinig
viefiTenmapumsiannmdngas Whandanssumsiaumdngasiieduedsadou tislbinglulsaFou
fusiulalunisiumdnges wasiinnudedulundngnsildiautulimsauuasaonadosiu
AuFaINsYRVDIY

a. nsilneusulegldndngasdnnisnainyuvurioniios udendngns CMT (Community
Marketer Tourism) wuin anansothaaasuasiinuedild Sunnnaflineusue sl iiusslondfuasdmuiivels
ogluseduanniige deu Jananalddn undngnsiiaenndosiunsimunguauvioniioafiuiads
donnaoInUUITBYRIlMsaU N1A (Phadi, 2014, p. 5) WUl ﬂ1idhi"mauamlﬁ%mmilﬁmﬁ’u
Ienmansuazmalulad fuiaun mawsguvioadiedlifiamn ity annsafiuyalivende
Ity wifffumsdrevond gy fanuadls lumsdouiuasdosmethnduluimuusuudunsuds
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#0nADINUNUIBVDIFYYT LADH (Kenaphoom, 2015, pp. 66-85) U1 A15IANITAIILAINTA
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