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ABSTRACT

This study aimed to do the following: 1) an analysis of internal and external
environment affecting the tourism planning of Lamphun province; 2) identification of strategic
positioning of tourism business; and 3) determination of an appropriate strategic plan of tourism
business. Data were obtained from 83 members who involved in Lamphun tourism business and
operation. The respondents a were sample group obtained by purposive sampling. The tool used
for collection data was a set of questionnaires and semi-structured interview for finding ways for
project implementation to achieve the goal in the management of tourism business of the
community. The following were results of the study:

An analysis of The Strategic Position and Action Evaluation — SPACE Matrix
with sustainable tourism modeling that covered four major dimensions such as tourism resource,
marketing, governmental administration, business and service revealed that Lamphun tourism
administrative sector had a weakest point as well as the unpredictable global forces affected both
in micro and macro economic levels.

It was found that Lamphun tourism had a good potential in boosted marketing
because of the advantage of its location where within reach to Chiang Mai province, the
progressive opportunity that driven both private and governmental agency easily touched the
ultimate goal of tourism business, the world-wide emerging tourism Niche Market, the
development and investment of low-cost airline and the expansion of Chiang Mai International
Airport that reinforced Lamphun to accomplish its aim. However, with these circumstances, all of
those sectors that connected in the industry should be aware of an economic instability by

generating tourism plan with proactive approach to prevent the crisis.
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This research also suggested that recovery and development strategy with
sustainable approach is aligned with tourism resource; a holistic scheme is compatible with
governmental administration; an international marketing promotion is suitable for tourism
marketing sector and thus the reinforcement strategy is relatively reached for tourism business

and service of Lamphun province.





