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Abstract

This academic article aims to review and synthesize existing literature on factors associated
with the achievement of Community-Based Tourism (CBT) management in Eastern Thailand. A
documentary research approach was employed through the systematic collection, analysis, and
synthesis of relevant studies published in both domestic and international contexts. The synthesis
indicates that factors most frequently discussed in the literature and closely associated with CBT
achievement can be classified into three main categories: (1) short-form video marketing, (2) the
7C’s marketing mix, and (3) destination image. Prior studies consistently suggest that these factors
are related to CBT achievement in terms of tourist satisfaction, word-of-mouth communication,
and revisit intention. Based on the synthesized evidence, this article proposes a theoretical
conceptual framework derived from the literature to support strategic planning and policy
formulation for community-based tourism development. The proposed framework also provides
a foundation for future empirical research to validate the relationships among these factors in
real-world contexts, thereby contributing to the sustainable development of community-based

tourism in Thailand.

Keywords: Community-based tourism achievement, Community-based tourism (CBT), Eastern

Thailand, 7C’s marketing mix
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FiPuuazAawindau (Thailand Sustainable Tourism Strategy Committee, 2566)
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Tourism Strategy Committee, 2566)
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