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-  300,000 300,000 300,000 300,000 300,000 
-  50,000 50,000 50,000 50,000 50,000 
-  248,000 248,000 248,000 248,000 248,000 

 4,728,000 4,728,000 4,728,000 4,728,000 4,728,000 
  532,600 1,065,200 1,597,800 2,130,400 2,663,000 

 4,195,400 3,662,800 3,130,200 2,597,600 2,065,000 
 7,654,278 10,316,355 13,645,350 18,123,449 24,807,636 

      
      

-  293,531 315,274 358,760 423,989 543,575 
 293,531 315,274 358,760 423,989 543,575 

 800,000 600,000 400,000 200,000 - 
 1,093,531 915,274 758,760 623,989 543,575 

      
-  4,228,000 4,228,000 4,228,000 4,228,000 4,228,000 
-  2,332,747 5,173,082 8,658,590 13,271,461 20,036,061 

 6,560,747 9,401,082 12,886,590 17,499,461 24,264,061 

 7,654,278 10,316,355 13,645,350 18,123,449 24,807,636 
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7.6   
 

 7.22  
 (NPV) 10,207,898  

BC Ratio 2.95  
 (IRR) 64.13%  

 1 9   
 

 k (i) = 10%  5  
   (NPV)  10,207,898  

(IRR)  64.13% (Break-Even)  1  9  
 



55 

 
 8 

 
 
 
8.1   6-9 

  
 

 10    
  

  
   

 
 
 
8.2   10 

  
  

  
  

   
 

 



56 

 
 

 
 

. (2561).   2561 (Tourism Statistics 2018).
: https://www.mots.go.th/more_news.php?cid=411 

.  (2561).  Amazing Thailand Go Local  
55 .   : https://thai.tourismthailand.org/ 

  ( ).  (2560).  
.   : http://www.bltbangkok.com/POLL. 

.  (2561).    61.  
 : https://www.prachachat.net/tourism/news-227336. 

Agoda Company Pte. Ltd.  (2560).    
2018.   : https://www.agoda.com/th-th/press/. 

Agoda Company Pte. Ltd.  (2561).    
.   : https://brandinside.asia/travel-business-asian-family/ 

Chill Media.  (2558).  .   : https://www.chillpainai.com/ 
scoop/5746. 

EDT Guide.  (2558).   .  : https://www. 
edtguide.com/review/442646. 

Expedia Group.  (2560).  .  
: https://travelblog.expedia.co.th/press/172220/ 

Krapook Travel.  (2561).    .  
: https://travel.kapook.com/view200422.html. 

SCB Economic Intelligence Center .  (2558).  
 . .2256  . .2558.   : https://www.scbeic. 

com/en/detail/file/product/3368/eol77tgr4j/EIC_Insight_tourism_2017_EN.pdf 
 



57 

 



58 

 
  

 
 

 
  

   
 

   
 

    
   

  
 

 4   
 1   
 2   
 3   
 4  

 
 1   

1.  (  , , , , 
) 

............................................................................................................................................................ 
2.  
............................................................................................................................................................ 
 
 
 



59 

3.  1    
............................................................................................................................................................ 
4.  (  , , 

, , , ) 
............................................................................................................................................................ 
5.  
............................................................................................................................................................ 
6.    
............................................................................................................................................................ 
7.    

     
............................................................................................................................................................ 
8.   (  , , , 

) 
............................................................................................................................................................ 
9.    
............................................................................................................................................................ 
10.   
............................................................................................................................................................ 
11.  
............................................................................................................................................................ 
 

 2   
2.1    
............................................................................................................................................................ 
............................................................................................................................................................ 
2.2  
............................................................................................................................................................ 
............................................................................................................................................................ 



60 

2.3  
  

............................................................................................................................................................ 

............................................................................................................................................................ 
2.4  

   
............................................................................................................................................................ 
............................................................................................................................................................ 
 

 3   
    

.  .  
 250      

   144  
 2     

  Ecotourism 
 

  
    
    
 It is not just a Farm Stay ,It is a Fam Stay  

    
  

  100%  GAP 
  

    
  

  
  



61 

    
 

    
 

 

 
 

 
   
  

 
3.1   
............................................................................................................................................................ 
............................................................................................................................................................ 
3.2     
............................................................................................................................................................ 
............................................................................................................................................................ 
3.3    
............................................................................................................................................................ 
............................................................................................................................................................ 
 
 



62 

3.4   
............................................................................................................................................................ 
............................................................................................................................................................ 
3.5  

  
............................................................................................................................................................ 
............................................................................................................................................................ 
3.6   
............................................................................................................................................................ 
............................................................................................................................................................ 
 

 4  
4.1  .......................................................................... 
4.2  ( ) ................  ................  
4.3  ................  
4.4  ................   ................  
4.5  ............................................................................................................................................. 
4.6  ( ) .............................................. .............................................. 
4.7 / ..............................................  
 
 

 


	01-Cover
	02-Conts
	03-Ch1
	04-Ch2
	05-Ch3
	06-Ch4
	07-Ch5
	08-Ch6
	09-Ch7
	10-Ch8
	11-Refer
	12-Appendix



