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ABSTRACT

English has not only become a lingua franca for global communication, but it
also carries a symbolic power that influences local people and stakeholders in
community-based tourism (CBT) in Thailand. Thaivillagers encounter communicative
challenges due to their limited English proficiency. Thai-English speaking tour
guides are valued, as they provide translation services on behalf of CBT members
whose interactions with foreign tourists are minimal and marginalized. Losses in
translation regarding local wisdom and heritage are inevitably unavoidable. This
chapter addresses a conceptual model of crowdsourcing translation for CBT. The study
hopes that the sociolinguistic and cultural gaps can be bridged for the enhancement
of other CBT communities. Crowdsourcing in the form of collaborative translation
and volunteering translators’ efforts can potentially provide an alternative lens for
possible translation scenarios. Tourism operators and stakeholders can apply these
practices to assist the local people to promote lesser-known tourist attractions in
remote areas in Thailand.
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Crowdsourcing Translation for Community-Based Tourism Empowerment in Thailand
INTRODUCTION

Community-based tourism (CBT) has played a significant role in Southeast Asia in
recent years. According to ASEAN Secretariat (2016), CBT is initiated by local people
in a community in order to create a mutual engagement with relevant stakeholders
and reciprocal partnership with tourism enterprises to support community projects
and businesses for income generation and the improvement of the socio-economic
well-being of communities, cultural preservation, and environmental sustainability.
Tourism activities and enterprises are owned and managed by the community whose
income generations and benefits will then return to the community for its socio-
economic growth and sustainable development (Walia, 2020). Local community
engagement is key to CBT as residents are involved in providing information
based on their local knowledge-creating opportunities and local enterprises to
accommodate tourists whose visits can potentially promote jobs and generate income
for the community (Lo & Janta, 2020). CBT can thus be considered as the social
empowermentunderpinned by interactions and support between stakeholders (Dolezal
& Novelli, 2020). In contrast to mass tourism, CBT is an alternative tourism approach
that has grown reputation with public and private sectors as the strategic planning
and policies for natural resource conservation, sustainability, and development in
Thailand (Nitikasetsoontorn, 2015; Nomnian et al., 2020). CBT-related government
policies, agencies, and businesses are, therefore, vital to strengthen the collaboration
between the tourism industry and local community leading to shared benefits among
stakeholders (Kattiyapornpong & Chuntamara, 2020).

The Thai government’s Pracharat policy plays a significant role in strengthening
and creating employment, social welfare, security, local heritage, healthcare, and
key necessities for local people through work experience, training, and folk wisdom
to be utilized as a part of human capital development (Inphoo & Nomnian, 2019;
Nuchdang, 2019). Responding to such a policy, Thai AirAsia Co. Ltd. has bridged
the gaps between the public and private sectors and their contribution to society
by uplifting local communities’ quality of life and standard of living through CBT
under the project titled “Journey D”.

Since 2017, Journey D has enhanced CBT by working closely with local
communities on improving their tourism standards and forming a network of CBT
experts and stakeholders to engage in the development of the following three key
areas:

1.  Community-based Tourism Standards Enhancement and Development. Thai
AirAsia worked with expert organizations to hold workshops for community
tourism leaders to improve their skills in areas such as homestay standards,
waste management, tourism site management, communication, pricing and

156



26 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/chapter/crowdsourcing-translation-for-community-

based-tourism-empowerment-in-thailand/289266

Related Content

Peace: A Roadmap for Heritage and Tourism
Fabio Carboneand Luiz Oosterbeek (2021). Role and Impact of Tourism in
Peacebuilding and Conflict Transformation (pp. 1-15).

www.irma-international.org/chapter/peace/259261

Strategic Framework for Innovative Tourism and Sustainable Development in
Namibia

Neeta Baporikar (2022). International Journal of Tourism and Hospitality
Management in the Digital Age (pp. 1-16).
www.irma-international.org/article/strategic-framework-for-innovative-tourism-and-sustainable-

development-in-namibia/296685

WEB 2.0, Social Marketing Strategies and Distribution Channels for City
Destinations: Enhancing the Participatory Role of Travelers and Exploiting

their Collective Intelligence
Marianna Sigala (2009). Information Communication Technologies and City
Marketing: Digital Opportunities for Cities Around the World (pp. 221-245).

www.irma-international.org/chapter/web-social-marketing-strategies-distribution/22581

The Role of Self-Confidence in the Criteria of Aesthetic Labour Recruitment
Chien-Wen Tsai (2019). International Journal of Tourism and Hospitality Management
in the Digital Age (pp. 1-22).
www.irma-international.org/article/the-role-of-self-confidence-in-the-criteria-of-aesthetic-labour-
recruitment/218906

Utilizing Marketing Information Systems and Big Data Analytics in Promoting
Tourism Destinations

N. S. Saba Farheen, Goutham B. Bhandari, Lalshawala Abdulmannanand Gaurav
Makhija (2024). Marketing and Big Data Analytics in Tourism and Events (pp. 205-
230).
www.irma-international.org/chapter/utilizing-marketing-information-systems-and-big-data-

analytics-in-promoting-tourism-destinations/346678



http://www.igi-global.com/chapter/crowdsourcing-translation-for-community-based-tourism-empowerment-in-thailand/289266
http://www.igi-global.com/chapter/crowdsourcing-translation-for-community-based-tourism-empowerment-in-thailand/289266
http://www.igi-global.com/chapter/crowdsourcing-translation-for-community-based-tourism-empowerment-in-thailand/289266
http://www.irma-international.org/chapter/peace/259261
http://www.irma-international.org/article/strategic-framework-for-innovative-tourism-and-sustainable-development-in-namibia/296685
http://www.irma-international.org/article/strategic-framework-for-innovative-tourism-and-sustainable-development-in-namibia/296685
http://www.irma-international.org/chapter/web-social-marketing-strategies-distribution/22581
http://www.irma-international.org/article/the-role-of-self-confidence-in-the-criteria-of-aesthetic-labour-recruitment/218906
http://www.irma-international.org/article/the-role-of-self-confidence-in-the-criteria-of-aesthetic-labour-recruitment/218906
http://www.irma-international.org/chapter/utilizing-marketing-information-systems-and-big-data-analytics-in-promoting-tourism-destinations/346678
http://www.irma-international.org/chapter/utilizing-marketing-information-systems-and-big-data-analytics-in-promoting-tourism-destinations/346678

