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Abstract

This study aimed to search for the best practice of
sharing knowledge in order to promote the sustainable
development of social enterprises and properly respond
to changes in the competitive environment so that social
entrepreneurs in ecotourism become more outstanding
and gain competitive advantage in market segmentation.
In order to promote social enterprises to become learning
organizations, it is essential to use systematic knowledge
management processes and have an explicit body of
knowledge. Indeed, the processes such as identifying
corporate knowledge, collecting knowledge from staff,
categorizing knowledge, systematizing and scrutinizing
knowledge, publicizing knowledge, and sharing
knowledge, need to be practical in order to enhance work
efficiency.

The samples in this research were 35 social
entrepreneurs in ecotourism. The data was collected by
using an online questionnaire and studying secondary
data from documents and academic articles. The descriptive
analysis showed that knowledge shared between
co-workers helped them to work more efficiently. Moreover,
asking customers to be parts of a knowledge sharing
process were beneficial to both parties. Combining
customer knowledge with corporate knowledge would
enhance the improvement of products and services,

the suitable process in tourism and hotel business, and



LYY AOUSUYMEANARSUASENALAIANS

the increasing numbers of innovations. Therefore,
the management of knowledge from customers was
essential to the development of the strong relationship with

customers in social enterprises.

Knowledge Management, Social
Keywords :| tnterprise, Social Entrepreneur,

Management
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