-4 c!l c!l Q/ 1 A [ %4 %4 =}
ﬂ@f:!i/lﬁﬂ’]iﬂ’ﬂﬂ'ﬁﬂqﬁﬁl@ﬁﬂLW’ﬂf:lﬂizﬂ‘ﬂﬂ”li‘iﬂ’ﬂﬂ I I99NRIALTRINTTE

VENAN BIIRAT

a a I a o = [t 1 P
ANYTRNUE LA RBNWTINYTIRYNLLET LNDLLRFIRNWNTRIVDBINISANTT
v a 'Y a v Aa
nangasusy Y1l sy 1nugusvia
A12IUINISIANTISNISVBNTIELas 199UsH
ARIAN 2566

a o & & a [ %
RAVNVBLUHABINKTIINHTIRYNSLET



NALNTNTRERITATARIANBENTLAUNTVIBIARITINIALT LI

LONAN A9

AN LEUBNANAIVIENANIYT I LA NI aIN1TANEN
o/ =9 o/ = o/ =\
nangaIlIty sy UMTIa
ANAEINITIANITNNTVIBTEIuAE 1991TH
AAIAN 2566

a - a o/
NVEN DL UIDINN AN IRENELE



MARKETING COMMUNICATION STRATEGY FOR ENHANCE CHIANGRAI TOURISM

EKAPOP CHANGKAEW

A Dissertation Submitted to University of Phayao
in Partial Fulfillment of the Requirements
for the Doctor of philosophy Degree in Tourism and Hotel Management
October 2023
Copyright 2023 by University of Phayao



FNUIANUD
A
584

AAENENITABRITNITARIANDENTLALNITVIBINLITINTAZ N5
289 LBAAN FUAI

PR AP v @ ! ) =£
TH5uRasanoy R iAdudamilennsnisiinen
wangmsUsmanUsrmnaegiodn aneisnisdanisnisvisaiisauaslseussy

ADINWNINEIRYNELYT

15261UNTTNNITNEUANYIRNIE

(3B9PNER19198 A9, LaANTe foyof)

525U NBIINYIANUS

A= = = «
N394V NYIINYIUNUD

ANENS197158 A9, UszneuRa AnaRia)

e
=2-

dl =1 a = -3
N93NNSNUS NN UNLD

e a £ 1% o
(9ENFNFERTINTE AT, ﬂfJfI‘V]ﬁ Wﬂﬂﬂ‘i‘j\‘lﬁ@ﬂ)

a P a a 4
AIUPIATHELINTITINTURNSHINAFINAS

o/

FNEAS197158 5. USEnauRs ANANRT)

e
=2



NAYNEN1TRBAINITARANBENTLAUNTYIBTIEI9 MR e9T1e

.
©
Lo

WBNAW B196A9, ANefinus: Us.9. (N199AnN15n19viaadienuaslsouss), inidnsnas

%
ad

Weign, 2566
a1915dAdEarn: A 3 dEeNyT 81915ENUaNEN9IN Jiterananensd asUszneuds AnARile
o oo =Y L4
A9 AAURAAN PERHNIY

ANRIATY: AAYNE, N1TABE1TINITARIA, N1TUNTLAUNTTYIBITEN

UNAnta

Fandga9s1efn1sa519uusuAni1sviaaiiian “Hug Chiang Rai” e M iiuuuanielunis
o ' =t . i P ] : AN o Py o A 1Y) , <
Wannaisafisndessnegmavissiisayadige uinudndabidnahuwuswdUiifesnsziunisvieaden
ANYAHIMNIENANTAS(S Baparnvinnng AenisReansAE Rl daudeisniasguazianau sonlufs
g Wifnacndnle gensuuariidonsaniunisfessnisnainuusudidesinadentifiuluudmae
A s ae ¥ da g ¢ (A 4 . o e
Weniu 9nAdeassiFsldngUssasdiaiauanaynin13dea19n19nanailan1TenTEAUNNTYIBa eI dn
\Baesegnisviesfisayadinge Tnalidszgndnisideidegmamuazfuiayasinnisiiasiziianans nns
dnnuel Hnanisinuaudnglszasdsanl dnquszasdi 1 dmdadassnefinisdminuusudnalfundn
WUU Inside Out (HemanEnizawUsudAe STYLE-C w1wuiiaAa1d Hug Chiang Rai tagiiiunisfeansiieasn
Arngaadintauaznassituusud DNA TWmuinisvisadias [Wengudavung daquseacdAn 2
NITLINNIIFZNUATADANINITARALLTUAEDINUNT WU Samdanuuy Enisesnuuuuusudiiedaliam
NEUBNTUETNTALANLATNINYINTVBUTBINUNLTUANFANAIINTINIATE N1TBBNULUURSHIUIULTUA
dulumuaasflesessaudszamediln mgUssasdn 3 niaauenagninisfeananisnainuusuiiides
BeesneiiagnTsAunN1aieaiien 91NNTANEINLIINAENENITABAIIN1TARIALLTHALNDIBEI57Y (4Cs)
Wasaadnnaiuuswd U ¥unsesiumaviesfiendessne Ussnaudiag Constructure Ap n3analasea’ng

e . 5 - 4 | o oA . - , a o

WUIUA Communication An AN9ABATI9BENIATUNILLATABLIDY Compliment AD TTUUNTITAUATNNITHIUL

AUl waz Contributors A BIANINITABETT WLTH



Title: MARKETING COMMUNICATION STRATEGY FOR ENHANCE CHIANGRAI TOURISM

Author: Ekapop Changkaew, Dissertation: Ph.D. (Tourism and Hotel Management), University of
Phayao, 2023

Advisor: Warach Madhyamapurush , Ph.D. Co-advisor Assistant ProfessorPrakobsiri Pakdeepinit ,
Ph.D. PHATPITTA SREESOOMPONG , Ph.D.

Keywords: Strategy, Marketing Communication, Tourism Enhancement

ABSTRACT

Chiang Rai Province has created a tourism brand called “Hug Chiang Rai” which aims to serve
and develop Chiang Rai tourism towards high-value tourism, but we found that the brand has not been used to
fully drive tourism according to its main purpose. The challenge is the communicate and educate the use of
Chiangrai brand to stakeholders both public, private sectors and community to gain understanding, acceptance,
and the result in participating in marketing communication of tourist city brands in the same direction. The
results of the study were obtained according to the following objectives: Objective 1: Chiang Rai province has
created the brand under the concept of Inside Out. The brand identity is STYLE-C through the message Hug
Chiang Rai, which focuses on communication to build awareness and apply DNA brand to develop tourism to
target audiences both inside and outside the province through integrated communication. Objective 2: the
process of creating and communicating brand marketing in Gunma City found that Gunma prefecture has
designed a brand to convey to the public with the highlight and resources of Gunma City that is different from
others. The design and development of the brand is based on the popularity of Japanese, emphasizing cuteness
through dolls and mascots. Objective 3: according to the study of the proposal of the brand communication
strategy in Chiang Rai to enhance tourism, found the 4Cs strategy as a brand communication strategy for
promoting Chiang Rai tourism towards high-value tourism, including Constructure, Communication,

Complementation, and Contributors.
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NN 5 The tourism phenomenon, component of tourism and tourism

management
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5 funew fe

1. maRenteussdaysnuolifensndusowimainaeasdnadefuan

2. NIEE9ANATIITING naEdnsERdnEoitadie wasdydnuolngandn
dndud i duAugszanie

3. miﬁmum‘hLmemflﬁuﬁwTﬁﬁmmLmﬂ@imfmmﬁuﬁfmmv;jufa'\i
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4. NNFEENNTNANY OIS RUAT INBTIazyin AT ARANT AT NLANFN9E9T

¥

yintiaunsa3dn winseantensAudnfdiredeanuas

=

5.n198519ANuEade unsnaudagiesaiiles Wiaetuluanleans

2
v A

Ualna wae nguilmnng sanvisiietiu uavdsaufelignin e nguilnmie uas

e3le e3¢

datinuenadnay (B5uainnisdavideliinanausi
da% (Mariotti M. A, 2000) Aig1991 NaaBnemaandniii nssinlBinanemag
ARanfuf Ao nisnanaIunnslEMILaTnITduasn1Inatn e tiTunisadng
AINRNAT FIAD N1TEETBAIIANET UaTH AL 0l2e9RIIANE AT AT NN
ansaandlFdmEun19au o tnadenaduAniug 3 nisdiaadu Ao 1) n1sadng
AFRNANHAIN UL A mne (Distributors) INazgn AN [Ha1M1T FDRa1AKAN
suTH mnTaisazda i nu Fesiaelifununisdndiminedniunali 2) nnaadng
AIVRUATHNIUNNNNTRILEINNT978 (Promotion) iRaaEslantalignAlinaaasls
AINANAT FIEN1T A LAN LN WON UAY 3) N13A3WNATIRWATHINNIINT TRBmN
(Advertising) #asniatirdasing o i Tnaimfing nilsdaRam say tiavinlignéngdn
panaudn Ustlsmivesnanduiiyadnnmdnsalifuiidesnisansgn i1 Tnegaannd
(Frequency) n19#infls (Reach) #avinlamniuazaa nilen (Rating Point) 289378013
fing o Aazaslabon deiu dousginniaasnnsdudiasiosinaaindinlausegsla
Tunisdeldnanausivesguilng vinthausndyeanduisesnindonlinaaudi
fdaan oflszanisnadnnaindung uazintinsudunzdnlidnisdinun
nguunsnadaeu uazfincirasmenisesiamaniilssnaudustnssiaiiiadn
IRIYIIUN
N3UANNITRF9RIRUA128 (Chris Fil, 2013) i ANaaAARaIfuNTzLIN
nasE1smsnAudnes (Marott M. A, 2000) Tnendnadn n1adeansvnenianann (Marketing
Communication) flunuanfidnAyiun1sa¥19n s &udn nezn18eaam19n1anann
FagWmuvindandinanaunfiiunsidudinfoanisadteaanunnieidunsaudn
yinligualnafuAauansensRuintuss audn wazdinladinanAuandusiu sl
uazfinoudn (Volue) aginslauazsagoayintinanfninsnunguide duadunissus

Tum‘mﬁuﬁq WWaRIRLLNVINNNI9RaTAGaY (Chris Fill, 2013) $lNNA198091 NT2UIU

s wasaudinssinfdaanisiinislawon nslimaiasie g Alkkilddonaarm
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(Below the Line Technique) 11 N1SARIANIS ATIBUMBSIIN N9 ILENI9TNNFIUNIFEH
Aansan NadRdming US9i0TiRaInandn de o 9aane 48

Knapp (2003) NA197 N9¥UIHNITEENATIRWAT Usznaudngdunew 5 dunnmu
38N DREAM LAz HasUnen19a319nsnAndn 5 dunauliaei 1) Differentiation Ag
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Auslnafinaanu3Rnyniiuiunsn@udn 3) Esteem An N33 19RmAIMEDENYBINTT
Augnlridaounhudneasiues elifualnadanissansubmaAnAndandineaudn
sufiandndry uazlinaidaduiualng 4) Awareness Aia n1aa¥vauAsETngTy
an@AnAn e iUAlnAnszming uannunnsnsaans AnAn uazAIATaIRINANAY
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AnpmsAnfiAfansLsziule e Rui
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dnsaunnaaununsrespsduinigiuilng 3) duninisnauauesiiufiadenas
fuaTaadefide Aoiauand19radnaAnATuaTAMENEIEIB9ATIRLAT 4) HnIs
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a3 (Aaker D. A, 1996) NA1997 NTUIUNITAEWNATIAUAIHL Tz naU (L das
AUADWAAN 3 IUABUATN AINTIHRLLDLAFITS

f?; A = I'd I's % 2 2/’ 1 =

TURBUT 1 N1TIATITINAYNTIBIRTIAUAIUTENEY Ade 3 TuRautiae A

1) n1sdwmanzinguiuslam (Consumer Andlysis) (Hur n1sAnuunelfinmany

a

flen (Trend) 2menguiudlan nsfnuiusegela (Motivation) sasngufudlna nsinun

| ¥

nanfudlnafifarndasniTuasdI Hinaaud1 Fnay auessaaIyfieInITie s

q

2

(Unmet Needs) LazN1TULNNANEDY NNNT1TARTA

2) NM33LAT1UL9 (Competitor Andlysis) [Hur nrsfnuInINaNYalng RWA"
Lazdnanyoing1@ufn2e9guis (Brand Image and Brand Identity) qaudis (Strength)
NagNS N385 1AIAWAN (Brand Strategies) 9ngiau (Vulner abilities)yps fu

3) NIATIARTIRUAWBIRBY (Self ~Andlysis) A N53tATzinmanEa i
1199142890318 UA (Existing Brand Image) AT AT AWANTIENNT (Brand Heritage) qaudv
(Strength) LATANYNINYBIATIRUA (Abilities) LALADIANYBIBIANS (Organization
Values)

Tumand 2 n1sad1esnanuolaesnsranAnegiaidnszun (Brand Identity
System) Usznaudng 4 Sumensie fa

1) NNIFENDAANLUAANUBINTIAUAT (Core Identity) UATNITHZIIDNANH L
AUALIHIDINTIRUAN (Extended Identity) N@19AD BRANYENANVBIATIAUAT (Core
Identity) azfinMsnmuAT NN NIy No VAN T FvinlkmsnandniuiiaauALee

1 o/ v

Wz Tmdeuiunsnfudnesguis uazlnmaniugudlnaludinuladumilsiunis

fmuanmanymsanzdnezimualaalidndesdnfeafinedauw g wisdudaiie

Uvuandtasnfuinniuiinadrdiulanniigmdunisiffdndudean (Promise) ffu
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A 2

WA lnamsnadinsnduiniuesinezls Weduslnatinosedu s leniiefuslnaty

Y
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|
o/ o/ 4

o/ v & @ 2 o { !
ENGEWU'N TuﬂmeﬁEIfJﬂuﬂLﬂuﬂq‘jT‘ﬁﬂ']Nuﬂfyfy’]@']ﬂﬂﬂﬁﬂiﬁ@:ﬁ@]’ﬂﬂﬂu’ﬂ\‘lﬁ’ﬂﬂ'}q&l

ol ®

L
fasnisvafuilng dauenany nidauYe8a99R51A%AN (Extended Identity) 1fu
AU N UIDIAMANEIZIRNAIBANFN W38 BEneA NRHIEYin R AnANE DY
wWsEAenEadn amsuRuAne nsaEafiasdsrnauilfcsasflssnausing o Ao
a a v = o 4 vy & a 1 a @ ! £

WnFnaneazBeminldasaudntuiinonsianls wazdaanudsunsenniu
amsasuilatuniafimigeegudels (Adker D. A, 1996) N1sadwananuoiingzyin(4

ad v i % o/ o o/ a o v dl %
NRYITAIY ﬂ'T‘iL%@NTENG]‘i"lﬁuﬂ’]ﬂllﬂiZTﬂﬁu@uLﬂﬂ’V’]ﬂﬂ"l‘i‘WTﬁu’]‘Vlﬁﬂﬁ@]‘i’?ﬁuﬁ’]
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(Functional Benefit) wazisylaminnefiiuangnnd WAZAINSAN (Emotional Benefit) %58
madtenleamsnaudaiifisyaaaidindugudnuazrasyana (Persondity Attribute) 1138
nngiEenlyenaAuididuiidudy aneeldnfunwanyalidiula (visual Imagery)
%uﬂgﬁudﬂmﬂﬁuﬁqﬁ?mﬂumqﬁuﬁmﬁzmw?@ 9 m31@WANYIa U (Brand as Product)
msAUEATIua9Ans (Brand as Organization) Gl’iﬁﬁ’uﬁﬂﬁl,ﬂuqﬂﬂﬂ (Brand as Person)
wazAsAnETdudayanunl (Brand as Symbol) (Aaker, 1991)

MTiEuD AMIATIBIRT AU (Value Proposition) AB n1afinsnanAsiiauadn
prAnfaNnsadanaazlanisng o Sufnainnisimiinfivaspsn@ndi (Functional
Benefit) 15 lemising T NNAINBITHOILALAIINFAN (Emotional benefit) wavigy e
fing o pensrANANEziansianuuasfuilng (Self - Express Benefit) Winuguslnala
(Aaker, 1991)

nsaEepnEin@eteiuasauAn (Credibility) Aa n1s@enleenanduandi
fuaedns laanisvinlifindimsndudidnonintunisn@n sednsessmsn@uanin
fiBanma uniawdnaudntungulszinmsiu (Expertise) SAnadadndluniananandn
(Trustworthiness) fn15tEmalulagunisnanesdnstfma luladuni9vie1m (Innovation)
mﬁﬂﬁijwﬁmmﬁﬁuﬁﬁﬁ?uﬁmwﬁwcfﬁef@isf@L’f‘slmﬁ'mqmﬁmLmzﬁmuﬁﬂgji@u T BIANT
(Environmentally Sensitive or Community Mind) (Aaker, 1991)

N3 ANENANEsznd s RuA UL InA (Brond Customer Relationships)
dorfinunagnsdidgdmiunisasisnsiaudi iasernasauinivdfiarsias

gminaus Usfuslnn Welkiuslnafanisendn uaziaimainfsensiauii S99z

k1) U
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gaavinasn@udiene (i fAenislesfuslnadinduasiauiniasnauddinUsidon

1
a 4 o/

Aeadasiufuilnalunisi¥Banlszdnin 38n1ad1e q Mfenlianndige fde n1sadi

yARNA M IiUAIIARAN (Brand Persondlity) TRaanadnaafstiugiuunnisaingin

9

(Life Style) ﬂ@ﬂigu’ﬁﬂﬂﬁlﬁumjmLﬂﬂwmﬁﬁmmﬁqm ATHNBIAUANYUTIBIRUAT
(Product Attribute) Lmz;jﬂLLuumisﬁ%\i’mmﬁuﬁw (Product Feature) N1a31AIHNIEON L2

Y o Y A = o v a 1% [ VRPN @) o o (dl
G]‘ﬂﬁuﬂ’m‘i_l@i_l‘jiﬂﬂ m@mim"f‘qumﬂﬁmm@mﬁumLm:zjuﬂﬂﬂmumwmwuﬁw
HUG AN (Behavioral Interdependence) Hiuszdtysy1sianiu (Personal Commitment)
Tuudmaufiasnisuaznisneuauassaaufiasnisfinanuidninlasdeiu (Love and
Passion) 4&nd1 HEnaAuA eV ALNUATIRRATIIEAT RUAITILT uA Nl aa9Ea @

U

Auslnafuszaunisoluazdaaaandl q 9auiu (Nostalgia Connection) snAuANTAITH
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anlafianssn waznisuamsasnudeuiuiuiuslan (Self - Concept Connection) f15lnA
Arn s iuuiAuns audi (ntimacy) Wnlanoidneaiuasdioyasiing o ey
pa1AnAn vaaasdnsrasnsdudiadnsdacw fuilnafvirunfsdenstandniuin
fumsfidaainn (Partner Quality) uazassaaseadneanalatunisdonia T4
\@Ne (Aaker D. A, 1996)

fupaui 3 nisidndnualaasnsauAnlladne aaaudasradnazuy
(Brand Identity Implementation System) Usznaudag 3 dunandos Ao

1) ANIRMUARALAZMNATLMMATIRUAT (Brand Position) Haladdeyaesninnum
uazaE19f Uk IaIRaaud Sifeatiastunisinunsdaeasdndnuoireenaaudn
LL@:@mﬂ'wmmﬁuﬁﬂ (Parts of the Identity and Value Proposition) nra319udumds
va9pg1anAn Tnelinisdaaaifianisasnenandudingegn (Active Communication) uaz
nnsuanliindenanlF B auaa9nan@udn (Demonstrates Advantage) i e iy
panaudnanlungalasamAudndsai euansigusTnadiudndumisiinafudaiu
agfAuiFiU3uuguae (Competitive Advantage) wilandgugieii uasiauaAmeN28s

asnRuALAnstsangudeiu Tnadenleciiannndosiunistenselidninues
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P o DTN =4 ' y & A a A ! 1 1 '8 [
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suflanidne iz iunnssenguainandn Frdnuananandanas Tumising 7 BRI
A5y miniaasns1@un (Functional Benefit) sz laasising T NFIUBITHI LAY
Aa1R3&n (Emotional Benefit) uaziszlemnising q aasnan@ndazfiansannuaiuiineg
(Self — Express Benefit) ﬁLLmﬂﬁmmﬂ@jLLﬂqTﬁﬁuéu‘%TﬂﬂﬁLﬂumjmﬂmmsﬁfﬁ

2.) mMadauasuntens@uA lugUuuusne Ao weneinaznisiians
F1unaen g1 dudafiuandigein g udaduianaaiIun19a0 a1 918990 (Active
Communication) wiassgiasaE1amiAond o nen1aResnsNIaReN1Ta519RF1RWAY
#iael (Alternative Communication) 17w M3 lamsinisiiugmiuaunisnisaain nsdn
Tasannafues T ann3nn1aad e ARLIRDENIBNNT9IINITARNANIATINTUSE IS
NMFRUATHNITVNY NI1FTAAINTTHNNTUARIANA NTTAUTAIRUAN T 19ETINEWA
VABEIMAN NTRNILFT909 989 naiBenlaensnAnAANLAnsNg 9N guded
uazinaus Ay AnEol uazn1aiSsuiiiey (Symbol and Metaphor) i tigualan

FAINNTNRAUANFIE LAz N1TRe aI9NeNITRE AT RRATLN IS8 N (18T
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3) NMaAARHLALUSRUNANTTEE 1A ITAUAT (Tracking) TuReLgATingYa
massanauindunissa@uiumbessnsnduiniuanuasl sefiuesduszney
A1 7 1e9na1AuAade 1w daansainsdudatuunslonia daenisliniside
@91/51704 (Quantitative Research) 1l szifiunanis¥u3 (Perception) #avijualnasia
Fumbinasei (Value) 199s1@uAn nananfinisussfiuasminiimadimaaeuuag
fungugaa89ng i MN8N I9N15AATA (Cross — Section of the Target Segmentation)
iefiazrinnnusulssnisasnmaandituaunnn sasvednnidslomising g sudn

a1nn13viminfiaeensn@uAn (Functional Benefit) Uszlamising o Waugfuslnnald

1
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wisnzanyin i UaTnAR AnudE R AnGeunuuiuiuas Andngs « Tulgsniafinms
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Analysis)
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a { { a
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(External Factors) e tfinsufisaninaan auaaain lanianiegsiia uarglassn
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(Advertising) N19ANLEZHNT19878 (Sales Promotion) N19U3EHIRNHNNUE (Public Relations)
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AUA1289197 Event Marketing AiRadudiasnniletls 13a9dnymz9IuLasiansss
BefpeaBAARBITUYARNIBIATIAUAT FINTIEBIAHNHIZENYBIRDINATUUALIIRT]

v v ' v A v = 1% v 4 Vo1 g
Ixanfian uazqaineasn1sdnaiuilugn 4.0 gafignitesnng sannwin Fdeaade
o ¢ @A a v v % ¥ o/ o o ! v
fepnapulai fde naalenalifgnénlfdudaiuusudlnenss 1w naasslduas
Hanssmfvosamis vinlAifinrnndseiulauazsuilitenanulnnausnsgniasis
rpsduAuazUEnsusazUsznauinaulasnsesnalawinnsinaulatess iy
mana g ile [Hands ddausanTufanssnuda “vansa” fearudssivladilisuenn
Uszauniseinselunisidindanfanssunudennaaulaiann “Event Marketing”
Axen Viral Marketing
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Gunma-chan

My job is to present great places, foods, and
more about Gunma to other cities and countries
Here is a Gunma map with my pictures.

You think I'm living in Gunma? Actually my
house is in Ginza, Tokyo called “Gunma-chan

chi

Address: 5-13-19 Ginza, Chuo-ku, Tokyo

Many products of Gunma, Gunma-chan’s goods.
and other items are for sale.

Here is “THE BEST SELLING PRODUCTS" at

Gunma-chan chi
Please come and visit my house to see me £\

anytimel ’
Here is another secrat!

| was bom in 1994, and my birthday is Feb 22 0
But | don't get older than 7, so I'm 7 years old —)
foreverl Tell your frisnds!

Now you know better about me?
If you have any question, please contact me!
E-mail address: gunmachan@pref.gunma.jp

| hope see you soon!
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Pony mascot, the 2014 winner of the Yuru-kyara Grand Prix
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