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Abstract

The study of market positioning and Halal tourism models for Chiang Mai
Province aimed to study the contexts, problems of Halal tourism including facilities for
supporting Halal tourism for Chiang Mai Province and to investigate the marketing
structure in order to determine the marketing position and Halal tourism models in
Chiang Mai Province which was qualitative, not contrary to the principles of Islam and
friendly to Muslims to make an impression and be able to support Halal tourism
effectively. The research methodology used the research instruments consisting of
interviews with entrepreneurs and tourist guides, questionnaires for surveying opinions
of entrepreneurs, tourist guides and behavior of Muslim tourists both Thais and
foreigners and focus group discussions with tourist guides and entrepreneur
representatives about the readiness for supporting Halal tourism in Chiang Mai Province
and problems with providing services to Muslim tourists in order to assess the potential
and readiness for supporting Halal tourism. The results of studying the contexts of
Halal tourism in Chiang Mai Province showed that according to the overall abilities for
supporting Halal tourism, the readiness was at moderate level (X = 3.07). The
readiness levels of each aspect could be classified respectively as follows. Regarding
the basic amenities, the readiness was at high level (X = 3.73). According to the
communication for providing information, the facilities for Halal tourists and the staff’s
potential concerning Halal tourism, the readiness was at moderate level (Y = 3.16,
2.92 and 2.47).

The problem conditions of Halal tourism in Chiang Mai Province revealed
that the overall problems with Halal tourism support were at moderate level. The
problem levels of each aspect could be classified respectively as follows, namely
tourist attraction conditions, public utility and welfare of Muslim tourists,

accommodation, communication and mass transportation system, Halal tourism
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promotion of related agencies in Chiang Mai Province and tourist guides (X = 3.39,
3.25,3.17, 3.09, 3.02 and 2.88).

According to the results of studying the marketing structure of Halal tourism
in Chiang Mai Province, it was found that the tourism models comprised 3 main groups,
namely business-and shopping-oriented tourism, and nature- and family-oriented
tourism and culture-oriented tourism. Moreover, the results of evaluating behavior and
factors influencing the choice of accommodation and tourist attractions in Chiang Mai
province revealed the Muslim tourist groups both Thais and foreigners liked to fly
directly from Don Muang and came with families and colleagues from December to
February. The attraction information and accommodation was searched from tourism
websites and travel companies. The travelling took approximately 3-5 days with
average expenses of 5,000-10,000 baht per visit. They wanted to stay at any hotels
near tourist attractions, shopping centers, mosques, Muslim communities. The
communication was convenient and they could have Halal food with reasonable price.
The impressive tourist attractions in Chiangmai Province included waterfalls, Doi
Intanon, elephant ride and department stores. Regarding the findings above, the
marketing competition was positioned for creating a selling point of Halal tourism in
Chiang Mai Province and using as an advertising campaign to "be a province equipped
with a variety of shopping centers at reasonable prices and filled with a variety of
cultural and natural tourist attractions." That was a communicative strategy of
branding Halal tourism which could be applied to upgrade the model of Halal tourism
in Chiang Mai Province to be “Smart Halal Tourism.”

In addition, the researchers proposed the models for supporting Halal
tourism in Chiang Mai Province classified by what activities they did, where they stayed
and what they ate and tourist attractions relevant to the 3 tourism models for both
Thai and foreign Muslims, such as business-and shopping-oriented, nature- and family-
oriented and culture-oriented. Furthermore, they proposed the routes of Halal tourism
relevant to the behavior models of tourists both Thai and foreign Muslims consisting of
5 routes, namely the northern route, the western route, the eastern route, the

southern and the route in the city of Chiang Mai Province.
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