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Abstract

Tourism Branding Central Northeastern Provinces Based on ASEAN Economic
Community, is the applied research, integrated the knowledge of philosophy,
sociology, and economics. The objectives are: to study the existing market of
tourism; analysis the provinces’ tourism branding; and propose the guideline of
northeastern region’s branding. The research methodology is the mixed method of
quantitative and qualitative, the literature review, research reviewed, incorporated
with the field surveyed, to collect the tourism marketing situation of upper
northeastern region. The questionnaire is the quota 382 samplings, divided into 4
tourists’ group: 96 Roi-et tourists, 136 Khon Kaen tourists, 75 Mahasarakam tourists,
and 75 Kalasin tourists.

After that, the data was analyzed with the mean, standard deviation. The result
founded that, the existing brand situation, and process of central northeastern region.

The central northeastern branding development is: booth activity, tourism
destination guidebook, website, brochure, leaflet, and branding manual.

The overview analysis, the tourists come to Roiet, Khon Kaen, Mahasarakam,
and Kalasin founded the sampling think the first Phra Maha That Kaen Nakorn, Khon
Kaen, Phra Maha Chedi Chai Mongkol, Roiet, Phra Barom That Nadoon, Mahasarakam,
Lampao Dam, Kalasin. The sampling agree to build the image and branding, to

support the central northeastern region to AEC.



	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	13
	14
	15
	16
	17
	18
	19
	20
	21
	22
	23
	24

