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Creative Tourism Development in Bangkok Neighboring Area - Nonthaburi,

Pathum Thani and Ayutthaya Provinces - through participatory image development
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Abstract

Creative tourism is one of the tourism development approaches that encourage tourist
destinations to develop their true identities. Many local, regional, and national destinations which declare
themselves as creative destinations have proposed their unique selling points as true identities through
various media and methods in order to attract tourists. However, the destination images that tourists
perceive from media might or might not be equivalent to their identities. If destination images are not
attractive enough, tourists are not influenced to make decision to travel to target destinations. On the
contrary, if tourist experiences or destination values are not comparable to tourist expectation which is
mainly framed by destination images, tourists will be dissatisfied and have tendency to spread words of
mouth which lead to the chain effects to the present destination images and practices of creative tourism
development.

Like many creative-tourism developing destinations which are now confronting the obstacles in
marketing communication with creative tourists, Nonthaburi, Pathum Thani and Ayutthaya Provinces have
strong potential in creative tourism but cannot attract prospective creative tourists due to the 3 main
factors: lack of true identity formation, inequivalence between destination images and their true
identities, and lack of creativity linkage between those 3 provinces and Bangkok which is the main
national destination. Therefore, this research plan covers 3 provinces: Nonthaburi, Pathum Thani and
Ayutthaya and aims at exploring (1) the common destination identities of 3 provinces and their common
and Bangkok-linking images perceived by Thai and international tourists; (2) the effective integrative media
of image communication of 3 provinces. The true identities, the equivalence between identities and
images, and the effective integrative media will lead the 3 provinces to reach potential creative tourists
and consequently to help forming the participatory approaches of their creative tourism development.
The findings include 4 parts: (1) the common identities of 3 provinces, (2) the destination Images
perceived by Thai and international tourists, (3) the integrative media of image communication and (4) the
directions of creative tourism development based on the interrelation between identities and images.

The first finding shows that 3 provinces have common identities in 5 aspects: (1) the water-
based cities which have the deep connection with water, e.g., the water-based settlement, agriculture,
ship transport and trade, etc; (2) the integration and adaptation the old way of life with the
modernization; (3) multiethnic communities with various valuable histories, wisdom and cultural heritages;
(4) the land of national cultural prototypes; (5) the center of local Thai food. In the matter of the
destination Images, it is shown that both 3 provinces have destination images in 3 aspects: (1) water-based
culture and way of life, old culture, and the center of agriculture and food; (2) multiethnic communities
with various valuable histories, wisdom and cultural heritages; (3) the land of local wisdom, mystery and

fascination. These 3 destination images were integrated and synthesized by local stakeholders and brand
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Thai specialists as “Water City of Diversity” which is targeted at urging both Thai and international tourists
to acknowledge the true common identities of 3 provinces.

Creative tourism communication thrugh its image should be an emphasis on in-between and
post tourism process and Thai tourists should be the frist priority, by appling online social media to
encourage accessibility and engagement linked to 4 integrated media such as website, mobile application
VDO and printed media. According to integrated media quality assessment and usage assessment by Thai
tourists, the result shown that integrated media quality was at good level. Knowledge management and 3
creative tourism routes were at excellent level. With regard to integrated media usage, Thai tourists were
sastisfied at appropriate level. Meanwhile, ability of information desemination, creative tourism research,
and real situation capability were the most decent.

Notwithstanding, an approach to creative tourism image in study area as “Water City of
Diversity” above mentioned depend on area-based development in 2 sections. Firstly, the city landscape
needs to be developed into the tranquil, warm, and fascinating atmosphere, which is considered as the
urgent action. Secondly, the development of agricultural and cultural tourism resources is considered
as the important level. The main areas of development cover the green spaces in cities, the centers of
various plants, vegetable and fruit trees, and the historical and community areas. It is important that each
province in the cluster should conform to the above common development features while maintaining its
true identities. Moreover, all 3 provinces should collaborate in developing in the local public transport
linking within the provincial cluster and to Bangkok in order to carry creative tourists and new types of
tourists who prefer self-travelling.

Key Words:  creative tourism, identity, image, integrated media, creative tourism development
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