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Abstract

The purposes of this research are to explore and identify the common identities of Nonthaburi,
Pathum Thani and Ayutthaya Provinces Linking to Bangkok, to study Thai and international tourist
behaviors and perception towards destination images of Nonthaburi, Pathum Thani and Ayutthaya
Provinces Linking to Bangkok, and to synthesize the directions of creative tourism image development for
Nonthaburi, Pathum Thani and Ayutthaya Provinces Linking to Bangkok

This research is a survey research applying integrated data collection methods: secondary
data analysis, focus groups, questionnaires, and public hearings. The conceptual model of research
was developed from the reviewed literature, i.e. Echtner and Ritchie (1991), Aaker (2002); Alsem and
Kosteljik (2008) and Lopes (2011). Focus groups were organized to collect data on the common
identities of 3 provinces which were proposed by community representatives, tourism-concerned
organizations and image specialists. Questionnaires were distributed to 505 Thai tourists and 160
international tourists to gather data on destination images perceived through media. Both
descriptive and inferential statistics was applied to analyze quantitative data gained from
questionnaires whereas the content analysis technique was applied for qualitative data from focus
groups and public hearings. The primary analyses on data from focus groups and questionnaires
were discussed and commented by all related parties of 3 provinces to get the final results of
research.

The first finding shows that the 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 of 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. These 5 common identities were integrated
and synthesized by local stakeholders and brand Thai specialists as “Water City of Diversity” which is
targeted at urging both Thai and international tourists to acknowledge the true common identities
presented by the local stakeholders of 3 provinces.

The common identities of 3 provinces, the first research result, were employed to design
questionnaires of Thai and international tourists’ behaviors and perception towards destination images
of 3 provinces. The result identifies that both Thai and international tourists have information of
and used to visit Ayutthaya the most whereas Pathum Thani is familiar and visited the least.
Regarding to the equivalence between the images and the true identities, both Thai and
international tourists reflected that the images of 3 provinces were beyond their identities in 13

aspects out of the total 22 aspects. Before visiting these 3 provinces, Thai tourists perceived better
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images than those of international tourists in 5 aspects and in 9 aspects after visiting the
destinations. Integrated and synthesized from the above 2 research results, the common identities
of 3 provinces which are to be communicated through media comprise 3 attributes, i.e., (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.

Based on the first and second findings, it is analyzed and recommended that the 3 provinces
should propose their images under the synthesized identity “Water City of Diversity” which is focused on
the water-based way of life and wisdom. Besides, the common images of 3 provinces must be linked to
that of Bangkok in terms of spatial location and culture. As for the proper directions of image presentation,
it is focused that the images should be presented during and after tourists’ visits to formulate the primary
images. The images should be communicated priorly to Thai tourists through online social media, location-
based marketing, and tourists’ participation in the image content design, which meets the principle of
creative tourism. Besides, the 3 provinces should develop the following 2 tourism resources in order to
equalize the identities with the images. 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. It is important that each
province in the cluster should conform to the above common development features while maintaining its
true identities; that is, Nonthaburi as the tranquil, mysterious and fascinating city, Pathum Thani as the
rural area close to Bangkok, and Ayutthaya as the ancient peaceful city and the provincial cluster leader of

creative tourism development.
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