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Abstract

The research project, namely, “Marketing Strategies for Promoting Tourism in
Preserved Area of Cultural Heritages (Architecture) in Lanna Region” aims to position
tourism destinations, to explore tourism image, and to propose marketing strategies
for promoting tourism in the preserved area of cultural heritages of architecture in
Lamphun, Phrae, and Nan provinces. Data were collected by doing field surveys and
conducting interviews and focus groups with local communities’ headmen, local
government officers, and local business owners in the tourism industry. To explore
tourist behavior and tourism marketing mix which affect tourists” decision making, data
were collected by questionnaires which were distributed to visitors in the preserved
area of cultural heritages of architecture.

In comparison to other types of tourists, those who are impressed with
architectural heritage have a small number. The features of architecture which attract
tourists’ interest are its aesthetic appeal, its story which portrays a local history and
also has an academic value, and its symbolic value or markedly representation of local
community. Each area has unique tourism image. Lamphun’s image of tourism
destination should be “Buddhism and cultural tourism”. Religious activities would
increase the tourists’ opportunities to stay overnight in Lumphun’s old town. For
Phrae, its image of tourism destination should be “Architectural and nostalgic tourism”
through the activities of walking on city’s old walls and travelling around an old town
by a local vehicle “Sam-Lor”. Nan’s image of tourism destination should be “Cultural
and natural tourism”. Tourism activities at night such as a road of art exhibition and a
city tour of light tourism would increase the tourists’ chances to stay overnight in its
old town.

Marketing strategies for promoting cultural tourism, especially architectural
tourism are as follows. A variety of tourism routes which link an old town with other

tourist attractions should be designed to offer to all types of tourists. These designed

tourism products would help an architectural tourism destination to be more attracted



to all types of tourists. Tourism activities at day and night should be designed to
increase the tourists’ opportunities to stay overnight in the old town. Volunteer
tourism among foreigners should be promoted. In addition, a multilingual website (e.g.,
Thai, English, and Chinese languages) which provides information about cultural
tourism, especially architectural tourism in these areas should be created. Varities of
tourism promotions and advertisements should be used, for example, having famous
travel bloggers and travel page as presenters in promoting and advertising tourism,
promoting tourism routes according to scenes from popular series and movies, having
advertising campainges which are jointly organized by local organizations, radio’s and
television’s tourism programs, using offline and online advertisments and applications,

and designing an old town’s tour packages by people from local communities.
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