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Abstract

The research project of “Guidelines in Building Added Value for Brand and
Integrated Marketing Communication for Promoting Creative Tourism along the
Economic Route in the Upper Greater Mekong Subregion: A Case Study of Thailand
(Chiang Rai/Chiang Saen) — Republic of the Union of Myanmar (Keng Tung) - People’s
Republic of China (Jinghong) - Lao People's Democratic Republic (Chiang Thong,
Luang Prabang) ” was aimed to develop the approach in building brand added value
and integrated marketing communication for promoting creative tourism along the
Economic Route in the Upper Greater Mekong Subregion. The quantitative research
was adopted to implement in this research project. The questionnaire was utilized in
collecting data from the sample of 628 tourists including 251 Thai and 377 foreign
tourists. The data analysis included the descriptive statistics for examining the
descriptive data of samples in terms of percentage, means and standard deviation.
Moreover, the inferential statistics was adopted to validate the research hypotheses

including the factor analysis and multiple regression analysis.
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The findings of the quantitative research revealed that tourists’ opinions
towards the tourism in these routes were in the level of somewhat cultural richness,
somewhat authenticity and somewhat uniqueness. In addition, tourists viewed that
the participating opportunities in local activities were in the uncertain level. Tourists’
attitudes towards the creative activities of tourism destinations were in the moderate
level while their attitudes towards the participation of cultural activities of
destinations were in the somewhat high level. The findings revealed that sales
promotion influenced the monetary value of tourists’ perceived value and
advertising influenced brand equity of destinations. Moreover, the determinants of
tourists” loyalty towards creative tourism included destination brand equity, the
characteristics of tourism routes (tourists’ participation), perceived performance
(emotional benefits), overall satisfaction and monetary value while tourists’ loyalty
resulted in the willingness to pay high prices which was regarded as the brand added
value of destinations.

The findings of quantitative research were adopted in building brand added
value and integrated marketing communication for promoting creative tourism along
the Economic Route in the Upper Greater Mekong Subregion. The development of
brand added value and integrated marketing communication focused on the
implementation of “Target Marketing” according to the geographical and
demographic perspectives. The development of brand added value in this research
project gave importance to the determinants of tourists” willingness to pay high price
including advertising, sales promotion, destination brand equity, the characteristics of
tourism routes, perceived performance, perceived value, overall satisfaction and
loyalty towards these creative tourism routes. Thus, the development of marketing

strategies and activities were based on these abovementioned findings accordingly.
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