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Abstract

Research project titled “Business Strategies for Building Competitive
Adavantage in Creative Tourism of Private Sector 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 Republic of China (Jinghong)
and Lao People’s Democratic Republic (Chiang Thong, Luang Prabang).

This research project is both quantitative and qualitative study. In terms of
quantitative research, the questionnaire was employed with a total sample size of
621 tourists which were 254 Thai tourists and 367 international tourists. Data were
analyzed using descriptive statistics and inferential statistics. Inferential statistics
employed were One-Way ANOVA and Stepwise Multiple Regression. The results of
quantitative research indicated that (1) these four destinations differed significantly in
competitiveness in terms of natural resources (quality of environment, beautiful
scenery and unspoiled nature) (2) these four destinations differed significantly in

competitiveness in terms of cultural resources, historical sites, traditional arts and
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cultural attractions, cultural precincts and folk villages, a chance to see people from
various ethnic background, as well as architectural features (3) in terms of tourism
infrastructure, these four destinations differed significantly in terms of information
center for tourists. (4) in terms of quality of services, these four destinations differed
significantly in terms of service quality provided by tourism firms, restaurant,
custom/immigration service, and accommodation (5) in terms of hospitality of local
people, these four destinations differed significantly in terms of friendliness,
helpfulness, honesty and ability to communicate (6) in terms of macro environment,
these four destinations differed significantly in terms of political stability (7) these
four destinations differed significantly in terms safety for tourists (8) these four
destinations differed significantly in terms of tourists 'intention to revisit and to
recommend the destinations to others (9) factors influencing intention to
revisit/recommend are as follows; (9.1) in Chiang Saen, shopping and entertainment
as well as quality of environment influenced Thai tourists' intention to recommend
while shopping and entertainment influenced Thai tourists' intention to revisit. For
European tourists, safety, price competitiveness, hospitality of local people as well as
cultural resources influenced European tourists' intention to recommend while
safety and price competitiveness influenced European tourists' intention to revisit
(9.2) in Keng tung, quality of environment influenced Thai tourists' intention to
recommend as well as intention to revisit. For Burmese tourists, safety, price
competitiveness together with hospitality of local people influenced intention to
recommend while hospitality of local people influenced intention to revisit (9.3) in
Xishuangbanna/Jinghong, for Chinese tourists, supported services and quality of
environment influenced intention to recommend while quality of environment
influenced intention to revisit (9.4) regarding Thai tourists' perspectives toward Luang
Prabang/Chiang Thong ,hospitality of local people influenced intention to
recommend and price competitiveness influenced intention to revisit, regarding
Laotian tourists' perspectives toward Chiang Thong, shopping, entertainment, culture,
political stability and economic condition influenced intention to revisit, with regards

to European tourists natural resources and historical sites influenced intention to



(21)

revisit while natural resources, historical sites, proximity with other destination and

convenience in travel influenced intention to reuvisit.
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