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Abstract

Research Title : The Development of Green Tourism Pattern in
Chiang Rai Municipality for Foreigner Tourist

Annual Fund of 2014 : 913,600 baht

Duration: 1 year and 3 months from July 2014 - October 2015

The purposes of this study were: 1) to study and develop a model of green
tourism in Chiang Rai Municipality Area for foreigner tourists 2) to investigate and
develop potential of personnel of green tourism for foreigner tourists and 3) to
examine and create a marketing communication strategy of green tourism for
foreigner tourists. The sample was done by Purposive Sampling and the research was
based on the concept of“5 As”: 1) Attraction 2 ) Accessibility 3 ) Amenity 4 )
Accommodation and 5) Activity. The samples were Pa-ngiew Community, Koh Thong
Community, Nhong Pueng Co through observation, interview and focus group
discussion and it was analyzed by content analysis.

The result of the study on the purpose number 1 showed that the pattern of
the green tourism in Chiang Rai municipality for foreigner tourists included: 1) the
health tourism: biking along bicycle routes number one and number two 2) biking
along bicycle routes number three 3) the health tourism: biking along bicycle routes
in downtown and learning Thai cooking at Dusit Island Resort in the afternoon 4) the
health tourism: touring around the city by the Green Tram of Chiang Rai municipality
along daily route and in the afternoon, touring around the city by the tricycle routes
5) agricultural tourism: learning non-toxic agriculture and making vegetable juices and
healthy food.

As mentioned above, the tourism pattern also proposed lunch and dinner
with healthy menu or the food in the restaurants which were certified from TQRS
Standard and they were the Green Service restaurants in Chiang Rai municipality. In
addition, the tourists were also offered for staying in the Green Leaf Hotels, Green
Service Hotels and Non-smoking Hotels in Chiang Rai Municipality.

The result of the study on the purpose number 2 was found that the
personnel of green tourism for foreigner tourists in all communities had potential in
English skills such as welcoming tourists, tourism activity skills. However, they were

lack of English skills in tourism so the training on English for tourism was organized
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for the hotel personnel but the personnel in tourism of Dusit Island Resort Hotel had
potential in tourism very well.

The result of the study on the purpose number 3 revealed that a marketing
communication strategy of green tourism in Chiang Rai Municipality Area for foreigner
tourists started from 1) analysis of market situation 2) Analysis of the target by
focusing on the quality tourists with high spending as well as being professional in
environment conservation for foreigner tourists and being enthusiastic lifestyles of
local art and culture 3) Determination of marketing communication objectives; to
make the target recognize (Awareness) on the campaign of green tourism in Chiang
Rai Municipality Area 4) Designing of a main content of the Unique Selling Point to
communicate the characteristic of the tourism that it was a kind of Slow Life and 5)
using marketing communication tools to emphasize on public relations and

advertising through new medias.
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