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Abstract
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This research aims to study and analyze tourism’s branding and marketing
analysis of creative community-based tourism of the Mekong Ethnic Groups and to
contribute towards the guidelines for branding of creative community-based tourism
of the Mekong Ethnic Groups. The literature involving tourism branding, tourism
marketing, creative community-based tourism, and the Mekong Ethnic Groups were
reviewed. Information in the study was gathered from interviews surveying
questionnaires and primary data. Content analysis and descriptive analysis was
applied in data analysis. The results of the tourism marketing revealed that most
tourists, who have visited the creative community-based tourism of the Mekong
Ethnic Groups, work in private and governmental sectors and the numbers continue
to increase. In terms of the brand building, it was found that different types of
brands have been designed, such as consumer product brands, service brands, place
brands, thematic brands and events that reinforce the brand. Conversely, there is no
clear evidence of the geographic versus thematic branding. In terms of the branding
process, it can be seen that the branding process of the community of Mekong
Ethnic Groups consists of target consumer identification, brand design, brand identity
creation and brand building implementation. However, there is no evidence in the
leveraging brand and the brand equity management process. The guidelines for
branding of creative community based tourism of the Mekong Ethnic Groups was to
create branding that was related to tourists attractions and which could be used for
public relations. Moreover, it helps in promoting businesses within the community,

such as accommodation, food & beverage, souvenir shops, transportation and MICE.
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