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Abstract
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The objectives of this study were to 1) investigate the identity of Chiang
Khong district, Chiang Rai Province, 2) identify the identity of tourist attractions at the
special economic zone of Chiang Khong’s border, 3) categorize the pattern of forms
of communication at tourist attractions at the special economic zone and 4) present
the guidelines of development and communicating on the basis of identity of tourist
attractions in the special economic zone of Chiang Khong’s border, Chiang Rai
Province, employing selected purposeful sampling. The data was derived by
qualitative methods including observation, interviews and group discussion. The
whole content was also analyzed.

The results of this study in accord with its objective found the identity of
Chiang Khong district in Chiang Rai province considerably divided into three parts
consisting of the history, ecological landscape, and culture of Chiang Khong.

The results of this study regarding the second objective are that the
outstanding identities of tourist attractions in Chiang Khong selected from the group
discussion were classified into nine items, including Luang Por Petch, Mekong giant
catfish, Border trade city, SaRaiKai (Kai-Seaweed), Tai Lue Tradition, Wat Phra Kaew,
Wat Luang ChaiSaThan, woven fabric "water flow", Mekong River or Khong's River and
the natural view point of river named two colors (based on the Mekong).

The results of this study in the third objective found that the pattern of
identity communication of tourist attractions in the special economic zone in Chiang
Khong was categorized into four patterns including 1) influences such as celebrities or
famous people in online society (Net idol), 2) presentation of identity in order to
create branding through the campaign under the slogan entitled “The Chiang Khong,

city of happiness among the cultural diversity of two ethnic sides along the Mekhong
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River” 3) use of social media such as Facebook, Twitter, famous blog (PANTIP) in
order to create a phenomenon called “word-of mouth marketing” and 4) the
recipients were categorized into two groups consisting of 1) Thai tourists from the
neighbor provinces (Phayao, Chiangmai, Nan) the northern and other regions, and 2)
foreign tourists.

The result of this study’s fourth objective, considers the development and
communicating on identity of tourist attractions in the special economic zone in
Chiang Khong’s border, Chiang Rai Province. The first covers communication by word-
of mouth marketing through social media such as Facebook, Instagram, Twitter, web
blogs (PANTIP), etc.The second uses strategy implementation of event marketing in
order to present the pattern of Chiang Khong's Tourism Calendar. The third,
communication through identity values of Chiang Khong to create public relational
news entails, positioning of the identity value which separated into three points
consisting of community cultural tourism, eco-tourism and Buddhist tourism. Finally,
communication is to be used through tourism channels as mainstream media such as
television tours with a lot of followers under the theme of “Chiang Khong”: The City

of Happiness among the culturally diverse ethnic groups along the Mekong River.

Key Words: Identities, Tourist, Border Special Economic Zone, Chiang Khong
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