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Abstract

The purpose of this paper is to (1) study components relevant to a process of
brand creation in the southemn areas on the gulf of Thailand being comprised of
Suratthani, Nakhon Si Thammarat, Phatthalung and Songkhla Provinces (2) investigate
the awareness on tourism image in the four provinces as being perceived by
travellers (3) determine the position of tourism brand and identity of the particular
areas (4) develop a driving mechanism components related to a process of tourism
brand creation within the areas. The data were collected through both qualitative
and quantitative researches in which the collection of quantitative data was from a
primary source. The qualitative research was conducted through in-depth interviews
and a focus group where its members included those related to tourism
management within the areas and some from various sectors of government, private
and other social agencies as well as the use of a netnography research method along
with projective techniques by gathering data from Thai and foreign travellers. The
quantitative research was done through a questionnaire filled by 2,697 Thai and
foreign tourists, being the research sampling group. The findings can be summarized
as the following.

The main domestic competitors on the components relevant to a brand
creation process of the four provinces are Krabi and Phang-nga whereas the
international ones are Indonesia, Laos, Myanmar, China and Malaysia. The
relationship on tourism between government and private sectors is at a good level
whereas the problems on clarity of tourism brand identities among the four
provinces are similar. The agencies being in charge of brand management and
relevant network of the brand creation are all tourism related sectors including state,
private and social divisions. Cultures within the provincial clusters clearly stand out
on each aspect. The information on a tourism brand of the aforesaid provinces
shows that there is non existence of clear brand creation being conducted by any
agencies which can be because of non availability of a practical leader who can drive

the brand toward the same direction.



The investigation results from both research methods on awareness of
tourism images and identities in the aforementioned areas are analysed to set the
brand positions of each province which can be summarized as followed. For
Suratthani province, its position is a city of beautiful land with striking marine natural
tourist attractions and multi cultural traditions. As for Nakhon Si  Thammarat
Province, the brand position is a cultural city and the city of nature while
Phatthalung Province is a city of cultures and community ways of living. Finally,
Songkhla Province is a city of varieties on cuisines, religions and cultures. The brand
position of the entire southern areas on the Gulf of Thailand is the place of beauty, a
variety of land and marine natural tourist attractions as well as the cities of southern
local cultural and traditional varieties.

The development on a driving mechanism components related to a process
of the tourism brand creation within the southern areas on the Gulf of Thailand
shows a list of individuals or main groups of individuals who are involved in the
tourism brand management and they are: provincial governors, chiefs of government
offices, provincial tourism business groups, communities, and provincial public. The
mechanism on establishing the cluster of tourism development areas must be
announced and the mechanism committee needs to be set whereas the declaration
on the use of tourism brand on Gulf of Thailand tourism development areas under
the concept of “The Living Heritage South Gulf Coast” must be stated clearly for the
committee performances. Planning of a systematic working process must also be
conducted through perceiving in the overall as “One Destination” in various aspects
by setting organizational groups, units, or individuals being the key unit in driving the
brand as well as the approval of projects and budget allocations to support brand
activities together with communication management in regard to the brand. That is,
all managements of tourism brand within the 4 provinces must be in the same

direction and consistent with the concept of “the living Heritage South Gulf Coast.”
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