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Abstract

The study of Tourism Promotion in Upper Mekong Subregion (5 Chiang cities)
aims to identify suitable marketing image for tourism in Upper Mekong Subregion and
propose tourism promotional strategies in this subregion. The five areas of this study
are in Chiang Mai, and Chiang Rai in the Kingdom of Thailand, Luang Prabang (Chiang
Thong) in the Lao People's Democratic Republic, Chiang Tung (or Kengtung) of Shan
State in the Republic of the Union of Myanmar, and Xishuangbanna (Chiang Rung) of
Yunnan Province in the People's Republic of China.

In this study, the researchers synthesized data from the information of
perceptions and tourist behaviors to components and elements of tourism in the
area of Upper Mekong Subregion. The information is also from the tourism resource
surveys, the in-depth interviews with entrepreneurs on attractiveness and their goals,
and from the study of outstanding tourism activities. We used this information to
serve as a basis for the image identification and tourism promotional strategies in the
Upper Mekong Subregion (5 Chiangs). Consequently, we find out that suitable
marketing image in the subregion is “The Discovering Modern Essence of Ancient
Kingdom” and the suitable marketing images of each city ,viz, Chiang Mai is a City of
Gastronomy, Chiang Rai is a City of Aesthetic, Chiang Rung is a City of Culture tribes,
Chiang Thong is a City of Living culture, and Chiang Tung is a City of Architecture.

The tourism promotional strategies in the Upper Mekong Subregion (5
Chiangs), which will lead to the tourism development in 5 Chiang areas, can be
divided into 5 main strategies: 1) Creative marketing and Communication to promote
tourism; 2) Embracing High Touch; 3) Smooth and Secure Journey; 4) Integrated
Management; and 5) Tourist attractions connectivity and infrastructure development

to secondary tourist cities.
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