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Abstract

This study aimed to find and develop tourism identity in tourism areas and identical
souvenirs. Also, it was prepared to listen to public hearing in terms of recommendations of
identical development and local souvenirs for improving the competitiveness of smack and
medium enterprises in which is located on participatory service industries. Mixed methodology
included by qualitative and quantitative research were conducted by interviewing and group
discussion with related persons coming from government, private companies, associations,
tourism organizations, and consumers. All of them was experienced in tourism areas such as

Khanom, Sichon, and Thasala district.

The result showed that tourism identity in overall of three districts were divided each
area; for Khanom district, it was recognized identically as Khanom chill beach. Identity tourism
in Sichon was called Sichon active beach and Thasala wisdom beach was named identically
for Thasala district. For identical souvenirs by three districts, this study developed a tourism
identity brand and create a brand inspiration book as a guideline if identity system which
collected useful knowledge for applying in terms of one of a tool that is composed to create
and design the comprehensive image. The tool explained and the discipline clearly. After the
identity brand was arranged, it was applied to create souvenirs for remembering its brand that
is easy to understand and be accessible by tourists and consumers. Also, it made income and

distribute them to local people.

The outcome of souvenirs created a prominent and different point which is interested
in goods and tourism areas. It made consumers satisfied when the product was created in this
project based on concept of multi-purpose items and collectible items which is several-

functioned souvenirs and collection from three districts.

Mixed methodology was the process that creates souvenirs under this project. It was
a multi-purpose key ring. However, the product needed to be practical for producing, utilizing,
and making money in community, Moreover, it enhanced the competitive capacity to small

and medium enterprise in service industries.



Finally, public hearing process showed that participants agreed to develop tourism
identity in the areas and local souvenirs. After that they also agreed and confirmed on
developed products when it was improved by identical areas. Moreover, recommendation for
practicing should support three tourism identity brands by several activities for perceiving the
brand widely. Associations in three districts showed owned their brand copyright and being an
owner who controlled correctly to utilize their identity brand. Also, the brand should be
registered for preventing copy after it was wll known and apply this research to different

districts in Thailand.



