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Abstract

The research aims to study on local identities of prototype areas and guidelines of
local identities communication of 5 routes of local tourism experiences.

The results, the characters, feelings and personality of the 5 routes are 1) Sukhothai
is “Touching the happiness of Sukhothai: gentleness, compassion, generous, helping people,
interested in making merit and friendly”. 2) Chumphon-Ranong are “Seas affection and local
occupation lifestyles” and “Seas affection, calmness and simplicity”, which refer to slow
tourism, relaxing and absorb for the attraction atmosphere. 3) Satun is “Muslim lifestyles and
Geopark” which represents peaceful city, multi-culture between Thai, Chinese, and Muslim
cultures; significant Geopark. 4) Mae Hong Son is “Nature, simplicity, challenges, and
unexpected”: the beauty of natural resources and the simple way of life that pass an
unexpected challenge. 5) Chanthaburi and Trat are “be filled by variety of flavor”: full of the
real local lifestyles, natural lifestyles, activities and food.

The local identities communication of 5 routes of local tourism experiences, the
messengers are local interpretators, local guides, villagers and local entrepreneurs. The
messages are lifestyles, local culture, local food, history, geology, nature, forests and
mountains. The channel of communication are person, electronic media and publications.
While, receivers are Thai and foreigner tourists who prefer local experiences tourism. The
obstacles some of tour guides are lacking of skills on interpretation and deep informations.

The guideline of communication, the senders are the most important factor that are
in-depth knowledge and understanding of their own local culture of the local messengers.

In order to communicate identity through appropriate and lively communication channels

Keywords Local Identity , Identity communication , Local experience tourism
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