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Abstract

Chanthaburi Gem Street has long been a famous district for the heat treatment of raw
(unheated) gems and for its skillful lapidary since Ayutthaya period. It has been recognized
worldwide as gems wholesaler and trading center. With local skilled “gems dealers” who
play significant role in finding and trading great quality gemstones, Sri Chan gems market has
long been a flourishing gems trading center, thus greatly driving the economy of Chanthaburi
province. Unfortunately, due to the decreasing raw gemstones in the area Chanthaburi Gem
Street has become very sluggish. Local entrepreneurs have to purchase raw gemstones from
abroad, resulting in higher production costs. Therefore, the production cost is controlled,
including the compensation of the jewelers which is very low compared to other professions
in the area. Therefore, there is lot of lacking a new generation technician to inherit these
knowledges. Moreover, the product of treatment gems has not been developed as add more
value because of the way trade of wholesale selling. These problems may result in the cultural

heritage disappear if there is without appropriate management and adjustment themselves.

As such, a study to develop Chanthaburi Gem Street and its vicinity to support tourism
has been conducted to improve image and branding Gem Street, which leads to finding ways
to promote tourism on Chanthaburi Gem Street and its vicinity. With participatory action
research approach, the study found that tourism in this area is not quite popular as it supposes
to be and the real value of this area has not been realized. Therefore, branding this district
is indeed a significant tool that local people need. Moreover, the study found that creating
the core of the brand with participatory process is very important. Such process should
comprise of local people and outside professionals who thoroughly understand the context
of this area and realize the real value of Gem Street. The essential part of the branding is to
find the identity of this area, which is “eems dealers”. It is the identity that every party
(including experts and researchers) unanimously agrees upon. When the identity has been
determined, the standpoint and character of the district are realized. All these has led to an
image improvement through public area and learning activities currently available in the area,
thus promoting various creative activities. However, the result of this research is the brand’s
very own core that is so important for it was identified by local people. Still, the branding
process afterwards is also important. It is necessary to have special organization to seriously

and continuously oversee this process, which might take some time to prove successful. But



in the end, this area will not only be a mere creative tourist attraction, but it also affects local

people’s quality of life as well as a cultural heritage that is in need to be conserved.

Keywords: Chanthaburi Gem Street, Sri Chan gems market, gems dealers, Chanthaburi Gem

Street brand, place identity, brand model, place image, creative tourism
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