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Abstract

Lampang is a province of Thailand with a unique identity. It has been famous
for investors to run businesses in the area, and also famous for the tourists to visit.
But in the present time, as the economic crisis decreases investment and tourism
income, Lampang could be moving to its downtrend. The project of “The Strategic
Plan for Sustainable Urban Tourism Development to Support Thailand 4.0 : Lampang
Cultural and Ceramic Tourism City” with the objectives to study and review the
market gap, the strategies in developing Lampang, and to carry out public relations
activities to promote the tourism in Lampang The project conducted by surveying
the brand awareness using questionnaires as a research tool, and also searching for
tools to drive the city's tourism strategies, creating the souvenir prototypes to
promote tourism, creating and evaluating the travel routes in Lampang Province,
providing guidelines and suggestions to enhance Lampang’ s tourism. Organizing
public relations and media promotion activities were also conducted to reach the
project’s objectives.

In conclusion, the research found that the effective driving force was public
relations on Lampang Living City and Lampang Ceramic City campaign. The
campaign’ diven components were 1) tourism products and services 2) tourism
management 3) marketing, public relations and supportive activities 4) infrastructure
factors and facilities 5) tourism human resource’s potential and 6) networking with
alliances and the linking areas.

The main driving factor for Lampang’s tourism is the government sectors. By
bringing in private sector agencies to participate in, could continuously pushed
forward the city it its tourism reputation. The outstanding concepts were cultural
tourism heritage (traditions - ways of life - ethnic), ceramic cities, city of a horse-
drawn carriage, valuable old town (city plans, architecture and history), and tourism.

Regarding to the public relations activity of the project, there were various
interesting and effective activities, such as creating of the souvenir prototypes,
creating and evaluating the travel routes, creating public relations media for Lampang
tourism such as infographic, brochures, posters, online public relations media photos,
clips and video. Setting up Lampang’ s social media tourism page, conducting
activities to promote Lampang’s tourism with a mascot Nong Charm's brand with its
slogan "Lampang : Endless Charm "

The research proposed that Lampang Province needed guidelines to drive the
tourism development at its urgent stage in the contents of responsibility area and

unity mechanism in cooperation the tourism driving development. The province also
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needed the continuation in developing the distinctive tourism products to be able to
able to compete with other provinces at the same level. This strategy could be
establishing the Lampang’ s provincial tourism development committee, to create
the tourism development plan which is consistent with Lampang’s resources and
tourism products. And also conducting the tourism development by the Lampang’s
provincial tourism development committee would affect and sustain the city’ s

tourism.
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